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That’s why your choice of paper is so important. 
The perfect printability of Kimberly-Clark low-cost 
book papers—KLEERFE¢ ‘T and HYFECT—assure your 
printed words and pictures the right presentation. 
They have features that add to the readability and 
effectiveness of printed advertising and at the same 
time help reduce the over-all cost of printing. For 
your next circular, brochure or catalog ask your 


printer to submit samples and prices on: 
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Effects of National Defense 
On Chemical Processing 


Just as the first World War accelerated the 
growth and development of the Chemical 
Process Industries — raising them almost over 
night, from an infant stage to a group of plants 
producing billions of dollars worth of goods 

this war gives promise of building them up 
to a degree of national prominence that chal- 
lenges the imagination. 

Chemical engineers right 
called upon to provide the country with all 
of those things which insure our security. Im- 
brought from 


now are being 


portant products, heretofore 
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Showing Chemical Industry's remarkable 
growth as a result of the lst World War. 


abroad, will be made or synthesized in Ameri 


can plants. This means tremendous expansion 
in the volume of chemical production all along 
the line. For example, rubber, which we now 
get from the war-threatened Dutch East Indies, 
very likely will be soon supplanted by new 
synthetic materials developed from petroleum 
and other bases. Our limited supply of tin is 
to be conserved through the development and 
use of new protective lacquers. Reserve sup- 
plies of this metal can and will be reclaimed 
by the chemical engineer from old tin cans 
and other containers. Toluol, which is 
made from coal tar and which is one of the 
principal ingredients in TNT, can be proc- 
essed from petroleum to make us independent 
of foreign sources of supply. Plastic airplanes 

lighter, cheaper, stronger (pound for pound) 
than metal planes — are a reality. New cataly- 
tic oil refining processes which have been de- 
veloped to produce cheaper and better avia- 
tion fuels than any now known will be widely 
used to strengthen and make safe the U.S. A. 
But these are only a few of the products of 
the Chemical Process Industries NEEDED 
FOR DEFENSE, which will boom the Chem 
& Met market and make it more profitable 
for you — beginning right now! (“Our Chem- 
ical Industry in War Time” in the Dec., 1939 
issue of Chem & Met tells the story of this 
opportunity in detail. If know 
to what great extent national defense depends 
on the Chemical Process Industries, ask us for 


use d 


you want to 


tear sheets.) 


if, in your advertising, 


Mee) all 


TODAY, right now, the wheels of 
American Chemical Industry are begin- 
ning to gather greater speed. In Cleve- 
land, Philadelphia, Chicago, Boston and 
Detroit— from border to border and 
coast to coast — chemical engineers, pro- 
duction and management executives are 
gathered around planning boards, map- 
ping out the greatest program of nation- 
al defense in the history of the country 
— under pressure! 

TOMORROW these plans will begin 
to take shape. Plants and facilities for 
making a host of strategic materials will 
be built and expanded. The demand will 
be urgent for chemical process equip- 
ment, materials and supplies to make 
possible this increased production. Ma- 
chinery manufacturers will be called on 
to provide process industry with the lat- 
est developments in all types of pumps, 
valves, motors, mixers, dryers, fans, con- 
veyors and compressors.* YOUR oppor- 
tunity to cash in on this rapidly expand- 
to insure the good will of 
present customers, to gain new 
sales, to make fair profits, and to serve 
your country is at band. BUT YOU MUST 
BEGIN Now! 

The chemical engineers in the process 
industries, the men who will have the 
responsibility of gearing this industrial 
production to national defense needs, 
must have information. Before they can 
set up new processes — even before they 
can build new plants or expand old ones 
—they must have all the technical facts 
and engineering data on the equipment, 
materials and supplies they will use. 


ing market, 
your 


Facts and figures, as well as the ex- 
perience of consistent advertisers, prove 
that an overwhelming majority of indus- 
try’s biggest buyers look in the advertis- 
ing pages of Chem & Met for this kind 
of information. Facts and experience also 
prove that their purchases usually go to 
those firms who take adequate space to 


*Ask for Chem & Met's complete list o 
chemical engineering equapment—Chart No. 1 


you 


the facts he has to hages 


give the chemical 


about your proa 
i 


tell a complete story about their prod- 
ucts — giving all the preliminary infor- 
mation a technical buyer needs in order 
to help him specify and order. NOW 
is the time to make it easier for 
dustry’s biggest buyers to buy from you. 
NOW is the time to make your advertis- 
ing work in Chem & Met. And here is 
the way you can do it: ‘ 


How To Get Profits 
Advertising in Chem & 
Expanding Markel 


The editors and publishers of Chem & Met 
have an intimate knowledge of the wants and 
needs, the likes and dislikes, and the hopes and 
ambitions of the chemical engineer. Through 
close observation of literally hundreds of ad- 
vertising campaigns which were (and are) cat- 
ried through the pages of Chem & Met, they 
have grown to know the sort of advertising 
that generally succeeds and the types which 
seem to be less impressive. 

Only recently this knowledge and experience 
crystalized into an idea—a plan which we 
have already passed along to several Chem & 
Met advertisers and their agencies. Perhaps we 
can cut it to fit the present day requirements 
of your product. With the hope that we maj 
be of material service to you in at least one 
phase of your advertising problem, we will 
gladly present this basic plan for successful 
advertising in Chem & Met and cooperate with 
you or your advertising agency in adapting 
to your needs. 

We do not make this offer as a cure-all for 
your business ills, or as an “open Sesame” « 
the hall of fame. But we are convinced that a 
advertising campaign based on this simple pla 
can make for more complete and intelligent 
use of Chem & Met's broad coverage of th 
Chemical Process Industries, and win increase¢ 
recognition for its sponsor as well as earlie! 
product acceptance — and more dollar profits 

If you or your advertising agency will sen 
us your latest catalog and answer a few ques 
tions about distribution facilities and sales o> 
jectives, we will submit an outline of the pt 
liminary steps to be taken by you in putting 
































































this profit-making, inquiry-producing plan © 

work. 
Ask now for our outline of “How to advef 
arket 


tise successfully to the Chem & Met : 
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After the War --Whal? 


It is imperative that war goods business be handled on 


a basis that will not impair our marketing structure 


Epiror’s Note: This message, prepared 
by a group of Chicago industrial advertis- 
ng men, was read at the opening session 
f the Industrial Advertising Depart- 
mental of the 36th Annual Convention of 
the Advertising Federation of America, 
it Chicago, June 25. The paper was read 
by Harry Neal Baum, advertising mana- 
ger. Fairbanks, Morse & Co., chairman 
ft session. ] 


@ AMERICAN INDUSTRY is now 
being called upon to devote much of 
its productive capacity to the manu- 
facture of war equipment of all kinds, 
ind it is urged to make this equipment 
in large volume and in the shortest 


: 
possibile time. 


Industry Is Ready 

Manufacturers have expressed their 
willingness to do everything possible 
to carry out the armament program of 
They are patriotic 
Americans and know how to do the 
job. It is imperative, however, that 
this emergency work be done in the 
light of experiences of the last World 
War, and with due consideration of 
conditions that will exist when this 
War over. 


the government. 


True patriotism calls for 
conducting business on a basis that 
measures the past, present, and future 
® improve our economic and social 
—at the same time that we pro- 
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duce war materials rapidly and effi- 
ciently. 


The Commercial Market 
Must Be Protected 


As a policy, it is desirable that in- 
dustry carry on with all speed possible 
by increasing its present normal busi- 
ness activities, and taking on war 
business as an added task that will help 
and not injure the development of our 
American economy. 

Now, and not at the end of the war, 
is the time for American industry to 
get into shape so that it may be able 
to rehabilitate a bankrupt and dis- 
rupted world and at the same time 
maintain our present standards of liv- 
ing. This can be done by making ev- 
ery effort to improve present commer- 
cial products, by reducing production 
costs, by making new products and 
by keeping industry on its toes in do- 
mestic and foreign markets. 


Business Must Be 
Ready for Peace 

This policy will enable industry to 
handle the war job and yet permit the 
United States to go forward immedi- 


ately after the war is over. It will 


enable every manufacturer to maintain 
his competitve position in his present 
business, add war business suited to his 
knowledge and facilities during this 
emergency, and still go full speed 
ahead with his normal activities at the 
The last war 
taught many manufacturers the eco- 
nomic deadliness of dropping commer- 
cial business in order to devote pro- 
ductive capacity to war business only. 


First Use 100°, of 
Present Day Capacity 
Naturally, 
should, devote a worth while percent- 
age of its productive capacity to the 


cessation of hostilities. 


industry must, and 


manufacture of war essentials. But 
every possible effort should be made to 
use present capacity through multiple 
shift operations, as contrasted to the 
policy of building new factories. Man- 
ufacturers should 
business only in a volume sufficient to 


strive to get war 


utilize their productive equipment on 
a 100 per cent This ploicy 
places war business where it can be 
handled by going concerns. It ab- 
sorbs the unemployment pool so det- 
rimental to all. It wisely relies upon 
(Continued on page 104) 


basis. 
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Company; and Raymond Moley, contributing editor, "Newsweek," luncheon speaker . . . 





At one end of the speakers’ table at the industrial advertising departmental luncheon of the Advertising Federation of America convention 
at Chicago last month sat J. M. McKibbin, apparatus advertising and sales promotion manager, Westinghouse Electric & Mfg. Company 
Paul Garrett, vice-president and director public relations, General Motors Corporation; Mason Britton, vice-chairman, McGraw-Hill Publishing 


AGA Iudustriial Aduertising 


Conference 


Manufacturers urged to prepare for huge trade war 
if Hitler wins. Get new ideas on research and sales 


@ FOREIGN TRADI relations, 
marketing research, integrating adver- 
tising with selling, and readership 
surveys were topics discussed at the 
Industrial Advertisers Departmental 
of the 36th Annual Convention of 
the Advertising Federation of America 
held in Chicago June 25. The session 
was sponsored by the Engineering 
Advertisers Association, (¢ hicago chap- 
ter of the National Industrial Adver- 
tisers Association, with Harry Neal 
Baum, Fairbanks, Morse & Co., Chair 
man, and Frederic I. Lackens, The 
Hays Corporation, Michigan City, 
Ind., newly elected president of the 
EAA, presiding. 

\ capacity crowd attended the 
luncheon preceding the afternoon ses- 
sion to hear Raymond Moley, contri 
buting editor, Newsweek, talk on 
‘Giving It and Taking It.” Mr. 
Moley’s principal theme was the need 
for this country to adust its trade 


relations with Japan and the Latin 
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American countries as a hedge against 
foreign invasion of the Western hemi- 
sphere. While he does not minimize 
the possibilities of invasion from the 
Atlantic and feels that trade peace 
on the Pacific would permit concen- 
tration of preparedness on the eastern 
seaboard, he considers the greatest 
threat that faces this country is the 
trade war which will follow a victory 
for the Nazis. 

“What is certain” Mr. Moley de- 
clared, “is that if Hitler wins, he 
will be the head of a great and power- 
ful industrial nation, enormously de- 
pendent upon foreign trade, although 
not as dependent on it as England has 
been over the centuries. I believe that 
Germany will carry on trade fiercely. 
I believe that Germany will try to get 
special privileges, just as every great 
commercial nation has ever done. I 
believe Germany will be interested in 
making friends in crucial spots abroad. 


I believe that Germany will try to 
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make goods more cheaply, and x& 
much, in goods and exchange, 


can for them. This is a threat wit! 


which we must reckon, in any case.” 


Analyzing the situation with 


erence to trade with countries to the 
“There are 


South, Mr. Moley said: 


two current misconceptions iD 


trade with Latin America. One rates 


the potential markets there too high 
The other regards them as unimp: 
ant. The truth is somewhere between 


Despite German, Italian and Japanese 


competition, our position in | 
America is still preponderant. It 
remain so. But to carry on trade we 
need salesmanship, merchandising. Any 
country storekeeper knows that 
chandising involves more than so! 


tion of orders. 


“*The second factor in strength g 


our economic position in Latin A 
We have had ¢ 


unfortunate experiences in othe 


ica is financing. 


ministrations — experiences used 
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campaigns for the purpose of political 
attack. But neither the experiences 
nor the attacks should obscure the fact 
that a policy of lending money to 
Latin America is indispensable if we 
are to build markets there for our 
goods. 

“There is another point here’ he 
continued, “perhaps the most import- 
ant of all. It has to do with the 
kinds of goods that we ought to plan 
to sell Latin American countries in 
setting up our new trade organiza- 
tions. We must give them the means 
of economic independence. We must 
help them industrialize themselves. 
That is the only way of protecting 
them against wretched subservience to 
European or Asiatic nations. Cer- 
tainly we will simply drive them into 
the harness of Germany and Italy if 
we offer them only consumers’ goods. 
To sell the Latin American countries 
the means by which they will ulti- 
mately make some of the very pro- 
ducts that we now sell is not to lose 
those countries as markets. It is the 
only means of cementing firmer re- 
lationships with these countries. It is 
the only means of enabling these 
countries to coéperate with us effec- 
tively in hemispheric defense. We 
cannot protect purely agricultural 
countries against foreign aggression. 
We cannot protect economically de- 
pendent peoples from foreign aggres- 
sion. But free men in industrial na- 
tions can mutually work out means 
for protection and for lasting pros- 
perity in this hemisphere.” 

Emphasizing the importance of 
manufacturers maintaining their nor- 
mal marketing and promotional ac- 
ties during the present preparedness 
and war period, Mr. Moley said: “Bear 


with me if I repeat to you here today 
how important I think it is that 
American industry look as far ahead 
is it can into the economic future. 
Naturally, preparation for defense is 
uppermost in our minds now. But 
American industry must remember 
omething that looks like peace 
W restored again. Manufacturers 
who are turning their facilities in 
whole or in part to the production of 
War materials, must keep in mind the 
need for maintaining their normal 
markets, for preserving their good will. 
Th particularly true of the heavy 
00s industries and of manufacturers 
of consumers’ goods who will be 
turned to emergency production. I 
ne t remind you of the swiftness 
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with which public opinion can change. 
Benefits and services are too soon for- 
gotten. As my associate, Malcolm 
Muir, has recently said, out of his long 
experience, every effort must be made 
now to cushion the inevitable shock 
of transition from war to normal busi- 
ness. It is essential that industries con- 
tinue to explain what they are doing 
all along the line. It is essential that 
industries keep their names before the 
public. It is also essential that in- 
dustry prepare to face, abroad, com- 
petition on a scale, on a level and of 
an intensity we have never seen be- 
fore.” 

At the opening of the afternoon ses- 
sion a paper was read also stressing 
the danger of industry unduly allow- 
ing war goods business to undermine 
its normal trade relations. This paper 
is reported in full on page 13. 

In the same way that company ex- 
ecutives used to regard advertising in 
the wrong light, when they thought 
of advertising managers as unwanted 
and unnecessary stepchildren, so is 
marketing research now held by some, 
W. J. Shine, director of research, Ross 
Federal 


Louis, declared in his talk which 


Research Corporation, St. 


opened the afternoon session. But, he 
pointed out, as these advertising de- 
partments have paid their way in extra 
dividends, so will marketing research 


if permitted. 


It has been more difficult to con- 
vince industrial advertisers of the 
need and value of marketing research 
than to interest consumer advertisers, 
Mr. Shine admitted, but those who 
have used it have found it highly 
profitable and continue to employ it. 
The advantage of using established 
research organizations for doing the 
work is that they have trained staffs 
which can get the answer to the 
problem by proven methods. If it is 
desired to do the work within the 
company, however, in a small organ- 
ization the job could be done within 
another department, but if the com- 
pany is a larger one, then research 
should have its own independent de- 
partment and function for all related 
departments with the unbiased atti- 
tude of a true scientist. 

Although research can be used to 
show trends, this cannot be done by 
one job, Mr. Shine pointed out. The 
lack of continuity is one of the great- 
est handicaps to successful research. 
The speaker declared in favor of per- 
sonal interviews instead of mail ques- 
tionnaires. 

Other speakers on the program were 
J. M. McKibbin, apparatus advertising 
and sales promotion manager, Westing- 
house Electric & Mfg. Company, and 
R. O. Eastman, readership research 
specialist. Their talks are presented 


on other pages of this issue. 





... while at the other end of the table were Harry Neal Baum, advertising manager, Fair- 
banks, Morse & Co., chairman; Frederic |. Lackens, advertising manager, The Hays Corpora- 
tion, Michigan City, Ind., presiding officer, and W. J. Shine, director of research, Ross 
Federal Research Corporation. R. O. Eastman, New York research specialist, also on the 
program, was not present when this picture was taken, but he is shown in action on page !9 
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By J. M. McKIBBIN 


Apparatus Advertising and Sales Promotion Manager 
Westinghouse Electric & Mfg. Company, East Pittsburgh, Pa. 





How We Integrate Aduertising 


with Selling 


Increasing the salesman’s stock of product information, 
easily and interestingly, boosts his effectiveness 


@ IN NORMAL TIMES, we as ad- 
vertising men have an important func- 
tion—the effective transfer of infor- 
mation to our own sales organizations 
and to buyers of our equipment and 
services. The efficient transfer of this 
information lubricates the whole proc- 
ess of buying and selling. And so to- 
day, with the national defense pro- 
gram stepping up the tempo of indus- 
try and marketing, there is an even 
greater need for the smooth flow of 
information. This clearly places an 
idded responsibility on advertising 
men. 

Just as industrial production is hav 
ing to streamline some of its methods 
in order to meet the new loads imposed 
upon it, so we must eliminate all 
waste factors in our informational job. 
This means that advertising must be 
thoroughly integrated with selling. The 
problem of integration, however, dis 
solves automatically, if the overall job 
is approached from the right view- 
point. In the Westinghouse company 
we look at our job from the sales 
viewpoint, and we ask ourselves not 
“How shall we advertise this product?” 


but “How shall we sell this product?” 


We can assume that in this enlight- 
ened day very few advertising men 
consider advertising an end in itself. 
It is true, however, that many of us 


From an address presented before thé 


Industrial Advertising Departmental of 
the 36th Annual Convention of the Ad 
vertising Federation of America, Chicagé 


Tune 
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take our entire direction from sales de- 
partments, rather than go back to the 
very source material from which the 
sales departments do their planning. 
In Westinghouse apparatus promotion 
we have developed a procedure that 
enables us to contribute in creating 
sales plans, rather than merely apply 
advertising to plans already formu- 
lated. The facts produced by this pro- 
cedure are so basic in our operation 
that we refer to them as our promo- 
tional “bible”. 

It would be of little help to any ad- 
vertising man to have our specific for- 
mula, but it might be of some value to 
understand the type of study we make 
before we decide upon a promotional 
plan. 

Propuct Stupy—In our product 
analysis we first list the various types 
of equipment and their application. 
We analyze the advantages of the 
products in terms of the buyer’s needs 
and the benefits he will derive from 
their use. The line is studied in rela- 
tion to those of competitors. Some- 
times we find that certain types are 
missing which are necessary to pro- 
mote a full-line program. The study 
goes further than a simple tabulation 
of types. We develop a check-chart 
of our product features and those of 
competitive products, and produce a 
balance sheet evaluating our strengths 
and weaknesses. Later this becomes 
selling information in the hands of our 
held organization. 


In this joint study with the sales 
department, the work of our engineer 
ing and research departments is taken 
into account. As a result of this pro 
cedure, we often discover the need for 
additional selling features, and occa 
sionally the need for new products. 

Market Stupy—After the product 
has been completely analyzed, we turn 
to the study of markets. Where can 
these products be used in industry? 
What is the total volume of the prod- 
uct over a period of years, and how 
has this volume of business been dis- 
tributed among various manufactur- 
ers? What industries are the largest 
purchasers? Who are the buying fac- 
tors? Questions like these often in- 
volve a third arm of our organization 
—the Market Research Department. 

We give careful consideration to the 
forecast of conditions for the coming 
year. This has a direct bearing on the 
sales effort to be put behind the prod- 
uct, and by the same token influences 
our promotional appropriation for the 
product. We know that these fore- 
casts cannot be completely accurate, 
but they furnish an important yard- 
stick for the sales department and 
therefore enable us to lay a more spe- 
cific plan of action than would ot 
wise be possible. 

Our market study is not simply 4 
tabulation of figures. It embraces an 
understanding of the basis on which 
purchases are made. This takes us into 
field studies in key markets. 
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SaLes ProspLeEMs — With product 
ind market facts at hand, we then 
enter a very important phase of pro- 
notional development —a_ considera- 

m of our company’s sales problems, 
nternal and external. 

Product education among our own 
salesmen is a continuous job of primary 


importance. Our major problem in 


this undertaking is simplification, be- 
cause product information is naturally 
voluminous in a company such as ours. 

Our study of the information leads 
us to the question of how to get it 
across to the salesmen. What technique 
shall we use? 

In our analysis of internal sales prob- 
lems, sometimes we find that the need 
tor selling tools has not been recog- 
nized and that the sales force has not 
been equipped. The kind and extent 
of these sales aids must be determined. 
Frequently this requires analysis of 
sales presentations in order to deter- 
mine what should be done. 

It has been our experience that few 
salesmen can be of direct help in pro- 
But, a study of 
what the most successful salesmen do 


motional planning. 


in their selling often gives us the key 
to the right kind of selling aid. 

In our company, we are blessed (or 
cursed, depending on your point of 
view) with many product lines. This 
means that to some extent the sales- 
man does a selective selling job. Be- 
cause of this fact, in our original an- 
ilysis we make a searching inquiry 
nto delivery and price of the product 
considered for sales effort. Our manu- 
tacturing divisions are spurred to im- 
prove factory efficiency and delivery 
schedules. It is pointed out that their 
products must be competitive not only 
externally, but also within the com- 
pany in order to win the necessary sales 
support, 

Our analysis of external sales prob 
lems are familiar to nearly every pro- 
motion man. What is our position in 
the market with respect to competi- 
tion? What degree of recognition do 
we have on the particular type of prod- 
uct under consideration? Do we have 
idequate sales coverage, not only 
through our direct selling force bu’ 
those of our distributors? 

\!l in all, this “bible” is no mirac- 
ulous formula for promotional success. 


It simply affords us an opportunity to 


ana together with the sales de- 
partment, the complete marketing 
Problem. The “‘bible”’ provides a sound 
basis for establishing advertising and 
Promotion costs. It eliminates, to a 
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With the aid of a motorized, automatic chart display device, J. M. McKibbin shows how 
Westinghouse imparts product information to its salesmen around a ‘Product of the Month" 


large degree, guesswork in budget de- 
termination. What is more important, 
it makes it difhcult to reduce budgets 
across the board, but rather brings up 
the question of what jobs should be 
eliminated in case budget reduction is 
necessary. It is interesting to note 
that since this plan of “bible” prep- 
aration has been in effect, our appro- 
priations have had a tendency to in- 
crease, because of demands by the sales 
department, rather than to be cur- 
tailed. 

Sates PROGRAM—Having developed 
a sound set of facts, we are now in a 
position to lay a plan in which pro- 
motion and advertising can be assigned 
a correct sales function. The prepara- 
tion of the “bible” has suggested a type 
of program which combines both prod 
uct education and sales stimulation. It 
is known as our “Product of the 
Month” program. These 
usually follow a broad formula, but 


programs 


the style is changed so that the activ- 
ity does not become stereotyped. Here 
are the four points generally covered: 

1. What is management’s thinking? 

2. What is the nature and extent of 
the market? 

3. What is the product story? 

4. What is available to help sales- 
men sell? 

These questions are answered simply 
but completely in meeting with sales- 
men. In order to control the infor- 
mation and inspiration which become 
the equipment of the salesmen in this 
program, each person taking part in 
meetings is carefully rehearsed in what 
he is to present. 

Our planning starts with the point 


of view that selling begins at the fac- 
tory. We know that one way to get 
enthusiastic support of salesmen is to 
show them all what has been done to 
support their personal selling effort. 
In this job, we “come clean.” If cer- 
tain things have not been done, we 
when they 


tell them so and state 


will be completed. This involves 


information regarding completeness 
of the line of products manufacturing 
facilities, stock conditions, price, 
and even the purchase of new equip- 
ment which indicates ability to im- 
prove the product, or its delivery. 

(1) What is management’s think- 
ing? 

As has been said, selling begins at 
the factory, a point often overlooked 
in sales “pep”? meetings. Salesmen need 
information. They need to know what 
facilities support them in their personal 
selling effort. So this question ,“What 
is management’s thinking?” affords an 
ideal opportunity to stress policies and 
the consideration that has been given 
to make this product a leader item. In 
other words this part of the program 
actually permits salesmen to go “back 
stage” and understand everything that 
has been done to back up their selling 
effort. 

(2) What is the nature and extent 
of the market? 

Too often market figures are “box 
car figures” that very few salesmen 
can relate to their personal selling ef- 
forts. Although we give the national 
flgure as an objective, we break this 
down so that the salesman can see both 
the objective of his immediate district 

(Continued on page 118) 
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By R. O. EASTMAN 
Research Specialist, New York 


How Readershin Surveys Are Made 
and What They Find Out 


Under the microscope, circulation takes on a differ- 
ent character and tells a vital story to advertisers 


@ WE ARI 


learn some things about the true cir- 


just now beginning to 


culation of publications, particularly 
in the industrial and business field. 
And the first thing we have learned is 
that what we have been calling cir- 
culation” for a long time isn’t circula- 
tion at all. 

We've been compiling a lot of sta- 
tistics On copies printed and sold, and 
But the 
only thing that counts, for the pub- 


we've called that circulation. 


lisher or for the advertiser, is W hat 
happens to these copies after they’re 
sold. True circulation is movement— 
activity—whether it relates to maga- 
zines, money or blood. Drop dead to- 
morrow and you'll have just as much 
blood in your body until the under 
taker pumps it out, but it won’t be 
doing you any good. 

For two years, now, we have been 
conducting the most intensive study 
of the reading of magazines ever un- 
dertaken, with highly skilled research 
men in the field continuously inter- 
viewing readers, milking them dry of 
all they could tell us about what they 
read, how they read, why they read, 
when, where, and with what benefit. 
This work is as scientific and authori- 
tative as we can make it, with the 
most exact laboratory method behind 
and beyond the field work, in which 
the results are analyzed down to the 


last frog’s eyebrow. 


From an address presented before the 
Industrial Advertising Departmental of the 
Mth Annual Convention of the Advertis 
ing Federation of America, Chicago, Jun¢ 
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More than 150 separate surveys of 
individual issues of our client publica- 
tions have been completed in which 
we have a precise analysis of the read- 
ing of every editorial element of these 
addition we have 
made a wide variety of collateral sur- 


publications. In 


veys dealing with special issues, non- 
renewals, and similar subjects. I men- 
tion these things as constituting the 
background from which the following 
observations are made. 

Our work for these publications is 
critical, not promotional. Its sole ob- 
ject, like that of the product labora- 
tories in your own companies, is to de- 
fine opportunities for product im- 
provement, and to maintain a proving 
ground for testing such improvements 
as they are made. 

This work of ours has driven home 
the fact that circulation is a thing of 
three dimensions—length, breadth and 
thickness. I think advertisers have 
been sensing this for a long time and 
have been increasingly resentful of the 
fact that they knew so little about 
those dimensions that really make up 
the substance of what they buy. 

These three dimensions are: First, 
the length, or the number of copies 
printed and distributed. This is the 
which certified 
facts have been available through the 
A.B.C. and C.C.A. 

Second, the breadth, or the number 
of customary readers per copy. Some- 
Often, 


and very fallaciously, termed “‘secon- 


only dimension on 


times called “penetration.” 


dary circulation.” A word about that 
later on. 

These, of course, are your two base 
dimensions, and one multiplied by the 
other gives you your numerical cover- 
age. For example, if you have an audit- 
ed circulation of 10,000 and an aver- 
age of three readers per copy, you have 
a potential coverage of not 10,000, 
but 30,000 individuals. 

But merely putting copies into the 
hands of these individuals doesn’t mean 
a thing, to the publisher, to the read- 
ers themselves, nor to the advertiser. 
It’s what happens from that point on 
And that brings us to 
the third dimension of circulation, the 
thickness, which we term Readership. 


that counts. 


I dislike this word “readership” be- 
cause it is vague and ambiguous and 
requires a definition every time you 
use it, but I haven’t been able to in- 
vent a better one. In this relationship 
I am employing it to mean what the 
customary reader does with the maga- 
zine after he gets it—or what he 
doesn’t do. What he reads, how he 
reads, why he reads, when, where and 
with what benefit. 

Now, obviously, the only one of 
these three dimensions that the pub- 
lisher’s records can supply is the first 
one—the number of copies printed 
and distributed. For the second and 
third dimensions, research is the only 
answer. 

Let’s get back to that second dimen- 
sion a moment—number of readers 
per copy, or penetration. From out 
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observation, this is just as important 
id significant a figure as the A.B.C. 
figure on number of copies. It has 
ranged, with our clients in the indus- 
trial field from 1.8 to 4.7, depending 
ilcogether on the character and func- 
tion of the paper. And our analyses 
have revealed that there is surprising- 
ly little difference in the amount of 


reading by the man who does not share 


his paper with anyone else and by one 
of those with whom a paper is shared. 

But these are, as we have said, poten- 
tial readers, only. They won’t get to 
read every issue of even the paper to 
which they are the most devoted, any 
more than you expect to read every 
issue of your favorite advertising or 
industry paper. Men go on vacations, 
on business trips or into hospitals, and 
there are times when work piles up so 
they just can’t get the time to read. 
These are temporary losses of potential 
readers. Added to which, of course, 
no paper can be edited so well nor sold 
so well that it can hold all its readers, 
so there is also a continuous permanent 
loss or reader mortality. The wise 
publisher keeps abreast of this “reader 
activity,” as we call it, to forestall se- 
rious loss of his reader potential. In 
times of revived industrial activity this 
is particularly important. The very 
ictivity that increases the advertiser’s 
potential, concurrently increases the 
publisher’s hazard in the loss of reader 
potential. 

From our researches I can give you 
1 fairly significant figure as to normal 
reader activity by which I mean the 
proportion of the customary readers 
who get to read the current issue of an 
industrial paper before the next issue 
comes along. (I am referring, of 
course, to the type of paper represented 
by the McGraw-Hill composite, with 
which we have had long experience. ) 

Three-quarters of the potential read- 
ers will get around to reading some- 
thing in the current issue before the 


next one comes along. Bear in mind 


that does not mean that only three- 
quarters of the issues get read by any- 
one. We are dealing here with the 
ent reader group, which as I have 


said, ranges from 1.8 to nearly five 


read per copy. 

Now let’s go on to that important 
third dimension — Readership. What 
does it consist of? The dimensions we 
have just discussed are purely figures 
of distribution—numbers of copies and 
numbers of readers. This thing we call 
readership is altogether a matter of 
€O7 » btion. 
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R. O. Eastman, readership research special- 
ist, says circulation has length, breadth and 
thickness. The latter tells the what, how, why, 
when, where, and benefit of the readership 


The three fundamentals of reader- 
ship, according to our definition, are 
Interest, Effort, and Value. In our 
work for our client publications, we 
measure each of these things just as 
accurately and precisely as possible, 
with respect to every feature in the 
book. What do these terms mean? 

Interest is the degree of interest on 
the part of the reader in the article, 
feature or department, whether he gets 
to read it or not. In terms of gro- 
ceries again, how much market for 
that particular package? There are a 
number of reasons for not reading an 
article besides lack of interest. Indeed 
we have had cases where actual reading 
suffered from too great an interest in 
the subject. You have all done it your- 
selves—run into something of such 
pronounced interest to you that you 
clipped it or set it aside until such a 
time as you could read it more care- 
fully—but that time never came. 
However, the best the editor can do is 
to have the goods in stock that his 
customers want. He can lead the 
horse to water, but he can’t make him 
drink. 

Effort is our term for what the 
reader actually does with each editorial 
offering—what he reads and how he 
reads—and the how is important. 
Effort is what the reader puts into 
the book or into any specific feature 
of it. 

And Value is what he gets out of it, 
in terms of benefit or satisfaction. 
Value must always be appraised in re- 
lation to the kind of value the feature 
is designed to offer—utilitarian, edu- 
cational, or entertaining. Yes, even 
entertainment, for I do not know of 
any business papers that are not read 


by human beings, and that therefore 
do not need some human interest ap- 
peal. 

For example, from our analysis of 
the reading of industrial and business 
papers, we have developed a veritable 
encyclopedia of interesting facts. We 
know, for instance, that the average 
business paper contains twenty edito- 
rial units, that is to say stories, fea- 
tures or departments. That the aver- 
age active reader gives some attention 
to approximately fourteen of these, 
or about seventy per cent. That on 
an average, he reads about fifty per 
cent of the total editorial content of 
the book in some way, intently, norm- 
ally or casually. 

Before this work was started, it was 
anybody’s guess whether contents 
pages were really useful or were just 
a habit. We now know that on an 
average they are consulted by a little 
more than half the active readers. 
There was argument as to whether edi- 
torial pages had any place in business 
papers. We have settled that question 
for all time. On an average they get 
attention from seventy-two per cent 
of the readers, with a range of from 
fifty-six to ninety-five per cent, de- 
pendent of course on both the type of 
reader and the type of writer. 

We know that the industrial reader 
is keenly interested in all new product 
developments—whether in the editorial 
or in the advertising pages. 

We know that the average reader re- 
ceives about 314 business papers. That 
he pays for half of them out of his 
own pocket. That in round figures, 
two-thirds of these papers are read in 
the office or shop and sixty per cent at 
home, therefore about one-quarter are 
read both in the office and at home. 
That when read at home they get 
about sixteen per cent more reading, 
but of course get fewer readers. 

The real meat of our operation is 
determining for the individual clients 
just what editorial material gets across 
and what doesn’t, from the standpoint 
of meeting the readers’ interests, ac- 
tually getting read, and returning con- 
scious value. This results in tailoring 
the paper to meet the reader’s needs 
rather than the editor’s conception of 
those needs. It means throwing out 
some things, often pet departments 
which might have been good once but 
no longer register, adding new ones, 
shortening some features which are too 
long, lengthening others which are too 
short. 

We have gone far enough in this 
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A mixed group of advertising, publishing, and agency men at the luncheon preceding the 
industrial advertising departmental of the Advertising Federation of America convention at 


Chicago, last month. 


Howard Thompson, “Home Owners’ Catalogs’; 


Starting from the left: E. J. Goes, Koehring Corporation, Milwaukee; 


Keith J. Evans, Joseph T. Ryerson & Son, 


Inc.; Rudolf W. Staud, Benjamin Electric Mfg. Company, Desplaines, Ill.; J. R. Hopkins, 
advertising agent; W. D. Murphy. Sloan Valve Company; Claude B. Riemersma, “Architec- 
tural Record”; V. C. Hogren, Acme Steel Company; Anthony De Young, Whiting Corpora- 
tion, Harvey, Ill, and A. H. Fensholt, The Fensholt Company. The luncheon was a sell-out 


work to be able to say in what we 
consider very conservative terms that 
there is nO paper so well geared to 
its readers’ interest that with a zealous 
application of scientific reader re- 
search its readership cannot be demon- 
strably increased at least twenty-five 
per cent within a year. If that can 
be done—and it can—you can see for 
vourselves what it means to the adver 
tiser—a lot more than an equivalent 
increase in Copy circulation, and with 
no increase in production or circula 
tion costs or in advertising rates. Isn’t 
that something worth shooting at? 

It would be too long a story to de- 
scribe in detail the technique we em- 
ploy in this operation, and which has 
taken two years of very intensive work 
to develop to its present stage. But 
there are a few things about it | would 
like to mention, because they are im 
portant to you, the advertisers. First, 
that it is entirely critical and non-pro- 
motional, in sharp distinction from 
most of the work that has been done 
by or for publishers heretofore. Its 
primary object is to enable our clients 
to build better books, and thus induce 
better readership—this important third 
dimension—which is the heart and sub- 
stance of what you buy. It is continu- 
ing, on the basis that no product re- 
search can be fruitful without conti- 
nuity. It is well-implemented, with 
the best research men we can put into 
the field—they have to be research 
men, not merely reporters—and with 
highly developed and advanced meth 
ods of tabulation and analysis. 

And of course, we are frank to say 
that all of this is only of value in pro- 
portion to the extent to which the edi- 


tors and publishers make constructive 
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use of the results. The real research 
job still has to be done by the editors. 
We tell them that it is not our purpose 


We ac- 


their jobs harder—but 


to make their jobs any easier. 
tually make 
safer. 

But now you people want to know 
what you can do for yourselves, indi- 
vidually or collectively, in the direc- 
tion of readership research, either witk 
respect to the publications you employ 
or with respect to your advertising. 
Our discussion up to this point should 
serve to get across certain fundamen- 
tals which we have found very impor- 
tant. 

You have asked about technique of 


What is fech- 
It isn’t methodology. It isn’t 


readership research. 
nique? 
any abstruse or mysterious formula. 
Don’t let anyone kid you about that. 
It’s just plain, ordinary “know-how.” 
I think even Mr. Webster will agree 
with me on that. 

As applied to research, it embraces 
just three simple little things: Know- 
ing what you need to find out; know- 
ing how to find out; and knowing 
what to do with it after you have 
found out. Of course, you can spend 
a lifetime and never master that tech- 
nique. Research is a humbling voca- 
tion. After twenty years or more you 
know so much less than you did at the 
outset, and you even glory in your en- 
lightened ignorance. Thereby you get 
to be some sort of an expert, the true 
definition of which is “one who 
knows more and more about less and 
less.” 

However, I will try to tell you a 
few simple things you need to find out 


in this readership research, and some- 


thing about how to find them out. 








What to do about it after you hay: 
found out, is your end of the job. 

First, with regard to publications 
Keep these there dimensions in mind 
You start with a known quantity i: 
your audit statements of copy circu 
lation. 

Next you have to get the second 
dimension, which is the average num 
ber of readers per copy. In that prox 
ess it is important to find out wh 
they are—what kinds of people or job 
and from your standpoint, how impo: 
tant as potential buyers or buying in 
fluences for your goods. And while o: 
that point, don’t make the common 
mistake of judging buying influence 
according to the importance of the job 
or individual. Sometimes it is almost 
in inverse ratio. 

Now we get into the third dimen 
sion, and the first thing to get at there 
is reader activity—how many of the 
potential readers, or those who are cus- 
tomarily exposed to the paper, actually 
get around to read each issue? Do a 
little mental arithmetic. Which would 
you rather buy, on the basis of mere 
numbers—a paper with 25,000 copy 
circulation and an average of twe ac 
tive readers per copy, or one with 20,- 
000 copies and three active readers per 
copy? 

Next you need to find out how 
much they read, how well they read, 
and how much they get out of it. Of 
course you as advertisers don’t need 
that information in as precise terms 
as we have to have it as a basis for 
editorial development. 

And finally, you will still miss the 
boat unless you get at the important 
intangible—the feeling of the readers 
toward the paper. In our shop we 
often talk about the “personality” of 
papers. Like individuals, some haven't 
any at all; some have a lot; some have 
To judge 


any paper by mere statistics is like an- 


one kind and some another. 


swering your friend who asks, “what 
kind of a guy is Jim Brown?” by say- 
ing, “He’s about six feet tall, has blue 


eyes, a red mustache and a wart on his 


left ear.” 

There are the high spots on u/u/ to 
find out. Now for the how. 

First I'll give you a very important 
tip which many of you won’t take, 
but I consider it one of the most im- 
portant things we have found out 
from our twenty-five years in (his 
work. That is that it is better 
talk to twenty-five readers of a pub- 
lication and talk out the whole sub- 

(Continued on page 116) 
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C fp JRINKLES 





Wrinkles in Finishing’ house organ shown at the left is mailed every other month to product finishers and licensees, giving them technical information, application 
uses and timely topics on Wrinkle Finishes. Alternating with the house organ, the sales kit shown at the right is sent to licensee salesmen. It carries a letter to the 
provides them with material which should prove helpful in creating more sales. The portfolio is made of Wrinkle Finished Kraft paper, thus demonstrating an application 


Promoting a Product for Licensees 


Half of the royalties from sales of Wrinkle Finish 
are used for advertising and sales promotion work 


@ ABOUT two years ago New 
Wrinkle, Inc., Dayton, O., acquired 
the patents for Wrinkle Finish. As 
licensors they immediately started out 
to secure licensees—paint manufac- 
rers who, for a royalty of a few 
cents per gallon, received a protective 
chise which permitted them to 
and sell Wrinkle Finish under 

New Wrinkle patents. 
Chis did not mean, however, that 
New Wrinkle, Inc., could sit back 
call its earnings “gravy.” On 
ontrary, there was an important 
to be done and the company in 
led to see to it that the job was 
right. So, in the neighborhood 
ilf of the income was budgeted 
eturn in the form of an adver- 
s campaign. In other words, the 
any decided on a centralized plan 
les promotion which would in- 
as the sales and royalties in- 
ed, with a goodly portion of such 
ties going into the advertising 


» fully understand the job that 
before New Wrinkle, Inc., a lit- 


'NOUSTRIAL MARKETING, July, 1940 


By WILLIAM P. ELLIS 


Vice-President, The Jay H. Maish 
Company, Marion, Ohio 


tle over a year ago, let us delve into 
the history of Wrinkle Finish. This 
finish is not new by any means. It 
has been on the market for a num- 
ber of years, but has remained in ob- 
scurity, so to speak, because it was 
so unusual in its characteristics as to 
scare the product finisher into feel- 
ing he needed special skill or equip- 
ment to apply it. Let’s charge this 
misunderstanding to lack of knowl- 
edge and possibly, too, a lack of im- 
petus on the part of paint manufac- 
turers to educate the product finisher 
—in spite of the fact that the finish 
had decided merits all of its very own. 

Wrinkle Finish has a way of add- 
ing materially to the appearance of 
a product. At the same time it is 
a one-coat finish. This means, even 
though the surface to which it is ap- 
plied is not of the best, and without 
sanding, priming, and other costly 


preparatory operations, it will cover 
the surface with one coat, hiding all 
flaws and seams. 

Seeing this remarkable finish resting 
its laurels on office appliances and a 
few other products of similar charac- 
ter—and seeing in Wrinkle Finish 
the nucleus of a new era of product 
finishing, both from the standpoint 
of eye and sales appeal and startling 
economies in the finishing department 
—the present organization took it 
under its wing. This was a little over 
a year ago. Today, the product runs 
the gamut of practically every type 
and classification of products built— 
from consumer merchandise to heavy 
industrial machinery with the results of 
a well formulated plan of sales promo- 
tion reflected in a remarkable showing 
in sales. 

Now, for the sales promotion plan. 
First, a modern laboratory was es- 
tablished for technical and product 
research where new uses for the fin- 
ish could be discovered. An authority 
on the product was put in charge. 

(Continued on page 108) 
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By C. E. GISCHEL 
Advertising Manager 


Walter Kidde & Company, New York 


Burning a Path to New Marhels 


Building fires in ball parks and other dramatic dem- 


onstrations promote a business that’s really different 


@ | SHOULD LIKE at the outset to 
endear myself to my readers by ex- 
plaining that “our business is differ- 
ent.” This will immediately strike a 
sympathetic note with everyone of 
you, because I know that your busi- 
nesses are different, too, so we meet on 
common ground. 

Our business is different because 
Walter Kidde & Company sell a prod- 
uct which the buyer hopes and prays 
he will never use. Another thing— 
when the time comes that he does use 
our product, he is very likely to do 
his level best to see to it that no one 


knows about the circumstances under 





which he used it. Another thing 
we cannot use our strongest adver 
tising appeals. 

Walter Kidde & Company manu- 
facture and sell Lux fire extinguishers 
and built-in extinguishing systems. 
These extinguishers consist of a cyl- 
inder of carbon dioxide gas which is 
discharged over the fire through a 
nozzle that looks like a flattened out 
ind elongated megaphone. In _ the 
case of Built-in Systems, a single car- 
bon dioxide cylinder, or a battery of 
them, deliver their charge of snow- 
and-gas through nozzles placed in the 
heart of the fire hazard area. Smaller 
systems protect yachts, airplanes. Car- 
bon dioxide is one of the fastest known 
of all extinguishing agents and is es- 
pecially successful on electrical and 
liquid fires. So much for the product ; 
now for a brief explanation of our 
advertising and sales promotion. 

In the heyday of fire extinguisher 
sales, you carried one in your car at- 
tached to the dash or floor boards, and 


you probably had extinguishers scat- 
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Closeup view of the Lux Laboratory of Fire Fighting with a Lux hose reel type extinguisher in 
action in the foreground. Glassed-in panels behind the truck cab display various extinguishers 


tered around at various other places. 
There was a very good reason for this. 
Your insurance company gave you a 
very neat premium reduction on your 
fire policy if you had an extinguisher 
and you could save the cost of the ex- 
tinguisher in a very short time through 
this reduction. That was why you 
had a fire extinguisher—it actually 
saved you money. 

“Them days is,” I weep to say, “gone 
forever.” Vestiges of the insurance cost 
reduction remain in some 
scattered fields, notably motorboating 


system 


and marine insurance, and in aviation 
underwriting. 

With this inducement—an actual 
cash saving if you bought an extin- 
guisher—being removed, it has been 
necessary to change former methods 
of sales promotion. In the first place, 
our great market for Lux extinguish- 


. 


ers is industry. Lest you forget, we 
remind you that carbon dioxide is best 
adapted to electrical and flammable 
liquid blazes, types of fires you do 
not often encounter in your own 
home, but are most likely to meet in 
any industrial plant. It is important 
to mention also that the average Lux 
extinguisher which an industrial plant 
will buy is not a cheap one. It costs 
more than the $5 or $10 which you or 
I would pay. 

We are not selling a piece of major 
or productive equipment; from its op- 
eration we cannot show a great sav- 
ing in expense or lower cost of pro- 
duction; it does not fit into the class 
of consumable supplies or replaceable 
equipment; it is quite possible that a 
customer who has been complete!y 
outfitted with Lux extinguishers 
never again be in the market for 


wn 
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juipment unless he expands his plant 

adds new fire hazards. 

[These facts mean that we must 

ive a constant list of new prospects 

d we are relying on our advertising 

trade and industrial publications 

» supply us with these names from 

e inquiries produced by the ads. 

[ mentioned before that we cannot 

e our strongest advertising appeals. 
In one handbook on advertising copy 
| read the statement that the fear 
notive is the strongest of all possi- 
ble appeals in advertising fire extin- 
guishers. With that statement | 
strongly disagree. We have found it 
much more effective to do a product 
job than to scare the hell out of 
people. 

However, there are certain cases 
where we are ham-strung by the fact 
that we must be exceptionally care- 
ful not to overdo our emphasis on 
the fire hazard. A good example of 
this is in advertising Lux systems for 
motorboats. The boat builder who is 
1 good client of ours will quite nat- 
urally raise strenuous objections if we 
yell all over the place about the seri- 
ous fire hazard in a motorboat when 
help is a long way off and only one 
direction of escape—overboard. Were 
we to talk too much about the dan- 
gers from fire, we would incur the 
undying ill will of every boatyard in 
the nation. 

The same things are true with the 
advertising which we do on built-in 
Lux fire protection for airplanes. (You 
may not believe this, but we have an 
extinguisher which will snuff out an 
engine fire in about three seconds 
when the plane is many thousand feet 
up in the air and tooling along at top 
speed.) We would antagonize the 


entire aircraft industry, were we to 





publicize the fire hazards in airplanes. 

Maybe it would be a good thing 
if we could do this, but we can’t see 
the point of frightening people to 
death about hazards in a boat or in 
a plane and it would be distinctly 
unfair to the marine and aviation 
manufacturers to present their prod- 
ucts as fire traps, which they distinctly 
are not. 

We solved this difficulty in one 
campaign with a fairly humorous car- 
toon treatment. And, by kidding the 
fire hazard, so to speak, we were able 
to present our sales talk without of- 
fense or unfair emphasis on the dan- 
ger from fire. 

In spite of our care in handling 
our subject, we get our full share of 
“crank” letters. You can imagine that 
we might run an advertisement on 
how to protect gimmick-riveting-par- 
lors from fire, assuming that the pro- 
tection of gimmick-riveting-parlors is 
a problem involving a fire hazard 
which is a common one in industry. 
We would be then quite likely to get 
a blazing letter from some wild-eyed 
maker of gimmick rivets telling us 
that we were fouling our own nest, 
by emphasizing the fire hazard we 
were completely destroying the mar- 
ket for this estimable product throw- 
ing thousands of men out of work, 
and creating a whole race of widows 
and orphans. Of course, there are 
“nuts” in every business, but some- 
times it seems we have more than our 
share. 

We conducted a survey last year 
which showed us that people in in- 
dustry do not know a great deal about 
fire fighting or about fire extinguish- 
ers and that is the reason why we are 
running the series “Strange Facts 


About Fire.” It has been very suc- 





cessful. Fire is a pretty interesting 
subject; the series has been an excel- 
lent vehicle for not only disseminat- 
ing instructive information about fire, 
but in spreading some good cheer 
about Lux fire extinguishers which 
has resulted in many very nice sales. 
The accompanying illustration gives 
you an idea of how this “Strange 
Facts” series is being handled. We 
are very pleased with it because it is 
doing a good job. 

As a matter of fact, our copy prob- 
lem is not too severe. Fire is a dra- 
matic thing and we ought to be able 
to produce interesting ads. If any 
of our present campaigns flop, we al 
ways have a couple of pet ideas in the 
top drawer. And we are ready to 
present them whenever it is necessary 
—whenever readers show signs of los- 
ing interest in one of our campaigns. 

There is an extremely interesting 
thing which really does make our 
business “different.” It has to do with 
the queer reactions of people who have 
had fires. They don’t like to talk 
about, them in a surprising number of 
cases. I recall a thrilling fire that 
happened a couple of years ago. It 
was one of the most spectacular per- 
formances that the Lux extinguisher 
has ever put on. The newspapers es- 
timated the audience at about 200,000 
people. The fire burned for a long 
time in sensational fashion. As I re- 
call it, a fire truck finally drove up, 
six men each grabbed a Lux extin- 
guisher, walked up toward the fire 
shoulder-to-shoulder. With perfect 
timing, they all let fly at the blaze 
the same instant, and the fire was 
extinguished as quickly as if some- 
one had snapped off a great electric 
light bulb. 


It was some story! We didn’t know 






typical demonstration scene where the Lux Laboratory goes into action. Municipal officials, safety engineers, and men from production jobs in industry are always 
attend and find the show educational as well as exciting. Each receptacle in the arena holds a different inflammable material used to demonstrate the extinguishers 
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The Walter Kidde company has found this unique style of 
publication copy exceptionally effective in getting over its 
story of the destructiveness of fire and how it may be con- 
trolled with the Lux system of fire detection and extin- 
guishers. The cartoon treatment permits ample illustration, 
plenty of copy and a chance to talk without offense. Coupon 
returns have been excellent in quality as well as quantity 


if it would make a good advertise- 


ment, but it certainly was a grand 


publicity. The 
had the 


piece ol newspapers 


in that city all story, but 


had garbled it so that no one could 


figure exactly what happened. But 


what a story for the trade and tech 
nical publications in markets served 
by that particular type of manufac 
that hazard was 


turing wW here prev - 


alent! 


The result? Not one word of that 


story was ever published. The manu- 
facturer who had the fire served no 
tice on us and the trade papers that 
slightest 


blaze 


he would not tolerate the 


mention of this terrific which 


had brought people out of their beds 


twenty miles away. 
One time a very famous airplane 
was being test-flown. It was one of 


the most highly publicized pieces of 
flying equipment that had ever been 
American public knew 


built and the 


all about this plane. It was getting 
ready for a spectacular maiden flight 
Fire burst out si- 


a few days later 


multaneously in two separate engines, 
release and both 


flash. Lux had 


done this job and we could have sent 


the pliot pulled a 
fires were out in a 
that story to every newspaper in the 
didn’t 


for our equip- 


country, but we dare do it. 


It was a great story 


ment, but bad publicity for Amer- 
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ica’s proudest and famous airplane. 


Thus two stories, each one a pub- 
licity man’s dream, were suppressed, 


And 


happens more often 


each for a totally different reason. 
that sort of thing 
than I like t 


Other activities of our advertising 


to recall. 


department include, of course, the 
preparation and distribution of a wide 


number of pieces of literature on Lux 


portable extinguishers and _ built-in 
equipment. We have special booklets, 
folders, and brochures for the vary- 


ing markets which we serve—aviation, 


cargo and passenger boats; pleasure 


boats and yachts; industry in general; 
together with a few special brochures 
relating to particular fields, such as 
public utility protection. 

We have just completed the produc- 
tion of a motion picture in color 
which is a complete presentation of 
the various types of Lux equipment 
on varying kinds of fires. Fire-fight- 
and the film 


is jammed full of actual blazes being 


ing movies are exciting 
extinguished with Lux. 
routed 
salesmen who want to 


The film is being carefully 
to all of the 
make an impressive presentation and 
our routing sheet for this picture is, 
we think, as carefully handled as any 
exhibitor’s schedule for movie houses. 
The Lux film is being shown at lunch- 
safety meetings, 


eons, engineering 


conventions and, of course, is shown 


in industrial plants to engineering 


groups interested in modern fire pro- 


tection methods. 
Walter Kidde 
alive to the benefits of good 


Infor- 


& Company is ex- 
tremely 
publicity, carefully planned. 


mative, newsy material is prepared 
by our advertising agency and an im- 
pressive number of articles are ap- 
pearing each month in trade and tech- 
sig- 
members of our 
staff. We have 
a very live interest in fire 


which 


we serve has resulted in a very heart- 


nical publications carrying the 
natures of various 
sales and engineering 
found that 
protection in all the markets 
ening acceptance of these articles, by 
the editors. 


We know 
country is on the 


editor in the 
for articles 


that every 
alert 
which contain unusual information of 
interest to his readers. We know 
that these articles must not be simply 
“plug” 
of course, 


vehicles for a thinly designed 
for Lux equipment. We, 
keep mention of our company’s trade 
marks down to a sensible minimum 
and the result is that we are reaping 
good will 


satisfactory dividends of 
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trom what we hope is a constructi\ 


job—constructive because it give 
readers definite facts about a subjec 
concerning which they welcome hel; 
ful information. 

I should like to add, parenthetically 
that we have learned a great deal abou 
publicity. Some time when you are 
talking to 
ask him 


a business paper editor 
thinks 
publicity that 
desk. A big percentage of them a: 
pretty bad, but it is not difficult 

discover how to prepare these releas« 


what he about th 


releases come to h 


in a form which editors readily accept 
Now—about this building fires 
baseball parks. This is one of the 
most interesting promotions whic! 
Walter Kidde & Company has ever 
undertaken. It is the Lux Laboratory 
of Fire Fighting, 
ing show which has been barnstorm 


a traveling fire fight 


ing across the country since last No 
vember. This idea 


one of our Monday evening 


was conceived ; 
sales meet 
ings. 

We have long known that one of 
the finest ways to make a sale of Lux 
equipment is to demonstrate it to the 
prospective client. Year after year 
our sales records have shown that the 
men who do the most demonstrating 
knock off the most new business. Of 
course, the demonstration which the 
average salesman puts on is necessarily 
quite simple. So it decided to 
build and equip a giant truck with 
all kinds of Lux equipment and all 
accessories needed to put on a spec 


was 


tacular fire show. 

The truck was introduced as the 
guest of honor at a luncheon in New 
York attended by some 300 enthusi 
astic who saw the truck go 
through its paces to the accompani 
flash bulbs 


Immediately 


guests 


ment of photographers’ 
and newsreel cameras. 
following the luncheon, the Lux Lab- 
oratory hit the road and it has been 
a grand success. 

Here is the procedure: Two men 
travel with the Laboratory, one of 
them does all the demonstrating and 
handles the details of publicity; the 
other member of the expedition acts 
an assistant and the care of the equip 
ment is more or less his direct respor 
sibility. The Lux Laboratory is rout 
ed on an extremely careful schedul 
The itinerary has been planned lo 
in advance, the Kidde salesman 
each territory prepares a list of fr 
500 to 1,000 prospective custom 
and clients and sends to them att: 

(Continued on page 107) 
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sha Multi-Fuel engine campaign in business papers and direct mail speaks out plainly to all executives of a company in terms of their own specific interests. 
th which the engine may be changed for operation on a variety of fuels is graphically shown as part of the signature which occupies a prominent part in the layout 
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Idea from a YUser Onens New Broad 
Manrhet for Wauhesha Motor 


Market research uncovers ready acceptance for new 


Multi-Fuel engine; introduced by ingenious campaign 


@ IT TOOK an oil field operator of 
1 Waukesha Hesselman oil engine to 
give Waukesha Motor Company en- 
gineers the lead for their latest and 
most spectacular development—and to 
give Waukesha sales and advertising 
men a natural for engine promotion. 
For nearly ten years, Waukesha has 
sold the Hesselman operating principle 
ind its low pressure, spark ignition 
feature. In general, the campaign 
strove to make the point that this en- 
gine combines the advantages of a 
Diesel with those of a gasoline engine. 
\dvertising copy told how the Hessel- 
nan burned the same fuel as a Diesel, 
burned it economically and with less 
tuss about its ignitability, or “cetane 
ng” if you want the engineering 
Furthermore, the advertising 
showed that with this low cost opera- 
on fuel oil, the Hesselman com- 
d the gasoline engine advantages of 
weight, easy starting, smooth 
ning, long life, and economical up- 


(his was a good story, effective too, 


he Waukesha engine sales increased 
much greater rate than the aver- 
of any other of their other types of 
engines. But the oil field operator’s 
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By RICHARD W. HARRISON 


Assistant Advertising Manager, Wau- 
kesha Motor Company, Waukesha, 
Wis. 


discovery started the ball rolling to- 
wards a refinement of the Hesselman 
design that is opening new markets 
and widening old ones—and it has a 
sales story with a new punch. 

Briefly, the discovery amounted to a 
recognition of the fact that the Hes- 
selman provided an ideal setup for easy 
convertibility. This is of special im- 
portance in the oil fields since there 
is frequently a superabundance of nat- 
ural gas available which is wasted un- 
less an engine that will burn this fuel 
is right at hand. The compression ra- 
tio of the Hesselman and standard gas 
engines is about the same, and since 
both utilized spark ignition, it seemed 
reasonable that conversion would re- 
quire only the addition of a gas car- 
buretor to the intake manifold. Our 
operator friend tried it, it worked, 
and today such conversions are an 
everyday occurrence in the oil fields. 

It was just that simple—and it re- 
sulted eventually in a refinement of the 


Hesselman design that is now known 
as the Waukesha Multi-Fuel engine. 
This unit burns all standard internal 
combustion engine fuels—high speed 
diesel oils, domestic burner oils, gaso- 
line, butane, propane, natural or arti- 
ficial gas, soybean-fuel oil blends, al- 
cohol, and other aromatics. It can be 
adapted to any of these by a mere 
change of fuel accessories and there- 
fore it provides a standardization of 
major parts that delivers savings to 
everyone from manufacturer down to 
user. 

But that’s getting ahead of the 
story. Prior to the design of the com- 
plete Multi-Fuel line, prior to any pro- 
motion of the idea, it was decided to 
find out a little about the great Diesel 
market in the automotive field, to de- 
termine if its extent was anything like 
the claims being made. Waukesha 
thought the new engine was ideal for 
the truck and bus market but, frankly, 
was skeptical of some of the Diesel 
propaganda that had spread like wild- 
fire. 

The first step in Waukesha’s inves- 
tigation was to determine what pene- 
tration the Diesel had made in this 
market to date, to find out what per- 
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Here is the X-Ray booklet used to visualize and dramatize the versatile Waukesha multi-fuel 
engine. By means of a basic illustration and sectional views and various accessories printed 
















on transparent window pages, the reader may clearly see the interior of the engine and 
how by simply changing accessories it may be operated on a wide range of fuels. The 
illustrations are printed in full color to make them realistic. It is used as a manual by salesmen 


centage of the total truck and bus 
I Jiesels. A 


pletely accurate answer to this could 


registrations were com- 
not be secured since a number of 
states have no figures available beyond 
total registration. They pay no atten- 
tion to whether your truck uses a gaso- 
line engine or a Diesel for its power— 
they don’t even seem to care if it has 
iny engine at all as long as they get 
the license fee. But on the basis of the 
returns received, and on the basis of 
U. S. Department of Commerce esti- 
Waukesha found that 
§,000 Diesel 


trucks and buses in this country. The 


mates, there 


were about operated 
total truck and bus registration is, of 
course, readily available and was found 
to be 4,375,884, so the Diesel penetra- 
tion is only a shade better than one- 
tenth of one per cent. Considering the 
profuse propaganda, the literally mil- 
lions of dollars worth of free publicity 
accorded the Diesel, this record of 
penetration is almost ridiculous. Wau- 
kesha concluded that something was 


amiss and determined to find out what. 


This time Waukesha turned to the 
operators, they asked engineers, direc- 
tors of the largest fleets in the coun- 
try, men “in the know,” what major 
considerations prevented the conver- 
sion of their fleets to Diesel power. 
According to these operators, the rea- 
weight, first 


sons were: cost, high 


maintenance cost, price of repair parts, 
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hard starting, and lack of curb service 
for fuels and lubricants. 


With these facts in mind, Wauke- 
sha began its promotion of the Multi- 
Fuel engine—for it appeared to answer 
practically all of the truck and bus 
men’s objections to oil engine power 
ind to offer plus values of converti- 
bility and parts standardization that 
would pay additional dividends. 


Promotion of such a unique idea of - 
fered several possibilities but it was 
generally agreed that engineering rec- 
ognition was a prime requisite. It was 
necessary to show that the new engine 
was not a makeshift in any respect, 
that even as a single fuel engine it 
could more than hold its own with 
competition; therefore, formal intro- 
duction was made by the President J. 
E. DeLong at the World Automotive 
Congress of the Society of Automotive 
Engineers. Mr. DeLong and other ex- 
ecutives of the company made the 
Waukesha to New York trip in a pas- 
senger automobile in which a Multi- 
Fuel engine had been installed. This 
car was used for demonstration pur- 
poses at the congress; members of the 
society, business paper and magazine 
editors, and other press representatives 
were taken for rides up and down The 
Drive, the car being operated on fuel 
oil for half the trip and then converted 
in twenty minutes’ time to operate on 


gasoline for the return trip. En- 





gineering recognition was achieved an 
this has been manifest in wide pub 
licity and technical acknowledgment 
To follow up this introductio 
Waukesha has launched a business p 
per campaign, the theme of which 
“Multi-Fuel Savings.” Individual ad 
vertisements point out that “everybod 
profits with Multi-Fuel engines.” T! 
productio 


president, the designer, 


manager, sales manager, and servic 


manager—each important factor 
the organization that adopts the Mu 
ti-Fuel line—tells his story. Final! 
of course, the profits story is carried 
right down to the user, the man w! 
drives the truck, operates the drillin 
rig, or shovel, or pump, or whatnot 

The statement “From Oil to Gaso 
line in 20 Minutes” is featured in 
advertising in connection with tv 
views of the motor showing the simpk 
change of fuel accessories which are 
the only changes necessary. The pub 
lication copy is appearing in Autom 
tive Industries, Commercial Car Jour 
nal, Diesel Power, Fleet Owner, and 
S.A.E. Journal. 

This idea is carried through the gen- 
eral descriptive literature while specific 
folders for each size engine give con 
struction features, installation dia 
grams, power curves, and specifica- 
tions. 

One deluxe piece has been designed 
which is not distributed in quantities 
but is used as a manual for company 
salesmen and salesmen of the manu- 
facturing customers who represent the 


bulk of Waukesha 


manual illustrates, by means of “X- 


business. This 


Ray” windows how the major struc 


ture of the Multi-Fuel engine—the 





crankcase, oil pan, rods, heads, pistons, 
gaskets, manifolding, etc. — remains 
the same regardless of the fuel that is 
used. A section view of a typical en- 
gine serves as the base page while the 
transparencies show only the accessory 
changes necessary for the various fuels. 

By means of this manual, a sales 
man can talk about standardization of 
parts and demonstrate the point as 
positively as if he carried two or three 
engines as samples. The opportunity 
for saving is made instantly obvious 
to anyone who uses a number of 
gines or builds them into his own 
equipment. 

The last chapters of the Multi-Fuel 
engine promotion are still to co 
Waukesha is proceeding cautiously but 
positively for they feel this is a or 
in-a-lifetime opportunity that pn 
not be muffed. 
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By FRED PEDERSON 


Advertising Manager 
The Trane Company, La Crosse, Wis. 


Trane Buying Promotion Directed 
at Professional Groups 


0% Trane advertising is planned to afford the architect, 
engineer, and contractor every convenience in making 
the correct equipment selection for the job at hand 


Ine 








@ IF ANYONE in any of the eighty- 

Trane Company sales territories 
which span America from the Gulf to 
Canada and from coast to coast were 
to ask a Trane representative where 
to buy heating or air conditioning 
equipment, the Trane field man would 


one that requires careful attention. En- 
gineering data forms the backbone of 
Trane literature. This data is planned 
and presented to afford the architect, 
the engineer, and the contractor every 
convenience in making the correct 


equipment selection for the job at 








capacities, etc. An outstanding exam- 
ple of this type of literature.is the re- 
cent seyenty-six-page data bulletin on 
the Trane Climate Changer line which 
includes all types of unit air condi- 
tioners. Valuable information on such 


technical subjects as water friction and 










C idvise the inquiring party to consult hand. No advertising ballyhoo is per- water velocity are a necessary part of 
local architect, engineer, or con- mitted in Trane data bulletins. They a publication of this nature. From an 
red tractor. are based upon actual laboratory tests. advertising standpoint, each Trane 
Lies It is, therefore, a natural conclusion Each one contains a straightforward, data bulletin represents a demonstra- 
ny that the architect, the engineer, and concise description of the function of tion of Trane engineering knowledge 
1 he contractor loom large and impor- the product or products to which it is and, as such, commands respect. 
the upon the Trane sales horizon. devoted, complete and thorough per- Trane literature policy has been di- 
his Their presence, collectively and sep- formance data, as well as mechanical rected toward standardization to make 
X- tely, in one way or another is ap- specifications, roughing-in dimensions, it both distinctive and effective. Each 
uC parent in every sale of Trane equip- - ; 
, . . : % St ge Na lb GRE Si 
the ment, from a small convector trap for oa 
ns, 1 residence to a large Climate Changer A ip THORE ConVECTORS NEST 
Ins tor commercial air conditioning appli- sow TATE Gta connmonite SeRvES 
C 1S cation. ji Apes: 
e! With this premise established, the =a va 1 |, 
function of all Trane advertising sug- . | 
ory itself. The cultivation and Ss .° >, 
S. igthening of our relationship with 
the local trade and professional groups 
. hroughout the country are the para- 
mount objectives. All of the various I 
torms and mediums of Trane adver- rascrycas nemenstaatiat ‘( i 
cy g are dedicated to this single pur- eek Andi in rs 


terature is one of the principal 
mediums by which Trane reaches the 
architect, the engineer, and the con- 
tor, and with over forty basic 
products in the complete Trane line of 
heating, cooling, and air conditioning 
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Trane copy in business papers emphasizes the point of teamwork with architects, engineers, 
and contractors, upon which, the company reiterates, the progress of heating, cooling, and 
air conditioning depends. These two ads show how the professional factors who participated 
in outstanding jobs are brought into the picture by more than merely listing their names 


equipment—products ranging from a 
small valve to 100 hp. turbo-vacuum 
compressors—the literature problem is 
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FRED PEDERSON 


@® FRED PEDERSON, advertising 
manager, The Trane Company, La 
Crosse, Wis., received the background 
for his work with advertising, pub 
licity, and sales promotion at the Uni- 
versity of Wisconsin during 1929- 
1933 This, briefly, included such 
typical campus enterprises as editing 
the humor magazine, “The Wisconsin 
Octopus,” handling state-wide pub 
Haresfoot Club musical 


licity for 


of the major lines of Trane equipment 
is represented by an attractive sales 
bulletin utilizing color, profusely il 
lustrated, and printed on enamel stock. 
A standard cover format featuring a 
large AIR", the Trane trade mark, is 
AIR", as 


far as Trane is concerned, signifies the 


used throughout the series. 


Nth degree in heating, cooling and air 
conditioning equipment. Its presence 
on a bulletin makes that bulletin im 
mediately recognizable as a Trane pub 
lication. The sales bulletins are de 
signed to acquaint the architect, the 
engineer, the contractor, and thei: 
prospects with the scope, application, 
appearance, and models available of 
that particular Trane product. Keyed 
to these various sales bulletins are a 
variety of data bulletins of the type 
just described. A typical example of 
this literature system is afforded by the 
literature on Trane extended surface 
coils. (For the informatioh of the 
uninitiated, coils are the “heart” of 
most heating, cooling and air condi 
tioning systems. The heating or cool- 
through 


ing medium is circulated 


them.) There is one twenty-page, 
two-color, 8'x11 bulletin, describing 
in detail the various Trane coils. As 
companion pieces are data bulletins, 
five in number, giving complete tech- 


nical information on the five major 
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omedy road shows, and including al 


ways hard-pressed students to lay five 
bucks on the line to attend the Junior 
Prom 

With an appetite thus whetted for 
advertising'’s finer points, he changed 
his address from Madison to Holly 
wood in 1933, feeling that the movie 
capital offered something in the nature 
of a seminar as far as promotion work 
was concerned. He wasn't disap 
pointed. A three-year association on 
the writing staffs at Warner Brothers, 
RKO. and Columbia unfolded the 
broader aspects of the field of adver 
tising and furnished a realistic touch 
Here was a first-hand opportunity to 
observe and study, alongside of ex 
perts, all the ramifications of mass ap 
peal, the economics of business, peo- 
ple’s likes and dislikes, human nature 
and ever-changing public tastes and 
lTancies 

Air conditioning and The Trane 
Company beckoned in 1937. His work 
since then has been devoted to all of 
the various advertising and public re 
lations mediums which _ represent 
Trane, such work demanding close 
attention to the building picture, eco 
nomic trends, and engineering achieve 
ments. It would seem that an indus 
trial advertising man must be an econ 
omist, a stickler for detail, an engineer, 
and maintain at all times an open mind 
to new phases of promotional activity 


types of Trane coils. Trane unit heat- 
ers are treated in much the same man- 
ner, and so on through the complete 
Trane line of equipment. 

Perhaps the most important single 
promotion medium for The Trane 
Company is “Trane Weather Magic,” 
a house organ which is circulated 
monthly to some 30,000 architects, en- 
gineers, contractors, and _ industrials 
throughout America. The publication 
8'4x11,_ saddle- 


stitched pamphlet printed in two col- 


is an eight-page, 


ors on eighty-pound enamel stock. 


Telling “how” is the function of 
“Weather Magic”’—how Trane equip- 
ment, properly applied by local trade 
and professional groups, solved a prob- 
lem for the purchaser to his ultimate 
satisfaction and benefit. It features 
case studies of applications of Trane 
heating, cooling and air conditioning 
equipment ranging anywhere from the 
unique Trane heater on the China 
Clippers to the latest air conditioned 
apartment skyscraper in Manhattan. 

In editorial policy, the house organ 
has steered away from conventional 
advertising verbiage. The objective of 
these stories is to convey straightfor- 
ward, useful information on the par- 
ticular application covered and suggest 
similar solutions to a reader’s own par- 
ticular Perhaps the 


problem. name 








“Trane” does not enter in at all. Pe: 
haps it is used only to identify tl 
particular Trane products used. Some 
times it is confined to the captions fo 
the photographs. 

“Weather Magic” has shown 
readers how factories are heated, how 
hotels are modernized, how departmen 
stores are air conditioned, how a wid« 
variety of manufacturing processes 
have been made more efficient and eco 
nomical and, above all, how comfort 
health, and profit can be realized by 
the owners and occupants of estab 
lishments in which Trane heating, 
cooling, and air conditioning equip 
ment is installed through the local 
architect, contractor 
Every effort is made to make the vari 


engineer, and 


ous case studies interesting and enter: 
taining by good, crisp editorial treat 
ment and not top heavy with mechan 
ical material. However, each story 
must have an 





must tell something 
idea. 

“Weather Magic” has been a tre 
mendous stature builder for The Trane 
Company. Whenever reader polls are 
taken, return cards pour back from a 
representative cross-section of the 
mailing list. Consulting engineers tell 
us how they look forward to receiving 
the booklet every month. Architects 
are enthused at the information it con 
tains. Contractors write that it opens 
their eyes to innumerable new applica 
tions and possibilities and is a definit« 
sales aid for them. And even editors 
have written us expressing their ap 
preciation—the same editors who o 
casionally request permission to reprint 
one of its stories in its entirety. 


“Weather 
Magic” content appeared last Septem 


One notable departure in 


ber when we devoted an issue to The 
This twelve 


page special institutional issue covered 


Trane Company itself. 


the growth of the company since its 
founding, the expansion of the Trai 
line, the Trane branch office structu 
the part Trane is playing in the fi 
of air conditioning education, Tr 
design engineering and laboratory 
cilities, the Trane Student Class, 
the Trane factories themselves. W<« 


received a very gratifying response 
this issue. It would seem that 
architects, engineers, contractors, 
industrials—the actual buyers of T: 
products—are interested in becoming 
better acquainted with the source 
Trane equipment and the company 
hind it. 
“The 


Manual as a whole is ‘0 
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thoroughly new, different, and so en- 
tirely worth while that it is difficult 
» see how anyone engaged in air con- 
ditioning can find reasons for not 
iving it in his possession now that it 

available.” That’s how one of the 
leading trade publications reviewed the 
“Trane Air Conditioning Manual,” 
nother important part of the Trane 
program of coéperation and collabora- 
tion with the architect, the engineer, 
ind the contractor. The manual was 
conceived to meet a specific need. Air 
conditioning had advanced so rapidly 
that it had outstripped its academic 
background. In R. N. Trane’s own 
words: “To organize and to make 
comprehensible and available the store 
of knowledge on air conditioning—to 
envision the field in its entirety—is the 
function of the ‘Trane Air Condition- 
ing Manual.’” Its 333 pages contain 
an exhaustive treatment of air condi- 
tioning as a science. It is entirely free 
of any manufacturer’s bias and is pre- 
sented as a useful, scholarly contribu- 
tion, and a practical approach to a 
great and growing industry. Leading 
architects, engineers, and contractors 
the nation over are using the manual, 
and it has found its way into countless 
public libraries as well as the cream of 
American colleges and universities. For 
the student, it is a textbook; for the 
engineer a handbook. It is readily ap- 
parent that such a publication has a 
tremendous prestige value to The 
Trane Company. It at once establishes 
the engineering background and the 
experience of Trane with the very 
people whom Trane is anxious to cul- 
tivate. 

[rane’s publication advertising is 
also designed to fit into this general 
pattern. Naturally, with the archi- 
tects, the engineers, and the contrac- 
tors playing such an important role in 
the Trane sales picture, the media se- 
lected to convey the Trane message to 
them include such well-known busi- 
ness papers as Architectural Forum, 
Architectural Record, Domestic En- 
gineering, Heating and Ventilating, 
Heating, Piping and Air Conditioning, 
Pencil Points, Refrigerating Engineer- 
ins, etc. In previous years the respec- 


tive advertisements were primarily in- 
stitutional and intended to establish 
The Trane Company as an important 
faccor in the heating, cooling, and air 
conditioning business and to make the 


name, Trane, and the Trane trade 
mark, AIR", known. 


st year’s series maintained the 
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At the top are shown typical pages from the “Trane Weather Magic’ which keep buying 


factors in the building and air conditioning fields posted on the latest developments and 
installations of the Trane line. The Trane trade mark always features the front cover of 
product bulletins as shown in the lower group, the bulletins being distinguishable by varying 
the color used. Attractive layout and illustrations, good printing and paper are always used 
on Trane sales literature to give it character and reflect the quality of the product 


same institutional theme but stressed 
the idea of teamwork—teamwork be- 
tween the architect, the engineer, the 
contractor, and Trane. Action photos 
of different athletic contests and sports 
were utilized to dramatize this team- 
work theme and provide a background 
for a statement of Trane policy and 
progress. 

So successful was this initial team- 
work series that we have further elab- 
orated on it for 1940. The current 
campaign presents a realistic portrayal 
of teamwork—actual photographs of 
Trane field men inspecting a signifi- 
cant installation with the architect, 
the engineer, and the contractor in- 
volved. Furthermore, this type of 
subject material enables us to show 
Trane participation in various types of 
buildings with a broad range of prod- 
ucts. For instance, the first advertise- 
ment featured the Varsity theatre, of- 
fice and store building in Milwaukee. 
Pictured were one of the Trane Mil- 
waukee representatives and the trade 
and professional group concerned with 
the installation. Also in the advertise- 
ment was a Trane Climate Changer. 
Trane Climate Changers as well as 
blast coils, cooling coils, and convec- 
tors are used on the Varsity job. 

The second advertisement presented 
the Trane New Orleans representative 
and his associates on the huge, new 
Charity Hospital job where over 2,400 
Trane convectors furnish winter com- 
fort and in which there are forty- 


seven Trane air conditioned operating 


rooms. Forthcoming advertisements 
will also show Trane’s position in the 
industrial field where Trane Unit 
Heaters maintain winter comfort in 
the plants of such well-known Amer- 
ican names as Bendix, Aluminum 
Company of America, Pratt & Whit- 
ney, Fruehauf Trailer, Toledo Scale, 
several of the large motor car com- 
panies, and many others. 

The obvious tie-up between a pro- 
fessional group, exemplifying Trane 
policy, an important building and 
Trane equipment represents an inter- 
esting advertising formula whose ef- 
fectiveness already is manifesting itself 
to us. Trane field men are enthusiastic 
—and anything which assists the 
Trane field man is definitely a promo- 
tional asset. He is our physical con- 
tact with the architect, the engineer, 
and the contractor. Every Trane ad- 
vertising medium is planned to help 
him. 

To further merchandise these ad- 
vertisements, reprints of the particular 
advertisement for a month are mailed 
out to the architects, engineers, and 
contractors with their copies of “Trane 
Weather Magic” for that month. 
Also, an entire series of advertisements 
is available in brochure form for pre- 
sentation by Trane field representa- 
tives. Our theory not only is to ad- 
vertise but to demonstrate that we 
advertise. 

The reference works used by our 
professional and trade associates are a 

(Continued on page 66) 
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Ideas and comment on Catalogs — Booklets — Direct Mail — Exhibits — Motion Pictures — Slide Films— Sales Helps 















Catalog Designed to Make Product 


By CLIFF FAUST 


Advertising Department, Ohio Brass 
Company, Mansfield, Ohio 


the theory that a 


ra HOLDING to 
catalog is intended to provide easy -to- 


use ordering information and that 


other direct mail pieces are tor the 


“out-and-out” selling, the 
Ohio 


Brass Company attempts to develop a 


purpose ot 
advertising department of the 
good selling idea for each of its various 
booklets, pamphlets and other direct 
cases 


mail pieces produced. In many 


it iS mecessary to create interest in a 


piece by resorting to an intriguing 


headline, an unusual layout, or illus- 
trations of exceptional quality, but 
now and then an idea for a piece de- 
velops which is ‘“‘a natural.” Such was 
the case for a twenty-eight page book- 
let on switch and bus insulators which 
the company recently completed. 

“A Plan Which Simplifies the Selec- 
tion of O-B Switch and Bus 


the 


Insula- 
tors” is title emblazoned on the 
booklet and this title rev eals the whole 
idea. It is true that the booklet con- 
tains dimensions, flashover values, ship- 
ping weights and all other information 
which would be given about these in- 
sulators in a regular catalog, and yet 
the booklet has no semblance of being 
a catalog. It is a piece which sells 
“O-B” insulators, but more than that, 
helps the customer solve a difficult 
problem. 

There are two quite different types 
of switch and bus insulators, so-called 
‘pincaps” and “‘station posts,” and sev- 
eral advantages are claimed for each 
type. Moreov er, the selection problem 
is rendered difhcult by the many vari- 
ations in the electrical and physical 


characteristics of the several available 


30 


Selection Easy 





This spread from “Electrical World” illustrates the selector pages from the new Ohic 
Brass catalog on insulators and shows how the book was promoted in publication copy 


insulators and by the numerous re- 
quirements of a substation which must 
be considered in selecting the right in- 
The booklet the 


between the types 


helps in 


sulator. 


choice two main 


by summarizing the advantages of 
each. 

The entirely new idea in the book- 
let, however, and the one which con- 


the 


2-page panorama which gives perti- 


stitutes the “Plan,” is use of a 
nent data for each unit, followed by 
detailed information on other pages. 
The normal procedure in selecting an 
insulator is to pick a certain size which 
has the essential required character- 
istics, and then refer to detailed tables 
of characteristics to determine whether 
that particular insulator is the right 
one or whether a size larger or a size 
smaller should be selected. By showing 
all of the insulators of each of the two 


basic types on on panorama along with 


the important details, an engineer 
spared the formerly cumbersome task 
of studying a great quantity of de 
tailed data. 

To add to the attractiveness of the 
booklet, it was photolithed in two col 
ors, plum and black, on light gree: 
stock. The covers, illustrating the 
“Plan” theme, were printed in black 
and yellow on heavy plum stock. A 
unusual frontispiece picture shows th« 
two basic types of insulators and othe 
photographs show applications a: 
tests of the units. For mailing, 
booklet was enclosed in a green en\ 
lope, on which the cover design » 
reproduced in plum and black. 

No piece issued by the company 
this class of product in recent yea 
has received so much favorable co 


ment or has resulted in so many 
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quests for extra copies. Distribution 
was made to all executives, purchas- 
ing agents, and substation engineers on 
the company’s mailing list, and to 
make certain that all interested persons 
would have a copy, three advertise- 
ments were published in the electrical 
magazines. Some inquiries have re- 
sulted from the publicity given the 
booklet, a large number, considering 
that distribution was made to most 
of the key men in the industry before 
the advertisements were published. 

The panorama idea for the booklet 
was conceived jointly by the sales and 
advertising departments, and the “Sim- 
plifying the Selection” theme for the 
booklet was originated by Brian Mc- 
Quillan, who also made the cover de- 
sign and laid out the booklet. 


+ 


Knife Blanks Provide 
Remembrance Advertising 


@ LAST FALL when the Machine 
Tool Show was cancelled, many exhi- 
bitors found themselves loaded with 
promotional material of various char- 
acter produced especially for that 
event. Catalogs and sales literature 
were easily disposed of to the mailing 
list, but where samples or heavier items 
were involved the solution was not so 
simple. 

Continental Machines, Inc., Minne- 
polis, was one of those who had some 
weighty material left on its hands in 
the form of knife blanks which were 
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Front and back of card folder enclosing an unfinished knife blank which tells how ten blades 
were shaped in only eighteen minutes without dies on a DoAll contour shaper and giving 
directions for finishing the blade into a hunting knife, one style being shown in the illustration. 
Salesmen are using them for remembrance advertising and examples of the machine's work 


to be passed out at the show to illus- 
trate how its DoAll contour machine 
could fashion pieces of this type ten 
at a time without dies. A machine in 
operation was to be shown at the ex- 
hibit, but in order to take care of the 
great crowds a large supply of the 
blanks was made up in advance to be 
used in addition to those produced at 
the show. 

Because the blank could be finished 
into a hunting knife it had unusual 
appeal to the class of men who might 


= 


\ 


ANA 
ANNAN \ 


genious display card used by the Koolshade Sun Screen Division of Borg-Warner Corpora- 
n to effectively demonstrate how the product keeos out the heat of the sun. Instructions 
y to place two coins in the indicated spaces on the foot of the display which is set up in 
> sun and after ten or fifteen minutes pick them up and note how much hotter is the coin 
nich has been in the square unprotected by the sun screen. The demonstration provides 
nclusive evidence of the screen's effectiveness as claimed in advertising and sales literature 
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also be interested in the DoAll ma- 
chine. Therefore it was decided to put 
these blanks in the hands of repre- 
sentatives who would use them in their 
sales contacts to illustrate the kind 
of work that could be done on the 
DoAll and at the same time give the 
men something they could leave with 
their prospects which would be of 
personal interest to them as well as a 
reminder of the machine. The com- 
bination thus embodied two essentials 
for effective remembrance advertising. 

The blanks were fastened within a 
card folder on which was printed full 
instructions for finishing with a 
variety of handles. The other side of the 
card folder was used to illustrate sev- 
eral production methods which could 
be used on the machine. The idea has 
been exceptionally effective and has 
received widespread publicity. 

+ 


Natural Color Photo 
Used for Folder 


@ ONE OF the most striking folders 
recently issued was mailed last month 
by Barber-Greene Company, Aurora, 
Ill., to highway engineers carrying a 
reproduction of an 8x10-inch natural 
color photograph of one of the com- 
pany’s bituminous mixing plants in 
operation on the job. Billowy white 
clouds against a bright blue sky and a 
green field of corn, furnish a striking 
background and setting for the yellow 
hued equipment and the red fire spots 
in the dual drum dryer. The back 


sheet of the folder extends below the 
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man process, but has now switched 
over to the more difficult but superio 
carbro method. At the Road Show, Mr 
Turner had a pylon in the Barber 
Greene exhibit with thirty-eight 8x1‘ 
Kodachrome transparencies which at 
tracted a great deal of attention and 










created considerable interest. 
+ 
Vise Display Increases 

Sales to and for Dealers 

@ THE POWER of point-of-sak 


display is just as potent in connectio: 













with industrial products as it is wit! 






consumer goods. Many manufacturers 






have learned this and among them 
The Columbian Vise & Mfg. Com 







































pany, Cleveland. Ra 
Faithful reproduction of a natural color photograph on the front of this Barber-Greene folder : k es) ni 
directed to construction engineers brought praise to advertising-man Jack Turner for injecting If the idea works, the manufacturer, Ww 
life, color and beauty into a subject too often treated in a drab, uninteresting fashion of course, benefits as well as the dealer. | 


In the case of Columbian, the com- 






‘ 


pany felt that the reason dealers wer« 


B / p Fy not selling more of its lighter vises 
GOH... especially for small shop and home use 


was because they were not brought to 


4. 





the attention of prospects. How to 














picture and carries the firm name in ing the hardy contractor proudly planted get them out on the counter and in 
brich : : i front of a dingy-looking bunch of ; | 
script against a bright green strip. et the show window seemed to be the 
" a equipment uch monochromes lack im ES: 
( Opy on the inside reads: Go Ahead iginatior and give uS a pain In the neck problem. This was quickly sol ed by 
admire the clouds. Some people Brother, you have done something designing a display stand to hold three 
have said that this color photograph 1S Such a letter is enough to make any of the popular sizes tor display at the 
not good for Barber-Greene—as the advertising man feel pretty good. And point-of-sale. 
beauty is in the clouds. They should so it did for lack Turner. B-G pub- The display was taken into the field 
[ I In | } | ; the 
lave Deen there. in less than an houl licity manager. As a hobby, Mr. Turner by the salesmen and offered to dealers 
it was pouring rain. But almost as does quite a bit of color photography, as a good merchandising idea which 
soon as the shower was over, the Bar not only in professional Kodachrome they could have without charge with 
ber-Greene plant was running again— but in making direct separations and a group order. The plan clicked and 
’ ? ” . ‘ - - 
producing 125 tons of mix pet hour. carbro prints.» For a long time he is working out satisfactorily for dea 
That Barber-Greene Dual Drum Dry worked with wash off relief, an East- ers as well as the manufacturer. ions 
er isn’t designed for dew. It is an and 
. reac 
ichievement in high efficiency and erat 
portability. It’s built to keep up with — 
the Barber-Greene Bituminous Mixer— 
ind that’s a fast pace, a continuous 
: Pub 
pace in Tact, its setting the pace tor Clusi 
” railw 
ill bituminous mixing. An attached offic 
business reply card is designed to ask ad 
for additional information on the vari  y 
effic 
ous pieces of equipment | 
How this type of so called deluxe 
idvertising material is received by con ag 
struction engineers is indicated by an _ 
who 
unsolicited letter addressed to the ad struct 
Of ros 
vertising department from the plans ings | 
ind trafhe engineer oft the Montana 
Highway Department, which reads as Publi 
ublis 
follows: Clusiv 
: railwa 
lust a word eciat t " id ng e 
t na “ < to put branc 
P : Cludin 
i Vay ¢ iy ent i air-co 
la ickgr nd worth look equip: 
at ightir 
y ur critics wh Say that the color 
tograph is not good for Barber-Green Believing that its dealers would sell more vises if they were displayed where buyers cou'¢ Publis 
ange ahs eeetenel oe the anal see them, The Columbian Vise & Mfg. Company, Cleveland, offered a display stand with @ a 
‘ ‘ . . . ; . f 
ced in trade journals chow group order and the idea went over succesfully and has proved its worth to dea ers tainine 
Centra 
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Kecoght 


Railway Age 
Published every Saturday. Edited 
from the executive, operating 
and managerial standpoint, and 
railway executives, op- 
officials, traffic officers, 
ng officers and depart- 
eads 


Railway Mechanical 
Engineer 

Published monthly. Devoted ex- 
clusively to the problems of the 
railway mechanical department 
officers, who are responsible for 
the design, construction, main- 
tenan and repair of iloco- 
motives and cars, and for the 
| efficient operation of shops. 


Railway Engineering 
and Maintenance 


Published monthly. Devoted to 
the interests of the railway engi- 
nd maintenance officers 
charged with the con- 
maintenance and repair 
ay, track, bridges, build- 
other fixed properties. 
ilway Electrical 
Engineer 
monthly. Devoted ex- 
to the interests of the 
ectrical officers, cover 
rical applications in all 
of railway service, in- 
heavy electric traction 
ning, shop electrical 
t, train and locomotive 
etc. 
lway Signaling 
monthly. Devoted ex- 
to the problems of 
installing and main- 
signals, interlockings, 
traffic control, car 
communication equip- 
Read by signal officers 
staffs. 


— —————— 








FEYHE magnitude of the railway indus- 
try, and the diversified nature of its 


operations create specialized needs for 
information within the industry and 
give manufacturers several different 
avenues of approach to this market. 


Here is a situation most favorable for 
rendering a specialized business paper 
service that will command widespread 
reader recognition among railway men 
and advertising recognition among those 
who sell to the railroads. 


Such recognition has been attained to 
an unusual degree by the five Simmons- 
Boardman railway publications. Each 
one is devoted to the interests of a 
specific branch of railway activity .. . 
and each one is read and relied upon by 
an important group of railway men. 

Publishing five papers, each rendering 
a distinct service, enables railway men 


od Business Papers 


of the Railway Industry 


to select the particular publications they 
need to keep abreast of developments in 
their work. It enables manufacturers to 
tell their sales story without waste to the 
men they want to reach, 


The nearly 1700 pages of editorial infor- 
mation presented to the industry in the 
first five months of 1940 by these publi- 
cations, and the more than 1500 pages of 
advertising information on equipment, 
materials and supplies published in the 
same period—attest to the important 
and recognized place of the business 
paper in the railroad industry. 


One or more of the Simmons-Boardman 
railway publications will meet your 
railway selling needs. Plan now to make 
these publications an important part of 
your railway sales campaign. Write to 
the nearest office for more detailed infor- 
mation. 


30 Church Street, New York, N. Y. 


105 W. Adams St.,Chicago Terminal Tower, Cleveland 1081 N’l. Press Bldg., Washington, D.C. 


530 W. 6th St., Los Angeles 


485 California St., San Francisco 


1038 Henry Bidg., Seattle 


Also Publishers of: Locomotive Cyclopedia Car Builders’ Cyclopedia Railway Engineering and Maintenance Cyclopedia 
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RECIPOCRATEES 
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Forceful use of reciprocal! 
buying practice on part of 
big business may lead to 






congressional investigation 










was rendered on invitation of pla: 
executives, because the supplier wa 
not on the favored list. Unless thi 
malpractice is placed under contro 





many business executives are fearfu 
that it may lead to governmental i: 






vestigation. 

Following are quotations from more 
of the letters received, names being 
withheld only upon request. All read 
ers are invited to contribute to this 








symposium. 

ELEcTRICAL EQUIPMENT Mant 
FACTURER: This business of reciprocity 
is one which we have had with us for 





tll. = 






some time, and one which appears to 





be almost impossible of solution. Of 





course the various sales manuals and 







sales counselor service have suggestions 
which are supposed to convince yout 


~~ > Oo —, prospect’s purchasing agent, but all 


too frequently the purchasing agent is 





That the feeling about reciorocity competition is not entirely new is indicated by this char- not the factor responsible for the recip 
acter created several years ago by H. H. Harris, president, General Alloys Company, Boston oF : — 

and featured at that time in his house organ style copy which appears in “Metal Progress ° rocal buying. He generally receives 
Part of the accompanying copy said: “What really bothers us about Reciprocity is that we 





his instructions from higher up, and 


li . : 
ieve these under the-table and off-the-bottom-of-the-deck connivances of some of the identification of that higher up indi 
arger corporations constitute a really vulnerable point in big business, laying open invita- 
tion to congressional investigation. ‘To protect the equities of stockholders, create free vidual and converting him to a more tf 
competition, prevent connivance in restraint of trade.’ A great demand came for reprints open minded way of thinking is al = 
most impossible {oth 
It has been our experience that recip ted j 


rocal buying is most frequently found 


R “4 bd oe when one is in competition with large 
companies, and seeking the business of A 
large companies. Ice. 


Our product can generally be sold ian’ 


Held », Lo only after considerable engineering has 
angereud been done, and it is more than dis 
concerting to find when the business 
A ° is actually awarded that it goes on a ¢ this 
VACILLCGHL ystem reciprocal basis, and that the smaller 7 
company, who was invited to work out i 
the problem, never had a chance to get 

any business in the first place. 
The logical result is a reluctance to me. 


@ FOLLOWING publication of an buying if all factors are equal, it defi- enter into any buying situations whert 

irticle in the May issue on “Reciprocal nitely resents being high-pressured in reciprocity is likely to be a major fac 7 
Buying Again Rears Its Ugly Head,” the matter. tor. Wherever reciprocity is likely to the 
by G. D. Crain, Jr., publisher, Inpus Many who express themselves on be a factor, we attempt to place ou! luct 
rRIAL MARKETING, scores of letters this subject charge that the larger cards down on the table at the begin- es 
were received from readers outlining business organizations are the greatest ning of the negotiations, and point - 
their experiences with the practice. offenders in using reciprocity as a out that unless the business is to be . N 
I a ar some of these letters stuffed club in their sales and buying settled upon a price and quality basis, SSO1 
were published in the June issue and in- activities. Instances have been pointed rather ‘ > Cj a © $. - 
dicated that while business in general out where sizable orders have te lost, we albeg aie ieag. yoo te. ious 
prefers to patronize its customers when even after extensive engineering work When we receive an assurance ut = 
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ur 
ill 
a 
nd 
ti 
' mg its editors to draw upon the resources of the 
ther McGraw-Hill publications, just coordi 
p- ted in a National Defense Editorial Board, and 
. uyplemented by enlarged staffs both in New 
- rk and Washington. Thus, with increased 
ice, American Machinist maintains its right 
Md position as Metal-Working’s production hand 
1as ; 
erican Machinist's paid circulation is reflect 
¢this acceleration of activity. Domestic circula 
has risen more than 500 in the last six 
ths, with several hundred more each in Can 
nd South America. During the months to 
0 me, rerican Machinist will be read more 
an ever by production executives who 
ve themselves suddenly involved in armament- 
uction problems. Included will be many new 
men created by expanding plant capac- 
7 New equipment must be bought, new 


‘sories, tools and supplies. ‘Tell these 
“I, more than 18,000 of them, about your 
ucts and what they can do to speed the 
luction of plowshares . . . plus swords. 





SWORDS 















IMPORTANT]! 4 merican Machinist has just 
completed compilation of an index of articles 
dealing with armament production. Check the 
Coupon below if you wish a copy—or reprints 
of any of the four special sections last year, or 
the special section on Canadian munitions pro 
duction this year. But act at once, for supplies 


oft all are limited 
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Please send me, without obligation, the data checked below: 
| Index of defense articles in American Machinist 
[] Canada Arms Britain 
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[_] Keeping the Peace (industrial Mobilization) 


[] Arsenals in Action [] For Tomorrow's Navy 
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these factors will indeed govern, we 
then proceed in the normal way, and in 
most cases receive fair treatment from 
the buyer. The buyer is, of course, 
unable to give any worthwhile guaran- 
tees, nor can we expect any, and in a 
few cases the individual with whom 
we were negotiating may have been 
acting in honest faith, only to be over- 
ruled later by some superior. 

It has been our experience that large 
companies tend to deprive themselves 
of the facilities of smaller firms 
through their habits of reciprocal buy- 


ing. Competition is sharply restrict- 
ed, and many worthwhile develop- 
ments are never brought to the atten- 
tion of the purchaser. Furthermore, 
price and quality, although usually 
competitive, may not always be so, 
and the buyer may find that he is pay- 
ing more for less than if his buying 
were to be done on a perfectly open 


basis. 


CHEMICAL MANUFACTURERS: There 
seems little doubt that most companies 
generally, small as well as large, use 
reciprocal buying as an aid to selling. 
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MacRAE’S BLUE BOOK is before the Specifiers 
and Buyers of 50,000 important Industrial Plants 


Houses—Railroads—Government 
Offices, Federal, State and Civil—Contractors—Institutions—who use 
your potential customers, tell us 
“MacRAE’S is our Bible’—“Couldn’t get along without it.” We are 
constantly alert to the needs of users—increasing rather than decreas- 
ing the vital information contained in this directory of 3,200 pages. 


The 48th annual edition of MacRAE’S will soon close—but there 
is still time left for you to place adequate representation of your 
company in this up-to-date edition. 
increasing your sales by failing to list the commodities you manu- 
Surprisingly low considering the superiority of 


Supply 


Do not miss this opportunity of 








SHIP and experience 





this medium and the fact that it is used 365 days a year and its cir- 
culation is 40% greater than any similar publication. 


You can’t help but benefit by MacRAE’S 50 YEARS OF LEADER- 


and be pleased with your investment. 


To secure choice positions, write at once to 


MacRaes Blue Bool 


18 East Huron Street, Chicago 
New York — Philadelphia — Pittsburgh — Cleveland — Springfield, Mass. 
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It is difficult to draw a line between 
reciprocity in this form and reciprocity 
as developed by personal friendship, 
entertaining, and even service. Cer- 
tainly reciprocal buying if it represents 
a sizable volume, as in the case with 
larger concerns, will tend to defeat 
selling efficiency and effectiveness in 
sales promotion. 

Reciprocal buying does interfer: 
with our sales work, but we do not 
forget that we ourselves use it where 
appropriate. 

Personally, I feel that we are tear 
ing down the position of American 
business by the extension of such de 
vices as reciprocal buying when they 
become a controlling factor in sales 
I wish that American business gener 
ally would recognize that some of the 
present controls and restrictions cam¢ 
about as the result of such practices as 
reciprocity in buying. 

J. H. LeatTHerBee, SaLes Mana 
GER, THe D. E. WuHirron Macuini 
CoMpaNy, New Lonpon, COonn.: 
The article in the May issue on recip- 
rocal buying was indeed mighty in- 
teresting. The influences of reciprocal 
buying are negligible in our line where 
thorough-going sound engineering, and 
mechanical improvements are the pri- 
mary basis of selection. We stress to 
the utmost these engineering qualifica 
tions and thus are little affected by 
so-called reciprocal purchasing. 


H. R. HANson, ADVERTISING MAN 
AGER, THE PrauDLER COMPANY, 
Rocnester, N. Y.: If reciprocal buy 
ing has attained the scope that M: 
Crain suggests, there is hardly any 
need for a professional agent. 

I took the trouble of asking our own 
purchasing department what they 
knew about this angle, and, as I sus 
pected, there has been no attempt on 
the part of suppliers or on the part 
of anybody else to bring pressure to 
place orders with whom we do business 
regardless of price. 

Naturally, any buyer would like to 
place business with people who a: 
good customers of his company, pri 
viding that can be done on a compet 
tive basis. 

In fact, our purchasing man, J. 
Fox, has this to say: 

“If reciprocal buying should 
forced on this purchasing depa 
ment, I would insist that any 
cess in price we paid for the go 
or any other excessive cost 
charged to the sales department, to! 
after all, reciprocal buying is on’) 
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done as an aid to sales and has no 


place in efhcient purchasing.” 


Bott AND Nut MANUFACTURER: 
The writer read Mr. Crain’s article 
with considerable interest because it is 
a very timely and important subject, 
as well as a factor with which we are 
confronted daily in our sales effort. 
This pernicious policy seems to be 
growing more intense as the days come 
and go, and is perhaps one of the most 
disturbing factors in industry today, 
not only from a selling standpoint, but 


from the buyer’s as well. Just last 


week the writer called on a vice-presi- 
dent and purchasing agent of one of 
the largest companies in the country, 
and we were discussing this very thing. 
It so happens that while we are now 
and have been for many years selling 
this concern, it has not been on a re- 
ciprocal basis. This purchasing agent 
made the comment that it was coming 
to the point where he would be no 
longer acting in that capacity, but a 


distributor of orders. 
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Raitt COMPANY, CLEVELAND: We 
place no stress on reciprocity in our 
sales work and do not feel that it 
gives us any interference in sales or 
to be most 

companies; 


purchasing. It seems 
prevalent larger 


smaller units do a better selling job, 


among 


hence do not recognize it. 

In my personal opinion, most im- 
portant sales are made according to 
rule of salesmanship in spite of all 
reports to the contrary. I would rec- 
ommend ignoring all reciprocity talk 
along with other malignant rumors 
that tend to disrupt sales morale. If 
reciprocity were to become a con- 
trolling factor, it would certainly 
show up in a decreased volume of ad 
vertising. There is no such _ proof 
in evidence today. 

Although we are relatively a small 
company, our only experience with 
this subject has been indirectly as a 
matter of controversy between two 
very large corporations relative to ma- 
terials purchased from one entering 
into the manufacture of equipment 
made by us for another. 

J. D. Coryer, Vice PREsIDENT IN 
CHARGE OF SALES, WOLVERINE TuBI 
Company, Detroit: Personally, I do 
not approve of reciprocity when it is 
used to gain an advantage in the sale 
of one’s products. Naturally, we are 
confronted with reciprocity the same 
as anybody else, and there are times 
when it probably helps us, but there 
are just as many times when we feel 
that it is a definite hindrance to us. 
Reciprocal arrangements work better 
for the large companies than they do 
for medium-sized companies, such as 
ours, or smaller ones. 

I wish the idea could be definitely 
abandoned, but I have lived too long 
to expect that this will ever happen, 
because as long as human beings oper 
ate business, reciprocity will continue 
to be used. In my opinion, it is one of 
those things that you can not do very 
much about. 

MACHINE 


Tool! 


In our sales work, we place absolutely 


MANUFACTURER: 


no stress on reciprocal buying. In any 
case where there is a suggestion of this, 
it is predicated entirely on each need 
ing the others’ equipment and that 
the price, quality, delivery and servic 
are fully acceptable to both parties. 
From our experience thus far, re 
ciprocal buying has not interfered 
with our sales work. However, it 
(Continued on page 119) 
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Information Please 


As long as this department exists, 
it will persist in employing the figure 
that the business paper is a market 
place which the industrial buyer reg- 
ularly visits in quest of news in 
quest of information which will make 
his selections of products to buy 
more intelligent selections. 

We insist that this industrial buyer 
is not a dope not one to be 
impressed by pomposity, convinced 
by analogies, moved by superlatives. 
As eager as he is to know, he isn’t 
willing to swallow anything you throw 
at him. 

We quote here and there from an 
article written for “The CHEMenta- 
tor” (a promotional sheet published 
by Chem & Met) by R. P. Dins- 
more, Manager Development, Good- 
year Tire and Rubber Company. He 
discusses the type of copy that tech- 
nical men will read and respond to: 

“Why does the engineer, or other 
technical man, read advertisements? 
Chiefly, I think, because he has prob- 
lems to solve and is hoping to find 
help. He is looking for a better mate- 
rial or piece of apparatus or process 
to apply to his problem. He usually 
does not have either the time or the 
inclination to read through all the 
ads, but will pause only for those 
which offer some indication of being 
applicable. 

“Your busy engineer will neither 
stop to unscramble a complicated maze 
nor will he linger over glittering gen- 
eralities. Finding a straightforward 
heading, pertinent to his wants, he 
reads the ad with just one question 
in mind, ‘Is this item best adapted to 
my needs?’ If the information is 
lacking to answer this question or if 


46 


“Tell All” Ad-of-the-Month 
—See page 54 
a 


Ip it's a question of construction: 












grant BED! 


it is unconvincing, his interest ceases. 

“Engineering data in the form of 
figures or curves help to convince 
and to determine the suitability of the 
idea. The advertiser loses more by 
unsupported, sweeping claims than by 
limited claims, carefully validated. 

“Don’t hand the engineer either a 
tangled skein or a dish of apple-sauce, 
but give him a brief, interesting engi- 
neering report and he will rise up and 
call you blessed.” 
Altruistic 

We have in mind discussing today a 
specialized type of “informative” ad- 
vertising—copy which, on the sur- 
face, appears intended more to “help” 
than to “sell.” 

The Iron Age, in its ““The Iron Age 
Jr.,” tells of receiving a request re- 
cently for two copies of a Bethlehem 


Steel Company advertisement which 





Right from the Feedbag.. . 


The Copy Chasers Discuss a New and 
Important Advertising Method... Best and Worst 





appeared in the May 18, 1939 issu 
Oddly enough, we’ve been saving that 
particular ad ourselves, among a grou; 
of what we have vaguely labelled a 
“helpful” ads. 

Offhand, this ad seems to lack al! 
the elements for success which we're 
usually raving about. It doesn’t men 
tion the name of the product until 
the end, and it doesn’t even begin to 
tell why you should pick out its spon 
sor as a good firm to buy from. How 
ever: 

Its title is “Why steel sometimes 
warps.” Sub-head is “‘Stress-relief an 
neal will usually prevent it,” and 
there’s a diagram showing the effect 
of stress-anneal in graph. Copy starts: 

From time to time machine shops c 
plain of warpage or distortion wher 
machining steel bar stock. This is usually 
noticeable only when the part is lon 
It occurs on ‘as-rolled’ or heat-treated bars 
which have been machine straightened and 
on cold-drawn bars, especially where key 
ways are cut. The harder or stronger thé 
material, the more likelihood of troubl: 

Next paragraph is headed “Cause” 
and indicates “stresses set up within 
the steel by straightening it beyond the 
elastic limit.” Third paragraph is 
headed “Remedy,” which is 
relief anneal.” Fourth paragraph dis- 
cusses further effects of sub-annc 
Fifth paragraph suggests that word to 
a Bethlehem office will bring meta!- 
Name slug. 


*“stress- 


lurgical advice. 
Here’s another. In 
News-Record, Americar, Mutual Lia- 
bility Insurance Company, published 
a two-page ad, almost all copy, on 
“How You Can Prevent Property 
Damage in Open-Cut Construction,” 
a reprint of a section of this co 
pany’s book, “Engineering Aspects of 
Property Damage Prevention in Open- 
Cut Construction.” No mention of '»- 
surance until the very end, but >y 


Engineering 
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that time, you’re convinced American 
Mutual knows safety. 

Durez Plastics & Chemicals, Inc., 
presents “More Facts You Should 
Know About Displays,”’ and here are 
two of the paragraphs: 


It's like pulling teeth to get the aver- 
ige retailer to put on a display without 
some special inducement. But a recent 
survey in the drug field showed that about 
15 per cent of the dealers questioned ob- 
tained their ‘permanent’ displays by order- 
ng a large quantity of merchandise 
yiten quite large and in return were 
siven the display. More amaznig still .. . 

large proportion of these druggists said 
“ves” when asked if they would use more 

permanent” displays. 

Why doesn’t somebody create a dual- 
product display? For instance, tooth paste 
nd tooth brushes cleansing tissues 
nd cold cream rouge, lipstick and 
powder—all of one family group, or prod- 
icts from several manufacturers. By using 
Durez you could include a lot of pieces 
n a display that took very little space, 
which is a major selling point to the 
dealer. Pick the right combination and the 
lealer should need very little persuasion 

put the display up and keep it up. 

Of course Durez is what they’re 
always leading up to, but they get 
there via information and suggestions. 

Pawtucket Spinning Ring Compan) 
(mentioned last month) started this 
year a series of ads presenting general 
ind specific information on spinning 
rings. The reader is invited to “cut 
out and keep this information for per- 
manent reference.” Here’s a sample: 

The double adjustable ring is exten- 
vely used, either with cast iron or plate 
lders. In many mills it is the practice to 
ise one flange until the ring becomes 
rn, then to reverse the ring, the theory 
seing that in this manner twice as much 
service can be secured from the initial 
vestment. This is not altogether true, 

there are some disadvantages to this 
ractice. For example, there is the possi 

ty of the operatives changing or turn 
ng the ring unknown to the overseer. In 

s manner the sninning conditions of the 

m are disturbed, due to some rings be 
‘ run with a new flange, while others in 

immediate vicinity are running with 

traveler on the old flange. This has 
luced yarn irregularities which are ex- 
mely difficult to locate 


irmstrong Machine Works devotes 
rt of a spread to “Trapping Tips” 
sisting of diagrams of right and 


ong hookups. Typical copy: “Never 
to drain the steam header with 
same trap that is supposed to drain 
unit being supplied with steam. 
Condensate and air will be pocketed 
the heading unit.” 
ne of the oldest adherents to this 
se of “help-’em and you'll sell-’em” 
‘niversal Winding Company. Cur- 
tly, the twentieth issue of “Getting 
Most from Winding” is appear- 
in the textile magazine. One is- 
not so long ago, was devoted to 
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the problem of how to handle the 
problem of oil leaks on Universal Ma- 
chines operating in mills. 

Shell Oil’s articles on “what oil to 
use” fall in this category of advice 
to the seekers of wisdom. Maybe the 
stuff is too primary for many of the 
readers—we couldn’t say. Here’s an 
excerpt: 

Rapid circulation of oil between 120 
and 150° F. is recommended, when your 
system permits, as the surest way to dissi 
pate heat. Cooling can be carried to ex 
tremes, of course, with resulting increase 
in condensation from blow-by gases. But 
the more common risk in many engines 
today is that of insufficient cooling. Care- 
ful tests have shown that an increase of 
only 25° F., from 150° to 175°, in the 
crankcase temperature under certain con- 
ditions can almost double the proportion 
of solids in the oil. Another 25 up to 
200° F.—nearly triples the original pro- 
portion. The results are obvious 

And so on with cons and pros 


American Steel and Wire Compan) 
offers ““Pointers on the Care and Feed- 
ing of a Machine,” which is a good 
headline, but the only reason we in- 
clude it in this collection is to dem- 
onstrate how easy it is to be fooled, 
for the copy underneath is the old 
unkbay about “‘a product that meets 
all the standards of quality.” 

Beetle Products Division of Ameri- 
can Cyanamid Company used to pub- 
lish a series called “Fundamentals of 
Successful Molded Plastic Design.” 
Here’s the lead to one such page: 

We have shown that a flat section, in 
volving the lateral spreading or movement 
of the material is a very simple molding 
operation in which the molding pressure 
is applied directly to the material. We 
shall now discuss the movement of the 
material over a greater area and into a 
vertical position—namely, the formation 
of side walls where the molding pressure 
is transmitted through the material. Natu- 
rally, with greater movement, the setting 
or curing operation must be delayed until 
the material has been forced into all spaces 
of the die. 

Here are some more good Bethlehem 
Steel ads: 

“A word about Grain Size—a pre- 
caution about specifying the Mc- 
Quaid-Ehn Test.” All over our heads, 
but interesting, we'll bet, to steel 
users. 

Another one discusses the “mis- 
understanding about the relationship 
between stiffness and strength,” tells 
what determines stiffness, discusses the 
modulus of elasticity and tells why 
and when to use alloy steel. 

In Coal Age, Bethlehem says: 

When you purchase rails, you pay for 
weight, but you buy stiffness. There’s an 
important difference. Heavier rails are 
much more easily justified than is gener 


ally supposed 
Consider a mine that uses 20-pound rail 
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in rooms. Track-mounted machines are 
kinking the track. Will 30-lb. rail be justi 
fied? 30-lb. rail means 15 more tons of 
steel per mile, an increase of 50%. It 
means an increase in moment of inertia 
from 1.93 to 4.10 or something more than 
twice the stiffness of a 20-lb. rail 

Or consider the stepping-up of main- 
haulage track from %0-lb. to 60-lb. rail 
Weight and cost go up 20%. Stiffness 
goes up 47% 

Bethlehem strongly recommends that 
30-lb. rail for room, 40-lb. for service and 
60-lb. for main-haulage be considered 
minimum for mechanized mines 


Macu hyte Wire Rope 
“series of informative articles 
No. 4 tells how 


to avoid costly and dangerous over- 


Com pan) 
runs a 


for wire rope users.” 


loading and provides a table for figur- 
ing an accurate safety factor. 

Bodine Electric Company tells 
“How to Select a Small Motor for 
Your Machine.” The two examples 
we have, discuss “split-phase motors” 
and “capacitor motors” respectively. 
The facts are assembled, in both cases, 
under Common Uses, Principle of Op- 
eration, Limitations, Advantages. 

Famous in the textile industry is 
Scott & Williams’ “Knitting Circu- 
lar,” providing knitters with up-to- 
the-minute style and business news. 

Boston Gear Works, Inc., had an 
ad last year answering the question 
“How shall I rig up that drive?” and 
giving both the historical and current 
significance of speed reducers, chain 
drives and spur gearing. 

The famous “Copper Alloy Bul- 
letin” is Bridgeport Brass Co.’s month- 
ly means of “reporting news and tech- 
nical developments of copper and cop- 
per-base alloys.” Part of it is sales- 
talk on Bridgeport products, part is 
concerned with case histories, part js 
purely educational. An example of 
the latter is a series of articles on the 


properties and applications of copper 


alloys. 

U. S. Industrial Chemicals, Inc., 
publishes something similar in_ its 
“Chemical News” (née “Solvent 


News”) about which Lewis S. Gil- 
lette writes in ““The CHEMentator”: 


Each advertisement is, in effect, an edi 
torial service, giving latest infromation on 
chemicals and alcohol. The editorial con 
tents are designed to interest the many 
different groups of readers that make up 
the bulk of the circulation of the publica- 
tions in which the inserts appear. These 
stories are not written in advertising lan- 
guage—they are simply and concisely set 
forth in semi-technical language, which 
makes them appealing to either the re- 
search chemist or the account executive 

Probably the most outstanding feature 
is the single column tabulation on page 
two, listing technical developments. A 
trained staff carefully selects scientific data 
on new developments from patent papers, 
reports and contributions submitted 
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These are carefully analyzed for reader 
interest and are rewritten without dis- 
closing the source of the data. 

Subscribers to the trade journals who 
do not have time to follow newest devel- 
opments refer to this column for what is 
being newly announced. As a result, 
U.S.I. received in 1939, and cleared 
through its advertising agency, a total of 
over 7,000 written inquiries covering re- 
quests for information on 11,000 items 

A very interesting application of 
this helpful-Henry principle is the 
campaign run by Joseph Dixon Cruci- 
ble Co. promoting the sale of Eldo- 
rado Pencils to draftsmen. Recently, 
it showed a portion and offered to 
send the complete conversion chart of 
lengths and temperatures—this chart 
being Eldorado 
smooth-working leads) of saving time. 
Another free chart has to do with 
electric power and wiring symbols— 
drawn, naturally, with Eldorado. 
Valve Hookups—‘From 
Good Power Hookups . . . to Good 
have been described 
here before, in connection with last 
year’s N.L.A.A. awards. Scovill’s two- 
page articles on Condenser Tubes were 
favorably noted here last March. 

So here are a number of advertisers 
devoting the white space they have 
bought to the dissemination of facts 
which they feel will be of value to the 
reader—not just in his buying—but 
in the execution of his work. 

Such advertising must pay divi- 
dends in respect. 

Naturally, such copy can be writ- 
ten only in rare cases by an advertis- 
ing man. It usually requires special- 
ized technical knowledge or famil- 
iarity with plant practices. But the 
advertising man can plan the cam- 
paign, see that the proper parties are 


another way (like 


Jenkins 


Valve Practice” 








given the responsibility of preparing 
the information, and can dress up the 
material into good reading. 


Numbers 


In these days of billion-dollar debts, 
we're inclined to let big figures roll 
off our consciousnesses like an egg on 
a knife. Anything over thirty-five 
dollars is more than we can visualize, 
and it really doesn’t matter how many 
zeros there are in a number after the 
first three. 

That’s why we like this headline: 
36,000 Tickets Per Hour. That 
means TEN tickets in the time it 
takes you to say ‘New Era’!” (Neu 
Era Flat-Bed Web Presses). 

And this Mimeograph ad (A. B. 
Dick Co.) achieves readily. “By the 
time you’ve smoked a cigarette 
the Mimeograph duplicator could get 
out 500 copies of something to make 
and/or save you money.” Matter of 
fact, this whole thing is a grand ad, 
and somebody deserves plenty credit 
for lifting Mimeograph advertising out 
of the doldrums. Used to be Exhibit 
B9 in How Not To Do It. 

Underneath the picture of the girl 
is this copy: “Just eight or ten min- 
utes ago the stack of finished work 
in the hands of the young lady was 
just a gleam in the brain of her boss— 
that’s how quickly you can work with 
the Mimeograph duplicator!” Main 
copy is lively, direct: “Those copies 
might be product announcements that 
would launch 500 sales or sim- 
plified accounting forms that would 
save 500 pennies every day. You get 
out such things with the Mimeograph 
duplicator without detours, and with 
pride in their looks.” DeWitt 
O’Kieffe, Leo Burnett Company, 
Inc., Chicago agency, wrote it, 
and all we'd suggest is some 
sort of a line at the bottom for 
a more meaningful signature. 
Mimeograph does something. If you 
were allowed only five words with 
which to express Mimeograph’s reason 
for existence—what would you say? 


Book Review 


Headlines can cash in on familia 
phrases—like titles to popular books— 
with good effect. Providing the 
mean something. 

“Gone With the Wind (. . . Indu: 
trial Version)” leads off a story o 
the Cottrell Process of Electrical Pr: 
cipitation (Western Precipitation Cor 
poration)—which is to say, a meat 

(Continued on page 54) 
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TYPICAL 
PRODUCTS USED 


IN THIS 


Air Conditioning 
Furnaces 
Air Conditioning 


MARKET 


Insulation 


Louvres and 


. Shutters 
Units 
Air Diffusers Metal Workers’ 
Air Filters Tools 
Air Washers Motors 
Angles, Bars, f 
Beams, etc. Oil Burners 
. Plates 
Bearings Pumps 
Belts Punches 
Blower-Filter Units : 
Blower-Washer Refrigerating 
Units Compressors 
Blowers Registers 
Blower Wheels Regulators 
; Shears 
Coils Sheets 
Controls Sheet Metal 
. Brakes 
a ened Solder 
Ducts and Fittings Spray Nozzles 
f Stokers 
ans ° 
Rae Wiel apenas 
Fittings and Testing 
Accessories Instruments 
rnace Cement Ventilators 
rnace Cleaners Warm Air 
Gas Burners Furnaces 
Grilles Weather Strips 
Welding 
Humidifiers Equipment 








luc kKE ‘id to a Strong Dealer Set-U; 


in the Residential Field 


Air conditioning, warm air heating, 
and sheet metal construction—in the 
residential and small building market 
—are dominated by ONE group of 
dealers. 


They are the warm air heating and 
sheet metal dealer-contractors. They 
buy every type of product used in the 
field—then sell complete jobs 
installed. 


In the United States approximately 
20,000 of these men, but less than one- 
third of this number does the big ma- 
jority of all the business. 


It is to this group of sales-produc- 
ing, shop- equipped dealers that 
AMERICAN ARTISAN appeals. And 
it is from among AMERICAN 
ARTISAN readers that practically 
every alert manufacturer has devel- 
oped his dealer organization. 


If you make any product which the 
warm air heating and sheet metal 
dealer-contractor can successfully han- 
dle, then AMERICAN ARTISAN 
will prove the most responsive pub- 
lication you can use. It is the KEY to 
the maintenance of a strong dealer 
set-up in the small building field. 


CONDITIONIN 


HEATING 


SHEET META 





6 N. MICHIGAN AVE., CHICAGO 
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|CONTINUED FROM Pace 50] 


of recovering solids or liquids sus- 
pended in gas. The system saves 
smelters, for example, millions of dol- 
lars in gold, silver and lead that for- 
merly went with the wind—in fume. 
Valid excuse for the headline. 
“Good Bye Mr. Chips”—that’s for 
Standard Tank and Seat Company’s 
The ad 


to sell old fashioned 


Stansco Saniseal toilet seat. 
asks: “Why try 


seats made of glued and dowelled 


pieces of wood that warp, split and 


Why, indeed? (Mar 


come apart?” 



































Contractors all over the country 
quench their thirst for earth moving 
and road building news, trends, and 
developments through the editorial 
pages of EARTH MOVER AND 


ROAD BUILDER, 


It is little wonder that they rely on 
EARTH MOVER AND ROAD 
BUILDER as it has an individualistic, 
human editorial approach unduplicated 
in any other magazine in the field 

written for and by men who are con 























blette Cor poration, using an illustra- 
tion of poker paraphernalia, headline: 
“Good Bye, Misty Chips—there’s more 


sparkle to Marblette, the Perfect 


Plastic.” Wow!) 
Puzzler 

The Hall Laboratories, Inc., in- 
vites us to “Test (our) Knowl- 
edge of Boiler Water Condition- 


an actual problem 
involving trouble with hard silicate 


ing,” proposing 
scale, suggesting four possible ways to 
stop the scale, and asking which was 
recommended. 


THIRSTY FOR INFORMATION 
ON EARTH MOVING AND ROAD BUILDING 


stantly bucking news and unusual 
problems so prevalent in earth moving, 
construction, road building and main- 


tenance. 


Remember, when you tell your sales 
story in EARTH MOVER AND 
ROAD BUILDER your message is 
read not only by more than 7,000 con- 
tractors, but also by more than 13,000 
county, state and federal highway 
officials, 3,000 open pit mine operators, 
and 1,000 distributors and salesmen. 


Earth Mover anv ronan puitoer 


PUBLISHED by the TRAFFIC SERVICE CORPORATION 
418 SOUTH MARKET STREET 


CHICAGO, ILLINOIS 


New York Office: HOLMES & STEPHENSON, 424 MADISON AVENUE 
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Test 


your knowledge 


OF BOILER WATER 
CONDITIONING 
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2g 6 as S. ¢ pessible ways to step silicate scale 


| were discussed by Hall Laboratories 
WHICH WAS RECOMMENDED? 
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aroars. « 300 #055 STREET 


WALL SYSTEM of Geils Maks 


rrrrseueen, Pa 


Crdldtoning 


A diagram of the feedwater and 
heating system was shown. And the 
results obtained are quoted from a 
letter written by the plant engineer. 

Very clever handling by a 
man who not only is a showman 
but also knows his business: T. 
E. Ringness, Batten, Barton, 
Durstine & Osborn, Pittsburgh. 


“Tell All” Ad-of-the-Month 


Another excellent question-and-an- 
swer program is put on by California 
Redwood Association, promoting red- 
wood for handling chemicals. The 
questions are the “lead” type and are 
perhaps too “loaded” for dramatic in 
terest, but anyway: “What is the most 
economical tank for treating and stor 
ing oil?” Possibility is, you'd say, 
“Well, the must be ‘Red 
wood,’”” and you'd pass up reading 
the copy, which does tell about cut 
ting heat loss, lasting longer, etc. Then 
there’s “What wood is safest for fire 
walls?” and the answer relates a fire 
that swept some docks but did not 
break through Redwood laminated 
roof. Best question of all is, “How 
would you climb this tree?” This 
provides opportunity to tell that 
branches on a Redwood start as high 
as 200 feet from the ground, and the 
wood for industrial use is 
from this section, bei 
straight-grained, even-textured, kno 


answer 


select 
branchless 
free. Coupon plug is excellent—su 
gests bulletins on twenty-five differ¢ 
uses; you check off the ones you wa 
Oh, yes—and some of the answe 
include names of users. We nominate 
this as the “Tell All” Ad-of-th 
Month—the opus of Phil Farns- 
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HOW TO TELL A GOOD poOF BHOW TO TELL A GOOD go00F 









A GOOD ROOF 





FACTOR OF SAFETY 


JOHNS-MANVILLE | 
APPROVED Roofing Contractors 


™ JOHNS-MANVILLE 


ASBESTOS Built-Up Roots 





worth, advertising manager, 
California Redwood Associa- 
tion, San Francisco. (Illustra- 
tion on page 46.) 


Ask Me Another 

Here’s Prof. Quiz (the one on the 
radio) asking auto distributors and 
dealers: “Which line is making the 
fastest rate of progress in the indus- 
try?” “Which line enables you to make 
just one investment and deal with just 
and so on. Students! 





one factory?” 
“Studebaker.” 

Here’s Prof. Wing—also a guy on 
the air (joke). “What are the na- 
tional calling and working frequencies 
for all itinerant aircraft?” “What 
precautions should be taken to avoid 
static sparks during refueling?” 
“What is a hydrocarbon?” Answers 
are supplied in the lower area of this 
Shell Aviation Department ad, which 
might have been mentioned in our lead 
chapter on “helpful” copy. 

Bill Burd (another fellow on the— 
no, we won’t say it) uses the Ply- 
mouth Yes-No technique. “Is Graf- 
Flox just another surface treatment 

piston rings? No. Does it defi- 
nitely prevent the possibility of scor- 

g, seizing? YES. 

Graf-Flox piston rings to stick 


Is it possible 


grooves? No.” And so on. 
Good stuff. 


lohns-Manville. Bought two-thirds 
a two-page spread, let magazine 
iterial run down the middle. Left- 
id ad headed: “How to Tell a Good 
of (No. 1 of a series on how to 
t the most for your roofing dollar) .” 
istration of twenty-year-old roof 
good condition. Copy on “A Good 
of Has a Factor of Safety” and 
v J-M’s roof qualifies on that score. 
Right-hand ad is headed: “How to 
| a Good Roofer.” Diagram illus- 
tes how J-M Approved Roofing 
Contractors protect a roof at the point 
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where more than 75% of all roof leaks 
occur. So William R. Sweeney, 
J. Walter Thompson Company, 
New York, joins the others se- 
lected as the creators of this 
month’s best business paper 
advertising. 


Ups and Downs 


Sometimes charts are so simplified 
they’re childish. 

The Hall Manufacturing Company 
(valve servicing equipment) proves, 
via graphs, that when “Performance 
goes up,” “Service Costs go down.” 


THE 


\ 








And Dayton Rubber Mfg. Com- 
pany (cog-belts) does almost the same 
thing with a chart indicating “Up 
Goes Horse Power—Down Goes Drive 
Cost.” Man with pointer helps make 
this clearer. 


Climax Mo-lyb-den-um Company 
doesn’t bother with graphs. A line- 
up of bolts and “Quality Up—Costs 


Down.’ 

Only Dayton, among these three, 
provides any specific information in 
big type: “Dayton Announces Re- 
vised Horse Power Ratings For Cog- 
Belts and V-Flat Belts.” We'll swap 


PVE 


MORE sor YOUR MONEY 


IMPORTERS GUIDE* extra readership provides a 


valuable circulation bonus, because: 


1... Every overseas buyer who reads Importers Guide 
is a prospective consumer of American merchandise. 


2... Five or more people read each copy of Importers 
Guide, according to our own surveys. 


INTENSIFIED 
MARKETING 
COOPERATION 
under your control 


to help you build pri- 
mary and secondary dis- 





tribution abroad, bring 
to your attention over- 
seas merchants who are 


real prospects and act as 


a constant source of sales 
contacts. Credit report- 
ing, translation and 
many other specialized 
services are available to 
advertisers. 





This plus-value extends to 1856 
business communities through- 
out the 114 countries where Im- 
porters Guide is read. It offers 
you the most powerful return for 
your export advertising dollar. 
*A non-technical journal, Importers Guide 
is read by 50,000 buyers abroad (25,000 
English guaranteed, and 25,000 Spanish 
guaranteed in alternate months). Of these, 
25% handle machinery, and engineering 
eugipment, 35% handle hardware and 


tools, and 31% handle electrical goods, ex- 
clusive of other trades covered. 


Send for the booklet *“*The Bulk of 
the Purchasing Power”, for full details. 


36 vw 


America’s Foremost Export Trade Journat 


IMPORTERS GUIDE 


MACHINERY + AUTOMOTIVE - ELECTRICAL - HARDWARE INDUSTRIES 
440 FOURTH AVENUE * NEW YORK 


Charter CCA Member 


LARGEST CIRCULATION PER ISSUE 
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FOR DETAILS 


Temperature 
Cerrectien 


You re dorned toon — you can 
mote o lot of entre profvebie 


5 cote ¢ pow re prepared to uappty 


-) 
ue» WHITAKER 


mf Age Chart tor Batteries 
: 


Front and back of the Whitaker six-page outfcld insert which can be utilized as a poster 


ten “Qualities” and fifteen “Perform 
ances” for one “Announcing” any day. 
lack of specific 
Hewitt 


Rubber Corporation when it comes to 


And speaking of 


information, nobody beats 


deliberate lacking. This campaign of 


supposed-to-be-funny cartoons built 
around a window washer or somebody 
saying “Don’t 
With Hewitt,’ ” 


What is the Hewitt story for distrib 


Forget to ‘Line Up 


—is meaningless. 


utors—or isn’t there one? 

Just as dopey is the Goodyear head 
line in Mill Supplies—“Want to Sell 
More Belting?” Fortunately, this naive 
question is followed up by “Records 


like this clinch sales.” 


Notes on Margins 
]. T. Baker Chemical ( om pany tea 


tures the calling card of the com 
pany’s representative. Smart idea, be 
cause the card is the first contact be 
yond the advertising—if it’s familiar, 
mightn’t it get him in more often? 
Republic Flow Meters Company. 
“A Completely New Mechanical Flow 
Meter—Not Just Another Model.” Is 
it the words themselves—or the typog- 
raphy that makes this imperative? 
V. D. Anderson Company (Super- 


Silvertop Steam Traps). Please keep 
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this “Eliminate DETOUR 
idea going. It’s worth a lot of plug- 
ging, because it tells your story well. 

Talon, Inc. “ “TALON” 70 to 1°— 
That’s the signature of the ad, not 
“Talon, The “70-1” repre- 


sents the consumers 


Piping” 


Inc.” 
preference of 
among various slide fasteners. 
Whitaker Battery Supply Company. 
Pull-out insert provides opportunity 
to distribute posters in the magazine. 
Dealer is invited to tear out the pos- 
ter, trim on the dotted line, and paste 
up in the window. This is a two-fold 
affair, which leaves three 7x10 pages 
for advertising. Whitaker tells its 
profit story on the first page. The 
other two devoted to 
“Where to Find the Batteries on the 
1940 Cars” (with diagram and list- 
all makes) and temperature 


A quad- 


ruply-useful advertisement: (1) sells 


sections are 


ing of 
correction and age charts. 


the dealer on profit opportunities in 
Whitaker Cable and Rewiring Serv- 
ice; (2) builds good will; (3) gives 
(4) pro- 


vides a sales tool for use on dealer’s 


dealer handy information; 


customers. 

Congratulations to A. R. 
Mogge, president, Arthur R. 
Mogge, Inc., Chicago agency. 
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Automatic Electric. Picks its mar- 
ket out of the general audience: “Only 
Relay Users Need to Read This.” 

Wesson Oil and Snowdrift Sales 
Company. “Here’s a New Name for 
Your Produce Department—The Salad 
Bar.” Good headlines often start with 
“Here’s” but when “Here’s” 
means “we're giving you something,” 
not when it means “up on this pedestal 
is.” Wesson gives a Salad Bar banner 
for front of vegetable bins. 

Hercules Powder Company has a 
four-page insert whose cover belies the 


only 


innards. Typography on the cover is 


severe, text is stiff: “For Chemical 


Progress. Manufacturing industry 
moves forward on —,” 
But the other three pages, giving ex 
amples of Hercules raw materials at 
work, were written by another hand. 
The sketches are amusing, copy light 
as air (one story starts off “Wetting 
agents are wonderful things”). Sam 


you know. 


ple headings: 

“How much of today’s cars are now 
plastics?” 

“Interested in scanty sun suits?” 

“How a match head holds together.” 

“Keeping cows happy is part of our 
business.” 

“Cut product finishing time in half 
with Parlon-Alkyds.” 

Many suggestions of using individ 
ual Hercules products—and a mighty 
send-off for the company itself. 
Excellent job, M. R. Budd and 
F. E. Schmidt, of the Hercules 
advertising staff, and F. B. Dun- 
can and E. I. La Beaume, Fuller 


& Smith & Ross, New York. 
L. S. Starrett Company. Asks “How 


many ways can you use Starrett Dial 
Test Indicator?” Four suggestions il 
lustrated. Right under the headlin« 
is “For suggestions and complete dé 
scription, see Starrett Dial Indicator 
Catalog M1,” which makes sense. 


Benjamin Electric Manufacturin 
et 
vat id 1 
mm 
5 44 
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RESPONSIBILITY 


Real and Immediate 


In all history no individual group of men 
comprising the management and labor of 
ai industry was ever given so vital and im- 
mediate a responsibility as that placed on 
the Machine Shops of America by the new 
military and naval defense programs. 


One group of shops is charged with the job 
f building the machinery and tools re- 
juired for manufacturing the products of 
national defense; and another group must 
itilize this equipment in the actual produc- 
tion of airplanes, guns, ammunition, motor- 
ized units and naval requirements. 


lt is not an exaggeration to say that the 
safety of the United States depends on the 
unity of purpose, the fast mobilization of 


3 


Be Sure to See 


July Machinery— 


Machine Shop 


Mobilization Series 


an 


the collective thought and effort of these 
two groups of American Machine Shops, 
in coordination with the War and Navy 
Departments. 


MACHINERY will keep its shoulder to the 
wheel in a series of Machine Shop Mobili- 
zation Numbers in which will be described 
and illustrated the most suitable machines 
and methods available for producing each 
type of military product. Such information 
will be of untold value to all production 
men and will help to facilitate and speed 
up operations in all shops manufacturing 
military and naval work. 





MACHINERY, 148 Lafayette St., New York City 
ARERR NE IE A AIRES a AIT NR OI TEER 
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Unique spread which appeared in the convention issue of “Electrical World" for Kellems 
Products, Inc., New York, featuring its wire cable holder widely used in the field. The 
feminine touch of Vivien Kellems, chief mainspring of the company, is evident in the illus- 
trations in lower right corner showing how she has adapted the device to hold the house- 
wife's implements for war on dirt, thus opening up an entirely new and extensive market 


Company. “Corn cure” copy all right. 
All the important words are in bold 
face. “FREE DEMONSTRATION in 
your plant or ofhce of FLUORES- 
CENT Daylight LIGHTING as pro- 
vided by the BENJAMIN RLM 
STREAMLITER.” Right under the 
main heading is “Send for Free Bul- 
letin and Details of Demonstration 
Offer.” First words of paragraphs 
are in bold-face caps: LEARN, SEE 
WHY, GET THE FACTS, EXPERI- 
ENCE, LEARN, SEE HOW, FIND 
OUT WHERE. Then a sub-head 
halfway: “Find Out This Quick Way 
How Fluorescent Lighting Can Serve 
You!” Near the end: “Sent Free! 
Two Lighting Bulletins Every Execu- 
tive Should Read!” At the bottom, a 
man holding up the bulletins for you 
to see, and a reverse slug atop the 
coupon: “Request for Free Bulletins 
and Demonstration Details.” Didja 
get any inquiries, Benjamin? 

Sherwin-Williams Company. Nice 
work announcing Kem Save-Lite. Be- 
fore-and-after pix of interiors, with 
indication of the resultant increase in 
foot-candles. Product features dis- 
played in file-card-shaped areas. “It 
Covers with One Coat!” “It Dries 
Overnight!” “It’s Whiter than Ever 
Before!” “It Reflects More Light!” 
“It Applies Easily as Oil Paint!” “Te 
Is Hard, Tile-Like!” 


Facts 

Somehow we like headlines utiliz- 
ing the word “Facts.” Gives us the 
idea this fellow really has something 
And he usually has. 


Allis-Chalmers believes so much in 


to tell us. 


facts that the five letters are printed 
in reverse-on-red two and_ three- 
eighths inches high. The rest is 


58 


“About 


Drives 


Allis-Chalmers Texrope 
How They Help You 

Transmit Power Better ... Easier... 

Cheaper!” Underneath: facts! 

Maybe when a copy-writer puts 
“Facts” up at the top of his manu- 
script sheet, it really inspires him to 
be honest and convincing. Sugges- 
tion, then, for copywriters: Before you 
start anything, type FACTS at the 
top of the sheet. Maybe you'll X it 
out when you’re through, but let it 
direct your fingers while you’re giving 
out! 

That’s what a copywriter working 
for Rohm and Haas Company did. 
Wrote: “Facts About Acrylics,” and 
then went on. Put down some facts. 
They made good reading. 

The M. W. Kellogg Company pre- 
sents “6 Very Impressive Facts” rela- 
tive to its ability to design, prefabri- 
cate and erect piping: “12,614,000 Ib. 
per hr. Steam Generated. 900° F. to 
950° F. Temperature Conditions. 13 
Contracts Awarded.” Etc. 

Johns-Manville puts a number of 
case histories under the masthead 
“Fast on Filtering.” And, in a mas- 
terpiece of short copy, the Association 
of Manufacturers of Chilled Car 
Wheels says: 

A Cold Fact About Chilled Wheels 
Less Rail Abrasion 


The low coefficient of rail abrasion of 
chilled iron wheels not only reduces wear 
of rails but materially decreases train re- 
sistance and makes another important 
contribution to economy of operation. 


Headlights 

“Just a Couple of Lugs . . . Hold- 
an Unshakable Position in Any Set” 
—Cinch Mfg. Corporation. 

“The Brawn Patrol”—International 
Trucks. 


“One Chip of Coal Costs YOU As 
Much As a Diamond . when it 
‘gets set’ in a miner’s eye” —American 
Optical Company. 

“Slept like a top and woke 
$20 richer!”—Edward G. Budd Mfg. 
Company. 

“Patapar? Never heard of it!”— 
Paterson Parchment Paper Company. 

“Heads without brains” (il- 
lustration; book of matches)—Im- 
proved Risk Mutuals. 

“Shredded Ralston Helps You Sell 
Strawberries.” 

“How’s Your Bearings?” Ungram 
matical. How’s yours?—S. K. F. 

“Why Does Hammermill Give You 
§02 Sheets per Ream?” (Answer is 
interesting: extra sheets, top and bot- 
tom, help protect the paper between. 
“When you order a ream of Hammer 
mill Bond, you get a full 500 clean, 
printable, salable sheets.” ) 

“The night I went back to the plant 
I learned something important” (a 
corker)—Cyclone Fence. 

“Tools to Fit Your Needs” (a crop 
per, particularly since it’s another of 
those “consumer-copy” ads appearing 
in Mill Supplies, why, we don’t know) 
—National Twist Drill & Tool Com- 
pany. 

“Most of Our Fan Mail is Blue- 
prints”—American Lava Corporation. 

Boo-OF-THE-MONTH to the Adver- 
tising Manager of The Timken Roller 
Bearing Company for allowing his 
company—which must have a story 
to tell—to be represented by such 
puerile advertising as “The Mirror 
Tells Only a Part of the Story. When 
you are buying a new suit you look 
a long way beyond size, color and 
price. You consider the r-p-t-t—n of 
the manufacturer, the q—I—y of the 
materials,” etc. (The dashes are ours. 

Boost-OF-THE-MONTH: one each to 
two firms we've razzed previously 
American Chain & Cable Inc., has 3 
real idea in: ““Would you lubricate the 
bearings? Then lubricate WIR! 
ROPE! (It has a thousand ‘bearing 
per foot).” Also: Walworth Com 
pany, with a telling headline and sul 
head: “A full sweep of lubricant wit 
every quarter turn of the plug. Wa 
worth Lubricated Plug Valves ha 
only 1 point of lubrication, but 
points of lubricant feed.” We’re g! 
to see these companies talking abo 
lubrication without putting on t! 
old oil. 

THe Copy CHASERS. 
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Grandma’s sure fire remedy has been . 
; ; However, new ways of processing the oil have 

going places and doing things. In 7 

erie been developed and now ‘‘dehydrated”’ castor 

Furopean politics it has served a useful 


; — oil is big news with paint and varnish men. It's 
purpose as a pursuader in lining up 





followers for a well known dictator. 
But more recently castor oil has been 
making the headlines as a factor in our 


paint and varnish industry. 


MPORTED oils have been vital necessities in 


our domestic industry. Chief among these 


has been “China wood” oil, brought in from 


Chinese sources. Even before Japan stepped 
into the picture we were having our troubles 
and hunting for substitutes. But with one 
Oriental helping another Oriental we began to 


have trouble in earnest. 


far-sighted investigators had seen the trouble 
coming and had begun to test and experiment. 
Here was castor oil, with large domestic pro- 
duction possible . . . a factor of increasing im- 
portance as the world turned to arms. But the 
oil wouldn't dry well and so it couldn't replace 


the imported product 
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big news in Texas where they are piling up the 
acreage. And down in Brazil they are planting 


castor beans and figuring on three crops a year. 


Here again we see that familiar team — the 
engineer and the chemist— scoring another 
success. Another ‘natural monopoly”’ goes the 


way of others. 
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FOR SOMEBODY! 


From pages such as these, alert readers 
catch the hint of money making possibilities. 
Starting with the basic facts and figures 
which we furnish, experts push on to the 
application of new ideas. Out of their work 
may come a new product, a new process or 
perhaps a new industry. 


Such pages as these played the lead off role 
in the development of plastics, the new 
synthetic rubbers and scores of other equally 
important products. Pages like these pay 
dividends — and hold an increasing audi- 
ence of important readers. 
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Significance of NIAA 


Membership Roster 

@ ONCE MORE Inousrriat MarkeTING is 
privileged to publish the membership roster of 
the National Industrial Advertiser Association 
which requires twenty-eight pages of this issue. 
The association has a total membership of 1,470. 

The NIAA is the largest advertisers’ organiza- 
tion in the world, although not the oldest. Its 
rapid growth is testimony to the important 
function it renders in connection with the mar- 
keting of the nation’s industrial goods. This 
activity consists primarily in the development, 
through exchange of ideas and experiences, of 
effective methods for promoting the sale and 
selling the output of the country’s industrial 
manufacturers. Since selling, rather than pro- 
duction, has become the problem facing indus- 
try, the great need for practical knowledge in 
marketing has drawn together this great body of 
men and women for mutual assistance. A quick 
glance through the company index of the roster 
will find listed the largest companies in the coun- 
try; and among the list of members will be 
found many names which are well known be- 
cause of outstanding achievement in the adver- 
tising and marketing field. 

If, as has frequently been said, the economic 
future of this country depends upon the activity 
of the industrial goods industries, then listed in 
the NIAA membership roster are those individ- 
uals entrusted with the responsibility of main- 
taining this country’s economic position in the 
world through more effective and economical 
distribution. Thus, the leaders of this country 
may realize the true significance of the National 
Industrial Advertisers Association and the ex- 
ecutives of business and industry may feel proud 
to have their advertising and marketing men af- 
filiated with an organization of such importance 
and should urge their fullest participation in its 
activities, 


Preparing the 

Newcomers in Business 

@ ANOTHER great crop of potential business 
people have been graduated from the schools of 
higher learning of this country and are now 
seeking employment in business and industrial 
companies. A large number of these will enter 
fields in which the average industrial advertiser 
has a great deal at stake, and to varying degrees 
will become new buying influences. This annual 
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occurrence presents the advertiser with at least 
two problems which few of them seem to 
recognize. 

The immediate problem, now that graduation 
exercises are over, is the one of feeding these 
new men in industry with proper and adequate 
information regarding the advertiser’s products 
and their correct application or use. If the prod- 
uct literature and catalogs are not already writ- 
ten in language which will be understandable 
to the novice, then they might well be revamped, 
as simple English is the only kind which has a 
place in business because it is the only kind that 
can be understood by all. It is also because of 
these and other new men continually coming 
into industry that the advertiser should never 
take for granted that everyone reading his copy 
is fully acquainted with the fundamental facts 
regarding his product and for that reason omit 
them. 


The other problem which is brought to mind 
at the close of the scholastic year is that of ac- 
quainting the student with products he will 
work with when he enters the business world. 
The need for this was revealed sometime ago by 
a survey among engineering students which 
showed that only a small percentage were fa- 
miliar with the leading manufacturers of prod- 
ucts of their profession. Now would be a good 
time to start planning a campaign to correct 
this weakness in the graduates of a year hence. 


Changes in Judging 
NIAA Panel Exhibits 


@ THE COMMITTEE in charge of the pane! 
exhibits of advertising material at the NIAA 
Detroit Conference has announced radical 
changes in classification of entries which seems 
to be a step in the right direction. Instead ot 
by product classification, panels will be grouped 
for judging by kinds of advertising material, 
and further by small or large appropriations. 
With publication ads, direct mail, catalogs, and 
house organs competing against their kind, this 
will eliminate a great injustice which has been 
common in previous years where a display 0! 
beautiful house organs, for instance, overshad 

owed a more drab group of publication ads, a! 

though the latter carried greater selling powe: 

The other provision for grouping according 

appropriation likewise will overcome an equal! 

obvious injustice. and the committee is to | 

commended for taking these forward steps. 
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FOR FOITORIAL ACHIEVEMENT 
1 ¢ QY 2 9 
Awerd of Merit te 
The Fron Age 
tor the beet single articte or editertes 
pabliched during the twelve months 
ending August |, 1959 


'0 the second eases! rompetitien 
randeried by 








Typical awards which were presented last year to sixteen business paper editors at the New York Conference of the N.I.A.A. in “Indus- 
trial Marketing's” second annual competition for editorial achievement. A total of 284 entries were made by 125 individual publications 


August 1 J4 Deadline for Entries in 


Editorial Comnelition 


@ AUGUST FIRST is the deadline’ 
tor entries in INDUSTRIAL MARKETING’S 
Third Annual Competition for Edi- 
torial Achievement and already many 
packages of material are being re- 
ceived by the Contest Secretary. Aill 


business papers in the United States 
ind Canada are eligible and may enter 
’ 1s much material as is appropriate in 
| any or all of the five classifications. 
. No entry blanks are needed. Merely 
| Se your material to the Contest 
Secretary, INDUSTRIAL MARKETING, 
| 100 East Ohio St., Chicago, together 
. w a letter or statement for each en- 

try outlining clearly and briefly the 


objective of the material and offering 


evidence of results. All materials must 
h appeared during the twelve 
months prior to Aug. 1, 1940. 

1¢ first award and two awards of 
me:it will be made in each of the fol- 


l¢ g classifications: 


For the best series of articles or 


ediiorials, or general editorial cam- 
around a definite objective. This 
may be a series running over a period 


of «me or combined as related articles 
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in one issue to fully treat a subject. 

2. For the best single article or edi- 
torial pertinent to the advancement 
and welfare of the field served by the 
paper. This may be a technical ar- 
ticle, or an article or editorial treat- 
ing a problem confronting the indus- 
try and suggesting a solution. 

3. For the best pictorial reporting 
job, either of a news nature or that 
of telling a story exclusively with pic- 
This 


tion is established to stimulate greater 


tures and captions. classifica- 
use in business papers of this tech- 
nique popularized by picture maga- 
zines in the general field. 

4. For the best employes relations 
This may be one 
or more articles or specific editorial 


editorial program. 


program designed either as an indus- 
trial relations job for the industry 
served by the publication or to en- 
courage and supply useful material 
and ideas for business paper readers 
to use in their own employes relations 
work. 


§. For the greatest improvement in 
typography, format and general ap- 


pearance with regard to functional 
design and appropriateness to the edi- 
torial services rendered. Recognition 
of refinements in publications of estab- 
lished quality appearance will be given 
in the honorable mentions. 

The jury of awards will comprise 
two advertising managers, two agency 
executives, and an authority on de- 
sign and layout in the graphic arts as 
follows: Harry Neal Baum, manager 
advertising and publicity, Fairbanks 
Morse & Co., and past president, Engi- 
neering Advertisers Association; W. 
D. Murphy, 
Sloan Valve Company, and vice-presi- 
dent, National Industrial Advertisers 
Association; Ben D. Waldie, Behel and 
Waldie, Chicago agency; W. I. Brock- 
son, vice-president, Commercial Ad- 


advertising manager, 


vertising Agency, Inc.; and Douglas 
C. McMurtrie, director of typography, 
Ludlow Typograph Company. 

Announcement of the awards and 
presentation of the trophies will be 
made at the Detroit Conference of the 
National Industrial Advertisers Asso- 
ciation, Sept. 18-20. 
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ROBLEMS 
IN INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





Decentralized Advertising? 
1 wonder if you would help me 


gather information on recent success- 
ful trends in the field of decentralized 
advertising. Right now, I am at- 
tempting to find specific information 
on how companies are localizing their 
advertising and how they are working 
with their distributors and dealers with 
localized efforts. 

Probably you have published infor- 
mation on this subject in your own 
magazine and can refer me to the 
exact issues where it is to be found. 
If not, you might have suggestions 
which would lead to articles or data 
to be found elsewhere. 

ADVERTISING DEPARTMENT. 

Manufacturers have been slow to de- 
centralize their advertising because to 
develop advertising from one point on 
a national basis has always been the 
easier method. However, of recent 
years, companies selling to the consum- 
ing field have been so successful with 
their localized point of sale methods, 
that those selling to industry have 
started to follow suit. Even concerns 
selling from plants in different sec- 
tions of the country have made a great 
effort at each point to become a part 
of the community. Local letter heads 


are used and even national mail is 
often shipped to the local plants for 
mailing. 

It is only a matter of a few years 
back when 


through distributors and dealers, sent 
their literature as is, requiring the dis- 


manufacturers _ selling 


tributor to a rubber 
mark the literature with his name and 
address. Today, practically all ag- 
gressive manufacturers realize that the 
distributors like to have 
their own name featured prominently 


on the first page of advertising liter- 


use stamp to 


and dealers 


ature they are using. 

Some companies have even incorpo- 
rated their advertising into four-page 
letter heads which they furnish to the 
dealers. In this way they are fairly 
sure of having their story ‘reach the 


ultimate customer. Special advertise- 


ments are prepared for local magazines 


64 


and newspapers featuring the distribu- 


tor’s name; complete advertising cam- | 


paigns are prepared featuring the dis- 
tributor’s name, and only featuring 
the manufacturer’s product. 

On many occasions the manufac- 
turer will do the addressing and mail- 
ing if requested. The expense for this 
advertising is usually divided between 
the manufacturer and the distributor, 
though in some cases the manufacturer 
pays all. One general weakness comes 
from the fact that the manufacturer 
does not always see that the distribu- 
tors’ salesmen tie in with the campaign 
and make the most of it. 

A manufacturer’s help without the 
enthusiastic codperation of the dis- 
tributor’s sales organization, is usually 


wasted. 


Making the Most of 


Feature Advertisements 


We have two important buying 
seasons at which time we usually use 
four-page inserts in the business press. 
However, the cost of preparation is so 
high compared with the cost of space, 
that we have been worried about our 
investment. Have you any suggestions 
that will help me defend the expense? 

ADVERTISING MANAGER. 

If the job is done well, there should 

be no need to defend your expenditure. 





Too many times a company fails to 


get attention by trying to be econom- 
ical. Here is one way, however, that 
would help you realize a greater value 
for the money spent. 

Purchase additional copies of your 
four-page insert and send these with 
a personal letter to customers and 
for emphasis 


prospective customers 


and repetition value. In this way you 
are more sure to have made an im- 
pression and your cost per unit will 


be lower. 


Will Customers Keep 
Catalogs Up-to-Date? 


One of our clients has been supply- 
ing loose leaf binders containing price 
information and data on their equip- 







Alert to 
the Needs 
and Problems 
of These Times 





Another Important 
Reason Why 


ie 
“ee 


ELECTRICAL 
WORLD... 
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POWER OUTPUT CLIMBING 
ACCELERATING . .. UTILITIES SPEEDING TWO MILLION NEW 
KILOWATTS OF CAPACITY INTO SERVICE THIS YEAR...TWO MORE 
MILLION, PLUS, ALREADY ON ORDER FOR a1...why? 


Because the needs of national defense. 


coming atop the normal industry growth, are 
bringing new peaks of energy consumption, new 
demands in service reliability, new concepts of 
usefulness to the electrical industry. 

ELECTRICAL WoRLD also has an enlarged role 
to perform in this war-stimulated era we are 
living through. Electrical men are hungrier than 
ever before for the news of their business. They 
want down-to-earth information on operating 
methods that fit the needs of today’s accelerated 
pace. They want realistic data on the. nation’s 
power resources. They want an editorial diet 
that is stimulating, and really helpful. 

“WORLD” editors are doing plenty of overtime 
in meeting these specifications. Reader service 
has been expanded. Because power distribution 
is so fundamental, extra pages are being added 
to each regular issue to accommodate a series of 
feature articles on “Programmed Distribution” 
(starting in the issue of July 13). “Worvp’s” 
own sizable staff has now been extended 
through McGraw-Hill’s National Defense Edi- 
torial Board, whose purpose is to give industry a 
speedy, thorough service in reporting and inter- 
preting the industrial news of national defense. 
A long-experienced editor has been added to the 
Washington Bureau for this single purpose. 

‘0 we speed ahead with our industry. There’s 

‘tt of business in the making for electrical 


manufacturers, more and more reason for keep- 


No. 10 of a series of factual messages designed to demonstrate that GOOD ADVERTISING 
in 4 leading business publication will invariably produce worth-while sales results 
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. »- MANUFACTURERS’ SALES 


ing your product story conspicuously before 
the “WorLp” audience. Not in a long while have 
we been able to say so confidently that “GOOD 
ADVERTISING PAYS IN ELECTRICAL WORLD" 


—advertising that is packed with buyer informa- 





tion — advertising that really SELLS// — “Tell- 
All” advertising. 


Electrical World 


























Write for your copy of this booklet describing nell 
scope and purpose of the new series of feature articles. 


ELECTRICAL WORLD 


Serving a Huge and Ever-Growing Market 
A McGRAW-HILL PUBLICATION, 330 W. 42nd ST., N.Y.C. 
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ment to customers and prospects. Both 
they and ourselves have a feeling that 
new material is not inserted in these 
binders and are considering putting 
out a catalog at more frequent inter- 
vals with the material bound in. 

We have read with interest your 
article in the August, 1939, issue of 
INDUSTRIAL MARKETING which has a 
bearing on the above mentioned sub- 
ject. However, we are wondering if 
you would be good enough to write 
us, Ziving your Opinion and advice on 
our specific problem. 

ADVERTISING AGENCY. 
A fair proportion of dealers or cus- 





tomers will keep loose leaf catalogs 
up to date if it is sufficiently to their 
advantage to do so. In the case of 
some manufacturers, description, price 
information, etc. is so important that 
the dealer or customer cannot get 
along without the very latest informa- 
tion. In these situations a good per- 
centage of them will do the work. 
However, generally speaking, cus- 
tomers and prospects of the average 
manufacturer are not sufficiently in- 
terested to keep the loose leaf data 
book up to date. They may tell the 
salesmen they will do so, but general 





“For Publishing Achievement 
1938—First Award 


“For Editorial Achievement 
1939— Award of Merit” 


Such Quotations 
TELL ALL 


That 


AUTOMOTIVE INDUSTRIES 


ls At the Top 


Add to this the fact that during its first year as a 
semi-monthly magazine AUTOMOTIVE INDUSTRIES 
carried better than twice the space per average issue, 
in less than half as many issues—and you have a rather 
complete story for the members of the N. |. A. A., and 
other students of editorial and advertising value. 


AUTOMOTIVE 


INDUSTRIES 


A CHILTON Publication 


Chestnut and 5éth Sts. ® 


Philadelphia, Pa. 
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experience has taught that not enough 
of them keep the books up to date to 
pay to send out the current material. 

Some manufacturers, in an effort to 
overcome this problem, sectionalize 
their material so that there may be 
only six or eight sections in a loose leaf 
binder. This cuts down the frequency 
of putting new material in the book, 
and simplifies the job. 


[CONTINUED FROM Pace 29] 


Trane Buying Promotion 


part of the Trane promotional picture. 
Trane products are represented in 
Sweet’s Engineering and Architectural 
Catalog Files, the Heating, Ventilating 
and Air Conditioning Guide, Refriger- 
ating Data Book, and the Car Builder’s 
Cyclopedia. This latter is devoted to 
the railroad industry and, consequent- 
ly, is used to bring Trane railroad air 
conditioning equipment to the atten- 
tion of the engineers, draftsmen, de- 
signers and manufacturers for that 
great industry. Trane railroad air con- 
ditioning products are in use on many 
of the nation’s largest transportation 
systems. Asa matter of fact, the spe- 
cialized requirements of the transpor- 
tation field, buses as well as railroads, 
are met by special Trane transportation 
equipment sales offices at Chicago and 
La Crosse. The Advertising depart 
ment furnishes these offices with liter 
ature and data material in accordance 
with the regular Trane program—al 
though this, of course, is of a special 
ized nature. 

The Press Relations Division of the 
Trane advertising department also de 
serves mention. Its function is to 
keep editors supplied with news of 
company developments, new products 
and expansion. As a public informa 
tion bureau this division answers 4 
wide variety of air conditioning “fan 
mail,” requests for data, facts, figures, 
and further material on this and that, 
and even has assisted a college stv- 
dent in writing his thesis. 


The sum and substance of such a: 
advertising program is reflected in the 
growth of The Trane Company. Nine- 
teen thirty-nine sales hit a new hig! 
Two new additions to Trane Plant No 
2 at La Crosse were erected during 
1939. Several new branch offices were 
organized. We in the advertising <e- 
partment like to feel that we are play- 
ing an important role in building Te 
Trane Company through advertising. 
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EXTILE WORLD Directs Your Textile 
Iduertising te YOUR TEXTILE MARKET 
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9.9% of the employee-activity 
of the industry is represented by 
58% of the mills. 


90.1% of the employee-activity 
of the industry is represented by 
42% of the mills. 























HERE ARE 5,784 establishments in the important textile 1,040 each employ from 6 to 20; 

industry according to the 1937 U.S. Census of Manu- 378 each employ from 1 to 5; 

tures. 93 are “owner-operated” with no wage-earners; thu 
BUT — please don’t let’s kid ourselves! They’re 3,320 establishments (58% of the total) represent 9.97 

tall like the establishment pictured here. of the employee activity of the industry. 


To be exact. again quoting U. S. Census figures: 
 ] oe] tw) 


3] textile establishments each employ more than 2.500 TexTILE Wor.p, being edited for mills that hav 

workers ; problems of production, maintenance, management, meth 
1% each employ from 1,000 to 2,500; ods, merchandising, personne!, power and all the prob 
45 each employ from 500 to 1,000; lems common to real mill operations, naturally has it 


29 each employ from 100 to 500. . . thus circulation concentrated in those mills which represen 
4 establishments (42°. of the total) represent 90.1% the major portion of the activity of the industry — 


of the activity of the industry. , . ; ; ’ 
ies , y Mills which do the bulk of the industry’s buying — 


Of the remaining establishments: mills which hold out greatest chance of real business fo 
18 each employ from 50 to 100 workers: you whether they be big mills or groups of mills or littl 


31 each employ from 20 to 50; mills which are “real” mills, aggressively managed. 


Obviously, therefore. TEXTILE Wor Lp is in ideal po- 
sition to carry your product or service message to the ac- 
tive textile mills of America; which, while not 100% of 
the establishments enumerated in Census statistics, repre- 
sent, chances are, 100% of your textile market. 






NO NEED to copy the market 
statistics given above. This 
information about the textile 
market is available in the 
form of a data page for your 
Textile World Market and 















Would you like to know more about the 







workings of a textile mill? Write for “Little 











|LE WORLD does the Trips Through the Plants of Key Companies — 








bolos sas : a : Media file folder. If you hove 
see = yy F No. 3°. A copy will be mailed promptly with- net received your copy ef this 
industry. Its circulation | out obligation. handy file folder, drop us a 






m_ «(Cl porallels the indus- 


line today. We'll be glad te 
try’: activity curve. 


send you one complete with 
morket data sheets released 
te date. 
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Trends 


A review of conditions within industries which influence industrial 


marketing procedure, written by editors of business papers 





Pulp, Paper Industries 


Stimulated by War 
@ RECENT 


domestic pulp has brought about im- 


increased demand for 


portant increases in pulp prices. Paper 


prices also have advanced. 






F WATER 


ive field, offer manufacturers 





vices. 


MA A.B.C-A.B.P. 


Let us show you how we can help to build your sales! 


CASE-SHEPPERD-MANN PUBLISHING CORP. 
24 W. 40TH ST.. NEW YORK 





ROUNDING OUT 
THE MUNICIPAL 
ENGINEERING 
PICTURE 


Announcement 


of the change of name of MUNICIPAL SANI- 
TATION to SEWAGE WORKS ENGINEERING 
rounds out the picture of comprehensive cover- 
age of the important municipal engineering field 
by the Case-Shepperd-Mann Publications. 


WORKS 
NEERING, SEWAGE WORKS 
ENGINEERING and FIRE EN- 
GINEERING, 


standing leader in its respect- 


each the out- 


a concentrated, 
type of readership available in 
no other publications. 


Each serves a field which is 
as broad as the country, and as 
stable as these essential ser- 


Pulp mills are flooded with orders. 
Paper mills are unusually busy. 

Buyers from foreign countries are 
looking to the United States for both 
pulp and paper as well as for process 


equipment and supplies necessary for 












ENGI- 


specialized 


A.B.C.- A.B.P. et 
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the processing of such production. 


More newsprint paper was made by 
United States and Canadian mills dur- 
ing the month of May than in any 
single month previously. Shipments 
from these mills were even greater 
than the production. The productio: 
for the month amounted to 413,77( 
tons ; the shipments, 423,353 tons. 

Pulp imports from Europe for the 
first four months of 1940 have been 
on a sharp decline. Actually, these 
imports by months and by kinds of 
pulp were as follows: 


Mechan- 

Month ical Sulphite Sulphate Other 
January .. 6,516 101.859 91.041 1,358 
February . 2,808 60,097 37,688 
March . 7,768 10,859 


April 432 17,780 19,321 

To practically no extent has this 
loss in imports been made up by im 
ports from Canada. The only notice- 
able increase in imports from Canada 
has been in the case of sulphite pulp, 
an increase from 28,921 tons in Jan 
uary to 47,355 tons in April. 

Paper inventories have been de 
creasing even with increased paper 
production. 

New machinery, as well as additional 
supplies and raw materials will be re 
quired by the industry as a whole in 
the months ahead if it is to meet its 
present demands for pulp and paper. 
—Harry E. Weston, Editorial Di 
rector, The Paper Industry and Paper 
World. 


Industrial Building Leads 
Defense Construction 

@ THE FIRST EFFECT on engi 
neering construction of the situation 
produced by the war is a sharp increas 
in industrial building. The high June 
total reported by Engineering News 
Record, $51,130,000, has been exceed- 
ed only once in the past ten years. 

This June total brought industrial 
buildings to $222,400,000 for the 
first half of 1940, a figure exceed 
ed only once in the eleven years since 
1929. The 1940 six-month total moré 
than doubled the volume for the first 
half of last year, and is two and on 
half times greater than in 1938. 

The $15,000,000 powder plant 
Memphis to be built by du Pont ens 
neers is the largest single industrial 
project on the war spending list but 
work began also on an $8,000,000 « 
pansion program for Pratt & Whitne: 
Aircraft Division, United Aircra! 
Corp. Canada, too, has seen a great 
spurt in industrial plant constructio: 


oO 






TESTED 





More than 10,000 American 

will be producing armaments fa 
defense, many making major shi 
commodate the new products. Uné 
thousands of other plants will be 
essential tools, accessories, and suppl 
Both groups must be served by the indusiric 
distributor. 

MILL SUPPLIES, as the source book of 
ideas for industrial distributors, will devote 
its 1940 Annual Sales Guide Number, pub- 
lished in September, to “The Distributor's 
Part in Industrial Mobilization.”” Developing 
this theme will be a number of specialized, 
authoritative articles discussing industrial 
mobilization, the distributor's place, types 
of armament-building plants, where they 
are, and what they buy. 

Take advantage of this opportunity to 
give your distributors’ salesmen more factual 
data about your preducts so that they can 
do a better, more intelligent, job in selling 
for YOU during this emergency. 

Forms close Sept. 1 for color, Sept. 3 for 
black-and-white. 


MILL SUPPLIES 
330 W. 42nd St., New York, N. Y. 


A bic GRAWHHILL PUBLICATION 


= a 
READERSHY, 







































which included an $8,000,000 shell 


filling plant in June. 


Paper and pulp plants, machine tool 
plant extensions are in the forefront 
of this new industrial construction. 
The volume to date is only a start, al- 
though plants built today are more 
efficient than at any previous time and 
provide greater capacity at smaller 
capital investment. Some machine tool 
capacity increase is being provided by 
changes in shifts and management and 


will not require major new building. 


Experts estimate that new indus- 


trial capacity needed for full defense: 
§0,000 airplanes, independence of nat- 
ural rubber, munitions and a two ocean 
navy, will require plant expenditures 
as follows: 

Airplane, engine and pro- 

peller plants. $500,000,000 
Synthetic rubber 


plants 150,000,000 
Powder plants 300,000,000 
Ship yards 200,000,000 


In addition to industrial works, de- 
fense construction opened up on con- 
tinental United States with the $23,- 


87 EXECUTIVES REPLIED TO R. A. 


advertisement - 


IN DUN’s REVIEW 


— 


4 
yi R. A. Company (leasing auto- 


mobiles for salesmen) ran a one-half page advertisement in the April 


1940 Dun’s Review. By May 15 there had been received 87 letters in 


reply. 


More than half were from manufacturers; all but a few were 


from large companies; corporate executives predominated. 


Repiies py Type An 


Manutacturers 

Wholesalers 

Financial (banking, insurance, etc.) 
All Others, etc. 


Totals 
Repuies py Tires AN 
Mt WwW 
Presidents 7 
Owners, Partners 2 
Vice Presidents 7 
Secretaries s 
Treasurers 2 
General Managers , 
All Others, ete. 2 
Totals 54 


D 


SIZE OF CONCERNS 

34 UI 9 54 

10 10 I 2 

y y 

I 2 3 

45 21 21 87 
Type or CONCERNS 

4 1 ANK I 
INSURAN( ETc.) THERS 

I 13 

3 I I! 

I Q 

I II 

4 

5 

3 2 34 

9 2 87 


Thirty States are represented in the replies. 


For further evidence of reader responsiveness, circulation facts, adver- 


tising costs, etc., 


2900 Broadway, New York, N. Y. 


address the Advertising Department, Dun’s Review, 
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B. V. Jones, Link-Belt Company, Chicago 
presided at the direct advertising confer- 
ence at the AFA convention in Chicago. 
L. Rohe Walter, Flintkote Company, New 
York, addressed the meeting on “How to 
Build Better Employe, Trade, Stockholder 
and Public Relations by Direct Advertising’ 


000,000 Naval Air Base at Corpus 
Christi, Texas, awarded on a cost plus 
fixed fee basis without taking bids 


This is common practice on private 





work but unusual on public work and 
provided for on this defense construc 
tion by special legislation. 

This faster tempo and increased vol 
ume on industrial building and more 
direct awarding of contracts for public 
defense works illustrate the need in 
this market of flexible selling which 
can quickly take full advantage of 
these 
Eaves, Director of Market Surveys, 


new developments. — Ets 


Engineering News-Record. 





Pennington Heads 
Pittsburgh Ad Club 


Fred W. Pennington, Westinghouse A 
Brake Company, has been elected presi 
dent, Pittsburs 
Advertising Clu 
Other officers ar 
First vice-preside¢ 
Einar Rygg, G 
Oil Corporati 
second vice - pré 
dent, C. R. Moffatt 
U. S. Steel C 
poration; secreta 
J. A. Cullison, N 
tional Fireproot 
Corporation; tré 
urer, Eric G. J 
son, Penn Mut 
F.W.PENNINGTON Life Insura: 

Company 

Elected to the board are: D. J. Cou 
Chatfield & Woods Company; R. R. ! 
vis, Westinghouse Electric & Mfg. C 
pany; David A. Wolff, Edward L. W 
gand Company; Forrest C. Lydic, All! 
& Cory Company; Allen K. Shenk, W 
Hill Company, and Herbert Briggs, 
Philadelphia Company 
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TERRY MITCHELL 


s 
tise 
ore 


clu 


W. D. MURPHY 


Vice-President 


E. J. GOES 


Vice-President 
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H. S. VAN SCOYOC 


Vice-President Vice-President 


sone 











CHARLES McDONOUGH 


President 








R. P. DODDS 


Vice-President 


H. V. MERCREADY 


Vice-President 


R. L. TOWNE 


Secretary-Treasurer 


M. R. WEBSTER 
National Head- 
quarters Secretary 


INDUSTRIAL ADVERTISERS 


NATIONAL 


[HE National Industrial Adver- 
s Association is the only national 
nization devoting its efforts ex- 
vely to the advancement of indus- 
marketing and advertising tech- 


The 


ymprised of twenty chapters, in- 


and practice. association 
ng two in Canada, in the import- 
ndustrial and distribution centers 
e country. 

membership includes advertis- 
sales promotion and sales mana- 

staffs, 
business 


and members of their 


y account executives, 
representatives and service or- 
itions, all interested in selling 
oducts of the durable goods in- 
es. Membership in a local chap- 
ludes membership and all privi- 
f the national association. Where 
t chapters have not been or- 
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ASSOCIATION 


ganized, “‘members-at-large” receive all 
association benefits. 

The NIAA was organized in 1922, 
by a group of men headed by Keith J. 
Evans, advertising manager, Joseph T. 
Ryerson & Son, Inc., Chicago, who had 
been meeting in local groups and 
felt the need for wider exchange of 
ideas and experiences, and united ac- 
The organi- 
zations which joined in this move were 
the Technical Publicity Association, 
New York; Engineering Advertisers 
Association, Chicago; and Milwaukee 
Association of Industrial Advertisers. 
From this the NIAA has 
grown to twenty chapters with a com- 
bined membership of over 1470 as 
In scan- 


tion for mutual benefit. 


nucleus, 


listed in the following pages. 
ning through the membership roster, 
one cannot help but be impressed with 


the character of men and women mak- 
ing up its membership and the com- 
panies they represent. INDUSTRIAI 
MarKETING is indebted to the Board of 
Directors of the NIAA for the privi- 
lege of publishing the roster, a desire 
motivated by the thought that perhaps 
many advertising and marketing exec- 
utives in the industrial field fail to 
realize the benefits to be gained by 
affiliation with the NIAA and will get 
a new idea of its value when they see 
who constitute its officers and mem- 
bership. 

The association maintains a national 
headquarters office at 100 E. Ohio 
St., Chicago, in charge of Mildred R. 
Webster. The officers of the associa- 
tion are shown in the accompanying 
illustrations. The district chapters 
and their presidents are as follows: 
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Boston: Technical Advertising Associa 
tion; K. R. Sutherland, partner, Suth 
erland-Abbott 

Cuicaco: Engineering Advertisers Asso- 
ciation; Frederic I. Lackens, advertising 
manager, The Hays Corporation, Michi- 
gan City, Ind 

CINCINNATI: Cincinnati Industrial Adver 
tisers Association; George F. Mathews, 
advertising manager, The Lunkenheim 
er Company 

CLEVELAND Industrial Marketers of 
Cleveland; H. W. Fortey, advertising 
director, Warner & Swasey Company. 

Detroit: Industrial Marketers of Detroit; 
Tom Moule, account-executive, Seiler, 
Wolfe & Associates, Inc 

GETTYSBURG, PA.: The Mason-Dixon In 
dustrial Advertisers; Frank W. Pensing 
er, advertising manager, Landis Tool 
Company, Waynesboro, Pa 


INDIANAPOLIS: Indiana Association of In 
dustrial Advertisers; H. L. Martin, ad 
vertising manager, Diamond Chain & 
Mfg. Company 

Los ANGELES: Industrial Marketers of 
Southern California; M. R. Klitten, ac 
count executive, The McCarty Com 
pany 

MILWAUKEE: Milwaukee Association of 
Industrial Advertisers; Robert L. Ham 
ilton, sales manager, The Dumore Com 
pany, Racine, Wis 

MONTREAL: Technical Advertisers Asso 
ciation of Montreal; F. A. Mc Lean, pub 
licity manager, Canadian Ingersoll 


Rand Co., Ltd 


New Jersey: Industrial Marketers of New 
Jersey, Newark; F. H. Pinkerton, sales 
promotion manager, Mechanical Goods 
Division, United States Rubber Com 
pany, New York 

Technical Publicity Ass 

Lydiard, Alan B 


New Yor«k 
ciation; Keith B 
Sanger Agency. 

PHILADELPHIA: Eastern Industrial Adver 
tisers; Walter H. Gebhart, manager of 
sales, Industrial Division, Henry Disston 
& Sons, Inc 

PITTSBURGH: Industrial Advertising Coun- 
cil; K. E. Kellenberger, advertising man 
iger, Union Switch & Signal Company, 
Swissvale, Pa 

Sr. Louts: Industrial Marketing Council 
Clifford F. Boyer, president, Kwick-Kut 
Mtg. Company, Inc 


Industrial Marketers of 
Wank, 


SAN FRAN( Isco 
Northern Cadifornia; Melville E 
Wank & Wank 


Totepo: Toledo Industrial Advertisers 
Club; Philip Linne, advertising manager, 
Owens-Corning Fiberglas Corporation 


ToRONTO: Industrial Advertisers Associa 
tion of Ontario; John A. Galilee, as 
sistant advertising manager, Canadian 
Westinghouse Co., Ltd., Hamilton, Ont 


YOUNGSTOWN: Youngstown District In 
dustrial Marketers; Paul L. Callahan. 
assistant manager advertising and sales 
promotion, Truscon Steel Company 

WESTERN New ENGLAND: Industrial Ad 
vertising & Marketing Council: E. V 
Creagh, sales promotion manager. Amer 
ican Chain & Cable Company, Inc.., 
Bridgeport, Conn 


District chapters meet once or twice 
a month for clinic sessions, round table 


discussions, or to listen to speakers on 


interesting ind important subjects. The 
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NIAA holds an annual conference; 
this year it is to be held September 
18-20, at Hotel Statler, Detroit. The 
annual conferences enable members to 
meet each other personally and ex- 
change ideas in many clinic sessions 
which are growing in popularity as a 
feature of the conventions, in addition 
to addresses on the various phases of 
industrial advertising and marketing 
by authorities in their fields. The 
friendship which develops 
among members is not the least in 
value of benefits received. 

The National Industrial Advertisers 
Association has many committees 
which study various problems and ac- 
tivities of industrial advertisers and 
membership 


personal 


make reports to the 
throughout the year. Among these ac- 
tivites are surveys on direct mail, cata- 
logs, motion pictures and slide films, 
advertising budgets, publication rate 
fluctuations, publishers’ statement 
forms, and many others which form 
the only comprehensive data available 
on the subjects. 

The association is guided by definite 
aims and objectives which may be 
summarized as follows: 





], To extend the service and aug 
ment the influence of the various di 
trict groups in common marketin 
problems. 

2. Toestablish, standardize, and in 
prove modern practices in advertisin 
and selling to the industrial market. 

3, To support unequivocally the d 
sirable principle of truth in advertis 
ing, avoiding misrepresentation and 
falsification. 

4, To aid in obtaining governme: 
coéperation in the compilation and di 
semination of industrial marketing 
data. 

5. To create a medium of free in 
terchange of ideas, methods and plans 
among district associations, their mem- 
bers, and members-at-large. 

§. To stimulate and encourage the 
organization of district industrial ad- 
vertising groups in other industrial 
centers. 

7. To assist in codrdinating and 
marshalling the forces of business for 
better public understanding. 

8, Last but perhaps most import- 
ant, to help each member become more 
useful and valuable to his own com- 


pany. 


NIAA Membership Roster 


For listings by company affiliations, see page 95 


All members are classified as Active Members except those whose names are pre- 


ceded by an asterisk (*), who are Associate 
members belong are designated by the figure 
which indicate as follows: (1) Boston; (2) Chic. 


ybers. The chapters to which the 
rentheses following their names 
) Cincinnati; (4) Cleveland; (5) 


Milwaukee; (6) New York; (7) Philadelphia; (s) tittsburgh; (9) St. Louis; (10 


Youngstown; (11) New Jersey; (12) Detroit; 


apolis; (16) Gettysburg; (17) Montreal; 


(13) Toledo; (14) Toronto; (15) Indlan- 
San Francisco; (19) Los Angeles; (20 


Western New England; (A) Member-at-Large 


A 


*ABBINK, JOHN, Pres., Business Pub- 
lishers International Corp., 330 W. 
42nd St., New York. (A) 

ABBOTT, PAUL M., Partner, Suther- 
land-Abbott, 234 Clarendon St., 
Boston. (1) 

*ACHESON, H. Stuart, Adv. Mer., 
Combustion Publishing Co., Inc., 
200 Madison Ave., New York. (6) 


ACKLIN, JAMES M., Sales Dept., Acklin 
Stamping Co., 1925 Nebraska Ave., 
Toledo. (13) 

ApaAMs, F. E., Buchanan & Co., Inc., 
1501 Broadway, New York. (6) 
“AHRENS, J. F., The Penton Publish- 
ing Co., 110 E. 42nd St., New York. 

(6) 

*“AHRENSDORF, ROBERT E., East. Rep., 
Gardner Publications, Inc., 342 
Madison Ave., New York. (7) 

AKERS, KENNETH W., Vice-Pres., The 
Griswold-Eshleman Co., 2700 Ter- 
minal Tower, Cleveland. (4) 


*ALcoRN, T. E., Rep., McGraw-Hill 
Publ. Co., Inc., 330 W. 42nd St., 
New York. (6) 

ALDRIDGE, ALBERT E., Jr., (Sun Oil 
Co.,) 7846 Bayard St., Philadelphia. 
(7) 





INDUSTRIAL MARKETING, July, 


* ALEXANDER, H. J., (Thomas Publish- 
ing Co.), P. O. Box 266, Hartford, 
Conn. (A) 

ALEXANDER, ROBERT G., Adv. Mgr., The 
Standard Transformer Co., Warren, 
O. (10) 

ALLAN, W. T., A. Allan & Son, 601- 
609 Bergen St., Harrison, N. J. (6) 

*ALLEN, A. H. Detroit Editor, The 
Penton Publishing Co., 1010 Ste- 
phenson Bldg., Detroit. (12) 

ALLEN, CHARLES V., Adv. Mgr., John 
C. Dolph Co., 168 Emmett St., New- 
ark, N. J. (11) 

ALLSHOUSE, Don, (Adv. Mgr., North- 
ern Equipment Co.), 3117 Ridge 
Road, Erie, Pa. (A) 

ALLWORK, RONALD, 9 Rockefeller 
Plaza, New York. (6) 

ALMROTH, T. K., Adv. Mgr., Owens- 
Illinois Glass Co., Ohio Bldg., To 
ledo. (13) 

ALSPAUGH, ROBERT, The Trundle 
Engineering Co., 1501 Euclid Ave» 
Cleveland. (4) 

ANABLE, ANTHONY, Adv. Mer., The 
Dorr Co., Inc., 570 Lexington 4Ve» 
New York. (6) ; 

ANDERSON, J. W., JR., Owner, « W. 
Anderson Agency, 138 W. | ps# 
St., Philadelphia. (7) 
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‘ANDERSON, LESLIE G., Sweet’s Cata- 
log Service, 119 W. 40th St., New 
York. (6) 

ANDERSON, O. M., Adv. Mgr., Dresser 
Mfg. Co., 41 Fisher Ave., Bradford, 
Pa. (A) 

ANDERSON, ROBERT H., Product Engi- 
neering, 1110 Delta Ave., Cincin- 
nati. (4) 

ANDREWS, ARNOLD J., Asst. Mgr. Pub- 
licity, Bucyrus-Erie Co., South Mil- 
waukee, Wis. (5) 

ANDREWS, HOMER, Cent. Dist. Megr., 
Architectural Record, 321 Hanna 
Bldg., Cleveland. (4) 

ANDRIETSCH, M. G., Sales & Adv. 
Dept., Trico Fuse Mfg. Co., 2948 N. 
Fifth St., Milwaukee. (5) 

ANDROS, EVERT W., Adv. Mer., B. F. 
Sturtevant Co., Damon St., Hyde 
Park, Boston. (1) 

*ANGELL, J. M., Jr., Eastern Mer., 
Gillette Publishing Co., 155 E. 44th 
St., New York. (6) 

ANTHONY, J. C., Keeling & Co., Inc., 
Chamber of Commerce Bldg., In- 
dianapolis. (15) 

APGAR, FREDERICK W., Buchanan & 
Co., Inc., 1501 Broadway, New York. 
(6) 

APPLEGATE, R. A., Asst. Adv. Dir., E. 
I. DuPont De Nemours & Co., Wil- 
mington, Del. (7) 

ApSEY, J. F., Jr., Adv. Mgr., The 
Black & Decker Mfg. Co., Towson, 
Md. (A) 

AQUADRO, ALVIN A., Sales Pro. Mer., 
The Whitaker Paper Co., 1005 
Beaver Ave., Pittsburgh. (8) 

ARMSTRONG, GORDON, The Gordon 
Armstrong Company, 3925 Shaker 
Square Station, Cleveland. (4) 

ARMSTRONG, J. R., Vice-Pres., Russell 
T. Gray, Inc., 205 W. Wacker Drive, 
Chicago. (2) 

ARNOLD, A. T., Adv. & Sales Pro. 
Mer., Baldwin-Duckworth Div., 
Chain Belt Co., Springfield, Mass. 
(20) 

ARRICK, D. C., Pres., The Arrick Co., 
135-39 S. Franklin St., Decatur, II. 
(A) 

ASCHENBACH, C. G., Time, Inc., 1110 
Statler Bldg., Boston. (1) 

\SHBEY, GEORGE, Domestic Sales Dept., 
Nicholson File Co., 23 Acorn St., 
Providence, R. I. (1) 

ASHDOWN, H. G., Art & Sales Dir., 
Baker-Ashdown, Ltd., 146 Jarvis 
St., Toronto, Ont., Can. (14) 
AUCHINCLOSS, W. S., Adv. Mer., Oil 
Paint & Drug Reporter, 59 John 
St., New York. (6) 

\USTIN, JAMES H., Dist. Sales Mer., 
S. D. Warren Co., 31 Linden Place, 
Sewickley, Pa. (8) 

AVERILL, WALTER A., Vice-Pres. & 
Mer., Pacific Builder and Engineer, 
3103 Arcade Bldg., Seattle, Wash. 
(A) 





B 
BABCOCK, STEPHEN H., McGraw-Hill 
Publ. Co., Inc., 2-145 General Mo- 
tors Bldg., Detroit. (12) 

SACHNER, JOHN, Adv. Dept., Chicago 
Molded Products Corp., 1020 N. 
Kolmar Ave., Chicago. (2) 

\CON, EDWIN LEX, Adv. & Sales Pro. 
Dept., Graybar Electric Co., Inc., 
120 Lexington Ave., New York. (6) 
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BACON, RALPH W., 79-18 32nd Ave., 
Jackson Heights, L. I., N. Y. (6) 
*BAILEY, CLYDE H., Steel, 1213 W. 

Third St., Cleveland. (4) 

BAILEY, H. P., Pres., Rotor Tool Co., 
17325 Euclid Ave., Cleveland. (4) 
BAILEY, K. W., Adv. Megr., Primary 
Battery Division, Thomas A. Edi- 

son, Inc., Bloomfield, N. J. (11) 

*BAKER, BRADLEY R., Rep., New 
Equipment Digest, 10A Shaw Place, 
Foxboro, Mass. (1) 

BAKER, PETER A. G., 1874 Harmon 
St., Ridgewood, N. Y. (6) 

BALDWIN, PRESTON DE G., Pres., Bald- 
win Belting & Leather Co., Inc., 85 
Chambers St., New York. (11) 

BALDWIN, Roy D., Adv. Mer., Simonds 
Saw & Steel Co., Fitchburg, Mass. 
(1) 

BALL, RUSSELL C., Pres., Philadelphia 
Gear Works, Erie Ave. & G St., 
Philadelphia. (7) 

BALL, SANFORD W., Prod. Mgr., T. H. 
Ball & Associates, 830 Euclid Ave., 
Cleveland. (4) 

BALLANTINE, ROBERT W., Asst. Adv. 
Mer., Neptune Meter Co., 50 W. 
50th St., New York. (6) 

BALLANTYNE, ALAN A., Adv. Mer., 
Novo Engine Co., Lansing, Mich. 
(A) 

BALLARD, A. G., Gen’l Mgr., Diamond 
State Fibre Co. of Canada, 356 
Eastern Ave., Toronto, Ont., Can. 
(14) 

BALZARI, R. A., R. A. Balzari & Staff, 
447 Sutter St., San Francisco. (18) 

*BANDELOW, R. E., Vice-Pres., Caxton 
Co., Caxton Bldg., Cleveland. (4) 

BANNISTER, P. F., Adv. Dept., The 
Fafnir Bearing Co., Booth St., New 
Britain, Conn. (20) 

BARBOUR, ROBERT J., Asst. Adv. Megr., 
Bakelite Corp., 247 Park Ave., New 
York. (6) 

BARNES, PHILIP, Weston Electrical In- 
strument Corp., 614 Frelinghuysen 
Ave., Newark, N. J. (11) 


*Barr, THOMAS C., Salesman, Pitts- 
burgh Photo-Engraving Co., 800 
Penn Ave., Pittsburgh. (8) 

Barrows, H. F., Adv. Mgr., The Aus- 
tin-Western Road Machinery Co., 
601 Farnsworth Ave., Aurora, IIl. 
(2) 

*Barry, J. F., Treas., The Kenny 
Press, Inc., 397 Market St., Newark, 
N. J. (11) 

*BaASSETT, L. C., (Vice-Pres., Gage 
Publishing Co., 2484 Estes Ave., 
Chicago. (2) 

BATES, PHILANDER, S. D. Warren Co., 
2 Park Ave. New York. (6) 

BATES, WILLIAM A., Adv. Megr., The 
Steel Co. of Canada, Ltd., 525 Do- 
minion St., Montreal, Que., Can. 
(17) 

BaTTIN, L. B., Adv. Mgr., Mason- 
Neilan Regulator Co., 1190 Adams 
St., Boston. (1) 


BauM, HARRY NEAL, Mgr. Adv. & 
Pub., Fairbanks, Morse & Co., 600 
S. Michigan Ave., Chicago. (2) 


BAUMGARTNER, A. G., The Cincinnati 
Shaper Co., Cincinnati. (3) 

*BauR, CHARLES S., Vice-Pres. & 
Gen’l Mer., The Iron Age, 239 W. 
39th St., New York. (6) 





































































*BAXTER, J. E., Designer-Secretary, 
Co-Operative Displays, Inc., 327 E. 
Eighth St., Cincinnati. (3) 

BAXTER, W. R. E., 30 Bank St., New 
York. (6) 

BEARE, J. G., Link-Belt, Ltd., 791 East- 
ern Ave., Toronto, Ont., Can. (14) 

BEATTY, E. W., Industrial Gloves Co., 
700 Garfield Blvd., Danville, Ill. (A) 

BECK, Lou!Is R., Sales Pro. Mer., Har- 
ris-Seybold-Potter Co., 4510 E. 71st 
St., Cleveland. (4) 

Beck, R. H., Adv. Mgr., Pittsburgh- 
Des Moines Steel Co., Neville Island, 
Pittsburgh. (8) 

*BECKER, A. D., N. E. District Mer., 
F. W. Dodge Corp., 31 St. James 
Ave., Boston. (1) 

*BECKER, LEoD D., Publisher, F'uveloil 
Journal, 420 Madison Ave., New 
York. (6) 

*BECKER, WM. H., Pres., Wm. H. 
Becker, Inc., 17-19 Beach St., New- 
ark, N. J. (11) 

BECKWITH, CARLETON B., Adv. Mer., 
New Departure Division, General 
Motors Sales Corp., Bristol, Conn. 
(20) 

*BEDELL, EDGAR H., Eastern Rep., 
Chemical & Metallurgical Engineer- 
ing, 330 W. 42nd St., New York. (6) 

BEHEL, V. W. JR., Behel & Waldie, 
400 W. Madison St., Chicago. (2) 


BELCHER, HENRY F., Vice-Pres.-Sales 
Megr., Insto Gas Corp., 1900 E. Jef- 
ferson Ave., Detroit. (12) 

BELDEN, WAYNE, Vice-Pres., Ajax 
Flexible Coupling Co., Westfield, N. 
Y. (A) 

*BELL, JACK C., Adv. Mgr., Copifyer 
Lithograph Corp., 1101 Power Ave., 
Cleveland. (4) 

BELTz, J. L., Adv. Mgr., The Thew 
Shovel Co., E. 28th St., Lorain, O. 
(4) 

“BENEDICT, EDGAR S., Phototype En- 
graving Co., Inc., 147 N. Tenth St., 
Philadelphia. (7) 

*BENNETT, FRANK P., III., Bus. Mer., 
Frank P. Bennett & Co., Inc., 530 
Atlantic Ave., Boston. (1) 


BENNETT, H. J., Dir. of Adv., Colum- 
bia Steel Co., Russ Bldg., San Fran- 
cisco. (18) 

*BERLE, Harry I., Pres., Direct Mail 
Service Co., 504 Western Reserve 
Blidg., Cleveland. (4) 

BERLING, FRED G., Sales Pro. Megr., 
The Lunkenheimer Co., Beekman 
St. & Waverly Ave., Cincinnati. (3) 

*BERNZzoTT, A. J. Art Dir., A. J. Bern- 
zott Studios, 704 Race St., Cincin- 
nati. (3) 

Berry, E. F., Jr., Adv. Mgr., The 
Udylite Corp., 1651 E. Grand Blvd., 
Detroit. (12) 

*BIDDLE, WILLIAM WALTON, 2nd, 
Salesman, Howard Biddle Printing 
Co., 518 Locust St., Philadelphia. 
(7) 

BIDWELL, E. N., Adv. Mgr., The Whit- 
ney Chain & Mfg. Co., 237 Hamil- 
ton St., Hartford, Conn. (20) 

BILLERBECK, HARRY M., Alley & Rich- 
ards Co., 370 Lexington Ave., New 
York. (6) 


BILLING, L. H., The Falk Corp., 3001 
W. Canal St., Milwaukee. (5) 


BILLINGSLEY, ALLEN L., Pres., Fuller 
& Smith & Ross, Inc., 1501 Euclid 
Ave., Cleveland. (4) 
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BINNS, C. A., Pub. Rep., General Elec- 
tric Co., 235 Montgomery St., San 
Francisco. (18) 

Bircuw, A. K., Asst. Mgr. Pub. Dept., 
Allis-Chalmers Mfg. Co., 1126 S. 
70th St., Milwaukee. (5) 

BLAIKIE, D. F., Acct. Exec., Duncan S. 
Blaikie Adv. Agency, Ltd., 1411 
Crescent St., Montreal, Que., Can. 
(17) 

BLAIR, T. S., Asst. Adv. Mgr., The 
J. B. Ford Sales Co., 1532 Biddle 
St., Wyandotte, Mich. (12) 

BLAKE, L. C., Adv. Megr., Curtis Pneu- 
matic Machinery Co., 1901 Kienlen 
Ave., St. Louis. (9) 

BLANKENSHIP, H. W., Jr., Adv. Mer., 
Graver Tank & Mfg. Co., Inc., 4809 
Tod Ave., East Chicago, Ind. (2) 

BuLiss, GEORGE E., Acct. Exec., Batten, 
Barton, Durstine & Osborn, Inc., 
383 Madison Ave., New York. (6) 

BLocH, HANS G., Oakleigh R. French 
& Asso., 4235 Lindell Blvd., St. 
Louis. (9) 

BLopGcett, W. H., Sales Mgr., Michi- 
gan Wire Cloth Co., 2100 Howard 
St., Detroit. (12) 

BLoom, CARL A., Mgr. of Adv., Apple- 
ton Electric Co., 1701 Wellington 
Ave., Chicago. (2) 

*BLoom, I. H., Mer., Direct Mail Ser- 
vice Co., 800 Penn Ave., Pittsburgh. 
(8) 

BOENEKER, FREDERICK J., 163 Hazel 
Ave., Webster Grove, Mo. (9) 

BOGART, MorGAN O., Mer. Trade & 
Tech. Dept., J. Walter Thompson 
Co., 420 Lexington Ave., New York. 
(6) 

*Bocer, RoBert F., McGraw-Hill Publ. 
Co., Ine., 1427 Statler Bldg., Bos- 
ton. (6) 

BoGuE, ARCHER L., Acct. Exec., J. O. 
Buckeridge & Associates, 300 Fran- 
cis Palms Bldg., Detroit. (12) 

BOLAN, CHARLES W., Adv. Mer., Car- 
ter Carburetor Corp., 2820-56 N. 
Spring Ave., St. Louis. (9) 

*BOLANDER, HAROLD B., Ass't to Pres., 
Simmons-Boardman Publ. Corp., 30 
Church St., New York. (6) 

*“BonD, NELSON L., New Eng. Mer., 
Business Week, 1427 Statler Bldg., 
Boston. (1) 

BonNIsT, E. R., Adv. Mgr., The Coop- 
er-Bessemer Corp., Mount Vernon, 
O. (A) 

Borven, A. K., Sec’y, Kerlow Steel 
Flooring Co., 218 Culver Ave., Jer- 
sey City, N. J. (11) 

Bossart, E. B., Adv. Mgr., Bailey Me- 
ter Co., 1050 Ivanhoe Rd., Cleveland. 
(4) 

Bostrom, C. W., Jr., Adv. Mer., 
Edwards and Company, Inc., Nor- 
walk, Conn. (20) 

Bott, ALFRED E., Alfred Bott Com- 
pany (Adv. Agency), 205 E. 42nd 
St., New York. (6) 

BouRNE, HENRY T., Henry T. Bourne 
Adv. Agency, Union Commerce 
Bldg., Cleveland. (4) 

Bowe, WALTER A., Adv. & Sales Pro. 
Mer., Carrier Corporation, Syra- 
cuse, N. Y. (A) 

*BowLer, JOHN D., Adv. Megr., South- 
west Builder & Contractor, 168 S. 
Hill St., Los Angeles. (19) 

BOWMAN, FRANCIS D., Adv. Mgr., The 
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Carborundum Co., Niagara Falls, N. 
Y. (A) 


Boyer, CLIFFORD F., Pres., Kwick-Kut 
Mfg. Co., Inc., 3828 Arsenal St., St. 
Louis. (9) 

*BoYNTON, E. W., Gen’l Megr., The 
Allegheny Lithograph Corp., 106 
Ross St., Pittsburgh. (8) 

Brace, G. A., Sales Megr., Ferranti 
Electric, Ltd., Mount Dennis, Toron- 
to 9, Ont., Can. (14) 

BRADY, ARTHUR JAMES, Asst. Adv. 
Mer., The Timken Roller Bearing 
Co., 1103 Walnut Ave., N.E., Can- 
ton, O. (A) 

BRADY, RICHARD H., Adv. & Sales Pro. 
Mer., Perfex Corporation, 500 W. 
Oklahoma Ave., Milwaukee. (5) 

*BRAMSON, Roy T., Pres., The Bram- 
son Publ. Co., 2842 W. Grand Blvd., 
Detroit. (12) 

Brastow, L. L., Dir. of Sales Pro., 
The Trumbull Electric Mfg. Com- 
pany, Woodford Ave., Plainville, 
Conn. (20) 

*Bray, LEN J., Owner, The Bray Co., 
3001 Olive St., St. Louis. (9) 

BRAYTON, R. A., Supv. Sales Pro., 
Armco International Corp., Middle- 
town, O. (3) 

BRECKENRIDGE, J. C., International 
Business Machines Co., 590 Madison 
Ave., New York. (18) 

*BREUNICH, JOHN T., 33 W. 42nd St., 
New York. (6) 

BREWER, W. A., Brewer-Weeks Co., 
564 Market St., San Francisco. (18) 

*BRITTON, MASON, Vice-Chairman, 
McGraw-Hill Publ. Co., Inc., 330 W. 
42nd St., New York. (6) 

Brockson, W. I., Vice-Pres., Commer- 
cial Advertising Agency, Inc., 600 
S. Michigan Ave., Chicago. (2) 

BRODHEAD, FRANK C., Adv. Megr., 
Purchasing Agents Asso. of Phila- 
delphia, 1700 Walnut St., Philadel- 
phia. (7) 

BROEDER, CLIFFORD F., Pres., Clifford 
F. Broeder Advertising Agency, 
3615 Olive St., St. Louis. (9) 

BROESEL, T. W., Adv. Mgr., White- 
Rodgers Electric Co., 1209 Cass 
Ave., St. Louis. (9) 

Broccint, A., Adv. Megr., National 
Carbon Co., Inc., P. O. Box 6087, 
Cleveland. (4) 

BROOKE, CHARLES W., Chairman of 
Board, Brooke, Smith & French, 
Inc., 82 E. Hancock, Detroit. (12) 

*BROOKMAN, Louis, JR., Pres., Con- 
crete Publ. Corp., 400 W. Madison 
St., Chicago. (A) 

BROWN, ALLAN, Dir. of Public Rela- 
tions & Adv. Megr., Bakelite Cor- 
poration, 247 Park Ave., New York. 
(6) 

Brown, C. EDMUND, Acct. Exec., Mac- 
Laren Advertising Agency Co., Ltd., 
372 Bay St., Toronto, Ont., Can. 
(14) 

*BRowN, HARoLD A., Adv. Mgr., The 
Railway Equipment & Publ’n Co., 
424 W. 33rd St., New York. (6) 

BROWN, THEODORE, Vice-Pres., Perry- 
Brown, Inc., 15 E. Eighth St., Cin- 
cinnati. (3) 

*Brown, W. W., (Western Rep., /n- 
dustrial Power), 9946 S. Winchester 
Ave., Chicago. (9) 

*BROWNE, Davis E., Secy.-Treas., 
California Oil World, 714 W. Olym- 
pic Blvd., Los Angeles. (19) 


Bruce, W. A., Adv. Mgr., The Brew- 
er-Titchener Corp., 111 Port Wat- 
son St., Cortland, N. Y. (A) 


Bruck, L. W., Insley Mfg. Corp., Ol- 
ney & E. St. Clair, Indianapolis. 
(15) 

*BRUMM, BERT C., (Mgr. Cleveland 
Office, Gillette Publ. Co.), 1217 St. 
Charles Ave., Lakewood, O. (4) 


BRUNER, CHARLES F., Adv. Mgr., The 
Master Electric Co., 126 Davis Ave., 
Dayton, O. (A) 

Bus, GARRY, Treasurer, Associated 
Advertisers, Inc., Kline Bldg., Har- 
risburg, Pa. (16) 

Buss, RosBert S., Adv. Megr., Lock 
Joint Pipe Co., Ampere, N. J. (11) 

*BUCHAN, GEORGE H., Buchan Loose 
Leaf Records Co., 20 Vesey St., 
New York. (6) 

BUCHANAN, C. M., Acct. Exec., Van 
Sant, Dugdale & Co., Inc., Court 
Square Bldg., Baltimore. (A) 

*Buck, EDWARD M., Dist. Mgr., Rein- 
hold Publ. Corp., 1133 Leader Bldg., 
Cleveland. (4) 

BUCKLEY, EARLE A., Pres., The Earl 
A. Buckley Organization, 1600 
Arch St., Philadelphia. (7) 

*BUCKLEY, HOMER J., Pres., Buckley 
Dement & Co., 1300 W. Jackson 
Blvd., Chicago. (2) 

Bupp, MONTGOMERY R., Asst. Adv 
Mer., Hercules Powder Co., Dela- 
ware Trust Bldg., Wilmington, Del. 
(7) 

BUEHLING, NORMAN D., Vice-Pres., 
The Fensholt Co., 360 N. Michigan 
Ave., Chicago. (2) 

BUGBEE, HAROLD, Pres., Walter B. 
Snow & Staff, Inc., Statler Bldg., 
Boston. (1) 

BULLARD, R. C., Adv. Mgr., The Bul- 
lard Co., 286 Canfield Ave., Bridge 
port, Conn. (20) 

*BuLoT, MARK, Adv. Mer., Stonehouse 
Signs, Inc., Ninth at Larimer, Den- 
ver. (A) 

BURDEN, W. WILSON, Partner, Witte 
and Burden, 5757 Cass Ave., De 
troit. (12) 

BuRDICK, JOHN P., Adv. Mgr., Brown 
& Sharpe Mfg. Co., 235 Promenade 
St., Providence, R. I. (1) 

Burcess, J. A., Ind. Adv. Dept., Gulf 
Oil Corporation, Gulf Bldg., Pitts- 
burgh. (8) 

BurRNEtTT, H. A., JR., Difco Labora 
tories, Inc., 920 Henry, Detroit. (12) 

*BURNETT, HENRY B., Pres., Home 
Craftsman Publ. Corp., 111 Wort! 
St.; New York. (11) 

BURNETTE, WILLIAM A., Baker & Co., 
Inc., 113 Astor St., Newark, N. J. 
(11) 

*BuRNS, FRANK H., Vice-Pres., B. ¢ 
Forbes Publ. Co., 120 5th Ave., 
New York. (6) 

BURRELL, B. E., Pub. Rep., Genera! 
Electric Co. (Apparatus Div.), 14° 
Federal St., Boston. (1) 

*Burrows, AvuBREY A., Vice-Pres., 
Canadian Transportation, 70 Bond 
St., Toronto, Ont., Can. (14) 

*BURSON, HARRISON, Harrison S. Bur- 
son Organization, 210 Auditoriun 
Bldg., Cleveland. (4) 

*BURTON, CHARLES A., (Rep., Thom 
Register), 4713 Woodland Ave. 
Western Springs, Ill. (9) 

Busk, T. V., Adv. Mgr., Farrel-B 
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mingham Co., Inc., 25 Main St., An- 
sonia, Conn. (20) 

BUTCHER, WALTER, Vice-Pres., The 
Bayless-Kerr Co., 1164 Hanna 
Bldg., Cleveland. (4) 

BUTTENHEIM, DONALD V., Butten- 
heim-Dix Publ. Corp., 470 Fourth 
Ave., New York. (6) 


BUXMAN, WILLIAM, Manager, Tez- 
tile World, 330 W. 42nd St., New 
York. (6) 

Byers, C. L., Adv. Dept., Blaw-Knox 
Co., P. O. Box 1198, Pittsburgh. (8) 

BYLER, R. C., Adv. Mgr., SKF Indus- 
tries, Inc., Front St. & Erie Ave., 
Philadelphia. (7) 


Cc 


‘CAFFEE, ROBERT H., Republic Bank 
Note Co., 3113 Forbes St., Pitts- 
burgh. (8) 

‘Cain, C. LLoyp, Adv. Rep., Oil & Gas 
Journal, 415 Lexington Ave., New 
York. (6) 

CAINE, R. C., Sales Pro. Mgr., Roches- 
ter Eng. & Centrifugal Div., The 
American Laundry Machinery Co., 
Norwood Sta., Cincinnati. (A) 

*CAIRD, ROBERT N., JR., Dist. Megr., 
Pencil Points, 330 W. 42nd St., New 
York. (6) 

CALDWELL, HOWARD C., Pres., The 
Caldwell-Baker  Co., Merchants 
Bank Bldg., Indianapolis. (15) 

CALHOUN, E. N., Treas., Edwin L. 
Wiegand Company, 7500 Thomas 
Blvd., Pittsburgh. (8) 

CALLAHAN, JOHN F., Asst. Adv. Mer., 
Air Reduction Sales Company, 60 
E. 42nd St., New York. (6) 

CALLAHAN, PAUL L., Asst. Mgr. Adv. 
& Sales Pro., Truscon Steel Co., 
1315 Albert St., Youngstown, O. 
(10) 

CALLOS, GEORGE J., Adv. Megr., Allis- 
Chalmers Mfg. Co., 1126 S. 70th St., 
Milwaukee, Wis. (5) 

Camp, F. H., Adv. Mgr., Minnesota 
Mining & Mfg. Co., 900 Fauquier 
St., St. Paul, Minn. (A) 

CAMPBELL, C. H., Gen. Sales Mer., 
Sonoco Products Co., Hartsville, S. 
C. (A) 

CAMPBELL, Roy EVERETT, Adv.-Sales 
Pro. Mgr., Sullivan Machinery Co., 
Woodland Ave., Michigan City, Ind. 
(A) 

“CANAVAN, FRANK J., Eastern Rep., 
MacRae’s Blue Book Co., 450 Sev- 
enth Ave., New York. (6) 

CANFIELD, LEE, Acct. Exec., The Gris- 
wold-Eshleman Co., 2700 Terminal 
lower, Cleveland. (4) 


“CAPITAIN, WALTER A., Asst. to Pres., 
Walker Engraving Corp., 141 E. 
5th St., New York. (6) 


“CAREY, JAMES A., Pres., Liberty En- 
raving Co., 110 Grant St., Pitts- 
burgh. (8) 


“Carey, Roy, Eastern Rep., Clark 
Publishing Co., 325 Smithfield Ave., 
Pawtucket, R. I. (1) 

“CARPENTER, EARL P., Secy.-Treas., 
Esear Motion Picture Service, Inc., 
‘315 Carnegie Ave., Cleveland. (4) 





“CarrR, H. J., Domestic Engineering 
Publications, 1900 Prairie Ave., 
Chieago. (7) 


"CARROLL, E. L., Eastern Adv. Megr., 
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S.A.E. Journal, 29 W. 39th St., 
New York. (6) 

CARROLL, HARRY M., Adv. Mgr., Hyatt 
Bearings Div., General Motors Sales 
Corp., Harrison, N. J. (11) 

*CARSON, JOHN A., Pres., The Youngs- 
town Printing Co., 787 Wick Ave., 
Youngstown, O. (10) 

CASE, RUSSELL W., JR., Adv. Megr., 
Thermoid Company, Trenton, N. J. 
(7) 

CASH, KENNETH W., Adv. Mgr., Penn 
Electric Switch Co., P. O. Box 556, 
Goshen, Ind. (A) 

CASH, WILLIAM C., Ingersoll-Rand Co., 
Phillipsburg, N. J. (6) 

CASHEN, L. F., Adv. Asst., Grinnell 
Company, Inc., 260 W. Exchange 
St., Providence, R. I. (1) 

CASSEY, SIDNEY, Adv. Mgr., Weston 
Electrical Instrument Corp., 614 
Frelinghuysen Ave., Newark, N. J. 
(11) 

CATHER, W. A., Mgr., Adv. Div., Bab- 
cock & Wilcox Co., 85 Liberty St., 
New York. (6) 

*CAWLEY, JAMES S., N. Y. Rep., Fac- 
tory Management & Maintenance, 
330 W. 42nd St., New York. (11) 

CEPERLY, W. R., Copy-Contact, The 
Buchen Co., 400 W. Madison St., 
Chicago. (2) 

CHAMBERLAIN, C. C., Jenkins Bros., 
80 White St., New York. (6) 

*CHANNON, JAMES A., McGraw-Hill 
Publ. Co., Ine., 330 W. 42nd St., 
New York. (6) 

CHAPPELL, W. J., Adv. Megr., The 
Timken-Detroit Axle Co., 100 Clark 
Ave., Detroit. (12) 

CHAPPLE, BENNETT, Asst. to Pres., 
American Rolling Mill Co., Curtis 
St., Middletown, O. (A) 

CHASE, WILLIAM H., Adv. Megr., The 
Draper Corp., 25 Hopedale St., 
Hopedale, Mass. (1) 

CHENEY, T. CLAYTON, Mgr. Adv. & 
Sales Pro., Milcor Steel Company, 
S. 41st & W. Burnham Sts., Milwau- 
kee. (5) 

*CHEVALIER, WILLARD, Vice-Pres., Mc- 
Graw-Hill Publ. Co., Inc., 330 W. 
42nd St., New York. (6) 

CHILLINGWORTH, N. R., Mine Safety 
Appliances Co., 201 N. Braddock 
Ave., Pittsburgh. (8) 

CHIRURG, J. T., Pres., James Thomas 
Chirurg Co., Park Square Bldg., 
Boston. (1) 

CHOATE, RUFus, Acct. Exec., Donahue 
and Coe., Inc., 1270 Sixth Ave., New 
York. (6) 

CHRISTENA, E. E., Mgr. Sales Pro., J. 
D. Adams Co., 217 S. Belmont, In- 
dianapolis. (15) 

CHRISTENSEN, J. W., Adv. Megr., 
Hamilton Mfg. Co., Two Rivers, 
Wis. (5) 

*CILLEY, CHARLES D., Thomas Publ. 
Co., 175 Dartmouth St., Boston. (1) 

CLARK, Ezra W., Clark Trucktractor 
Div., Clark Equipment Co., Battle 
Creek, Mich. (2) 


CLARK, GEORGE, Adv. Mgr., Canadian 
Line Materials, Ltd., Toronto 13, 
Ont., Can. (14) 


*CLARKE, H. W., Vice-Pres., McGraw- 
Hill Publ. Co., Inc., 330 W. 42nd 
St., New York. (6) 


CLARY, F. WARE, Crouse-Hinds Co., 
Wolf & 7 North Sts., Syracuse, N. Y. 
(6) 


CLAWSON, JAMES C., Acct. Exec., G. 
M. Basford Co., 422 Leader Blidg., 
Cleveland. (4) 

*CLAXTON, LESLIE E., Sales Dept., 
Kellow-Brown Co., 428 Boyd St., 
Los Angeles. (19) 

CLAYTON, JOHN M., Adv. Mgr., Gen- 
eral Radio Co., 30 State St., Cam- 
bridge, Mass. (1) 

*CLEAVER, Louis A., Dist. Megr., 
Sweet’s Catalog Service, 1321 Arch 
St., Philadelphia. (7) 

CLow, ALLAN B., Adv. Mgr., The Calco 
Chemical Co., Inc., Bound Brook, N. 
J. (11) 

COAKLEY, JOHN F., Gen’! Adv. Megr., 
Thomas A. Edison, Inc., West 
Orange, N. J. (6) 

*COATES, WILLIAM E., Publ. Rep., 
Equipment Preview, 1199 Warren 
Road, Lakewood, O. (4) 

*CocCHRAN, G. E., Western Mgr., Rein- 
hold Publ. Corp., 310 S. Michigan 
Ave., Chicago. (2) 

*CoFFEY, EDWARD F., McGraw-Hill 
Publ. Co., Inc., 330 W. 42nd St., 
New York. (6) ‘ 

CorFIN, HArRoutD, Sales Pro. Div., 
Columbia Steel Co., Russ Bldg., San 
Francisco. (18) 

CoHENOUR, HowarD H., Adv. Mer., 
The Buda Company, 154th & Com- 
mercial Aves., Harvey, Ill. (9) 

COHN, CLARENCE V., Adv. Megr., 
Crane, Ltd., 1170 Beaver Hall 
Square, Montreal, Que., Can. (17) 


CoLBy, ALLEN P., Adv. Mgr., The Na- 
tional Supply Co., 3320 Bishop St., 
Toledo. (13) 

CoLe, ERNEsT B., Purch. Agt., The 
Standard Tool Co., 6918 Central 
Ave., Cleveland. (4) 

Coe, F. C., Adv. Mgr., Dravo Corpo- 
ration, Neville Island, Pa. (8) 

COLLIER, GEORGE A., Dist. Sales Megr., 
Cleveland Automatic Machine Co., 
2269 Ashland Rd., Cleveland. (4) 

COLLINS, WILLIAM Howes, Asst. Adv. 
Mer., Scott Paper Co., Chester, Pa. 
(7) 

COLMAN, NILEs, Colman Co., 1170 
Phelan Bldg., San Francisco. (18) 

*CONOVER, GEORGE S., American City 
Magazine Corp., 400 W. Madison 
St., Chicago. (2) 

*CONOVER, HARVEY, Pres., Conover- 
Mast Corp., 205 E. 42nd St., New 
York. (6) 

CooBAN, F. G., Vice-Pres., Hewitt 
Rubber Corp., 240 Kensington Ave., 
Buffalo, N. Y. (A) 

Cook, C. B., Mgr., Sales Pro., The El- 
well-Parker Elec. Co., 4205 St. 
Clair Ave., Cleveland. (4) 

*Cook, DwiGut, Central Dist. Mgr., 
Machinery, 148 Lafayette St., New 
York. (7) 

Cook, ELMER C., Adv. Mgr., American 
Gas Furnace Co., Spring & Lafay- 
ette Sts., Elizabeth, N. J. (11) 

*Cook, FRANK R., Mgr., The Improve- 
ment Bulletin, 425 Hennepin Ave., 
Minneapolis. (A) 

Cook, H. F., Tung-Sol Lamp Works, 
Inc., 95 Eighth Ave., Newark, N. J. 
(11) 

Cootey, J. H., Mgr. Editorial Div., 
Westinghouse Elec. & Mfg. Co., 
East Pittsburgh, Pa. (8) 

*CooMBES, (Mrs.) E. R., Vice-Pres., 
Mechanization, Inc., Munsey Bldg., 
Washington, D. C. (A) 
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Cooper, R. W., Adv. Mer., Edward 
W. Voss Machinery Co., 2882 W. 
Liberty Ave., Dormont, Pittsburgh. 
(8) 

*Copp, WILLIAM C., Pro. Mer., Gas 
Magazine, 1709 W. 8th St., Los An- 
geles. (6) 

CorBeTT, (Miss) G. V., Adv. Mer., 
Driver-Harris Co., Harrison, N. J. 
(6) 

CorDEs, WILMER H., Mgr. Sales Pro. 
& Adv., American Steel & Wire Co., 
Rockefeller Bldg., Cleveland. (4) 

CoreEY, GEORGE H., Adv. Mer., Cleve- 
land Twist Drill Co., 1242 E. 49th 
St., Cleveland. (4) 

Cortiss GEorRGE H., Sales Pro. Mer., 
Palmer-Bee Co., Westminster & G. 
T. R. R., Detroit. (12) 

*CORNELL, JOHN, Co-Publisher, L. D. 
Post, Inc., 1440 Broadway, New 
York. (6) 

COSTELLO, JAMES M., Bert S. Gittins, 
739 N. Broadway, Milwaukee, Wis. 
(A) 

CouLmig, D. J., Sales Pro., The Chat- 
field & Woods Co. of Pa., 32 Boule- 
vard of The Allies, Pittsburgh. (8) 

COVINGTON, J. C., Partner, 20th Cen- 
tury Engineering Co., 605 N. Front 
St., Mankato, Minn. (A) 

Cox, WiLson J., Sales Pro. Mer., 
Western Automatic Machine Screw 
Co., Elyria, O. (4) 

CRABB, CHARLES G., Sales Pro. & Adv. 
Mer., Wrought Washer Mfg. Co., 
2100 S. Bay St., Milwaukee. (5) 

CRAFTS, Epwarp F., Adv. Dept., Re- 
public Steel Corp., 3100 E. 45th St., 
Cleveland. (4) 

Cralic, J. G., Pres., John Gilbert Craig, 
Advertising, 903 Shipley St., Wil- 
mington, Del. (7) 

*Craic, J. Lin, Adv. Rep., MacLean 
Publishing Co., Ltd., 1010 St. Cath- 
erine St., W., Montreal, Que., Can. 
(17) 

*CRAIN, G. D., Jr., Publisher, /ndus- 
trial Marketing, 100 E. Ohio St., 
Chicago. (2) 

CRAMER, G. W., Adv. Mer., Goulds 
Pumps, Inc., Fall St., Seneca Falls, 
N. ¥. (A) 

Crawrorp, W. F., Vice-Pres., The Ed- 
ward Valve & Mfg. Co., Inc., 1200 
W. 145th St., East Chicago, Ind. (2) 


CREAGH, Epwarp V., Sales Pro. Mer., 
American Chain & Cable Co., Inc., 
Bridgeport, Conn. (20) 

CRONK, JOHN N., Adv. Mgr., Denver 
Equipment Co., 1400 Seventeenth 
St., Denver. (A) 

Croucn, FRANK J., Adv. Megr., Shep- 
ard Niles Crane & Hoist Corp., 
Montour Falls, N. Y. (A) 

“Crowe, Puiuip K., Adv. Salesman, 
Time, Inc., Rockefeller Center, New 
York. (6) 

CULLISON, JESSE A., Sales Pro. Megr., 
National Fireproofing Corp., 202 E. 
Ohio St., N.S., Pittsburgh. (8) 

CUNNINGHAM, Ross M., Asst. Prof. of 
Marketing, Mass. Institute of Tech- 
nology, Cambridge, Mass. (1) 

CurLEY, (Miss) MARION, Westing- 
house Elec. & Mfg. Co., 207 W. 
Third St., Cincinnati. (3) 

Curtiss, SPENCER W., Spencer W. 
Curtiss, Inc., Circle Tower, Indi- 
anapolis. (15) 


80 


D 


DABNEY, JOHN C., Sales Mgr., Harris- 
Seybold-Potter Co., 819 Washington 
St., Dayton, O. (4) 

DALLAS, M. W., Adv. Mgr., E. C. At- 
kins and Company, 402 S. Illinois 
St., Indianapolis. (15) 

DALLDORF, CHARLES JON, Creator, 
G. P. Blackiston, 55 W. 42nd St., 
New York. (6) 

D’ALMAINE, Harry D., Mer., Bus. Re- 
search, Irvington Varnish & Insu- 
lator Co., 6 Argyle Terrace, Irving- 
ton, N. J. (11) 

DALTON, RosBert A., Contact, Brand 
Studios, 416 New St., Cincinnati. 
(3) 

*DANDO, H. S., Westman Publications, 
Ltd., 366 Adelaide St., W., Toronto, 
Ont., Can. (14) 

DANIELS, FRED R., Pub. Megr., Water- 
bury-Farrel Foundry & Machine 
Co., 453 Bank St., Waterbury, Conn. 
(20) 

DARCEL, A. P., Asst. Pub. Mgr., Ca- 
nadian Ingersoll-Rand Co., Ltd., 
New Birks Bldg., Phillips Square, 
Montreal, Que., Can. (17) 

*DARLING, B. N., Cleveland Megr., 
Wilding Picture Productions, Inc., 
310 Swetland Bldg., Cleveland. (4) 

DAVENPORT, C. D., Adv. Mgr., Union 
Steel Products Co., 600 Berrien St., 
Albion, Mich. (A) 

DAVEY, Roy, Acct. Exec., Wm. B. 
Remington, Inc., 196 Worthington 
St., Springfield, Mass. (20) 

DAVIDSON, DONALD M., Sales Pro. 
Mer., The Fafnir Bearing Co., New 
Britain, Conn. (20) 

Davies, A. J., Partner, Davies & Mc- 
Kinney, 522 Erie Trust Bldg., Erie, 
Pa. (A) 

Davis, ARCH, International Business 
Machines Corp., 270 Broadway, New 
York. (6) 

Davis, C. F., Adv. Megr., Dominion 
Engineering Co., Ltd., Montreal, 
Que., Can. (17) 

*Davis, CLIFTON E., Tide, 232 Madi- 
son Ave., New York. (6) 

DAVIS, DANIEL M., Sykes Advertising 
Agency, American Bank Bldg., 
Pittsburgh. (8) 

Davis, GEORGE F., Acct. Exec., James 
G. Lamb Co., Land Title Bldg., Phil- 
adelphia. (7) 

*Davis, HAL G., Adv. Mgr., George 
Rice & Sons, 320 Crocker St., Los 
Angeles. (19) 

Davison, R., Mgr. Market Develop- 
ment Div., The New Jersey Zinc 
Co., 160 Front St., New York. (6) 


Day, T. A., Mgr. Southeastern Office, 
Appalachian Coals, Inc., 710 Hamil- 
ton National Bank Bldg., Knoxville, 
Tenn. (A) 

*DaycHu, H. C., Adv. Mer., Dun’s Re- 
view, 290 Broadway, New York. 
(6) 

DEARING, HAROLD W., 599 W. 190th 
St., New York. (6) 

Deasy, E. T., Pacific Coast Adv. Mer., 
The Sherwin-Williams Co., 1450 
Sherwin Ave., Oakland, Calif. (18) 


DE CELLE, O. A., Vice-Pres., Interna- 
tional Filter Co., 325 W. 25th PIl., 
Chicago. (2) 

*DetLy, CHARLES H., Jr., Adv. Rep., 
Plumbing & Heating Journal, 310 
W. Durham St., Philadelphia. (7) 


*DE KALB, RALPH V., Pres., Alfred J. 
Joraan, Inc., 1220 Sansom St., Phil- 
adelphia. (7) 

DELO, J. A., Adv. Mgr., Continental 
Steel Corporation, Kokomo, Ind. 
(15) 

De Mario, JAMES J., Adv. Megr., 
Manhattan Rubber Mfg. Div. of 
Raybestos-Manhattan, Inc., 61 Wil- 
lett St., Passaic, N. J. (11) 

DENHAM, ATHEL F., Denham & Com- 
pany, 1036 Book Bldg., Detroit. (12) 

DENNERY, (Miss) I. J., Mgr. of Adv., 
Pennsylvania Salt Mfg. Co., 1000 
Widener Bldg., Philadelphia. (7) 

DENO, NORMAN, Acct. Exec., Kreicker 
& Meloan, Inc., 221 N. LaSalle St., 
Chicago. (2) 

*DENT, W. P., Rep., MacRae’s Blue 
Book Co., 63 Clarendon St., Spring- 
field, Mass. (1) 

*DE ROCHIE, BERNARD, Asst. Publ., 
Western Machinery and Steel 
World, 500 Sansome St., San Fran- 
cisco. (18) 

D’ EVELYN, NORMAN F., Pres., D’Eve- 
lyn & Wadsworth, Inc., 486 Califor- 
nia St., San Francisco. (18) 

*DEVERY, THOMAS J., Pres. & Mer., 
The Colony Press, Fourth & Green 
Sts., Philadelphia. (7) 

*DEVORN, ARTHUR C., Owner, A. C. 
DeVorn & Associates, 2315 Hamil- 
ton Ave., Cleveland. (4) 

DE YounG, A., Adv. Megr., Whiting 
Corp., Harvey, Ill. (2) 

DIEDERICH, A. L., JR., Adv. Mer., U.S 
Producers of By-Product Ammonia, 
(The Barrett Co.), 40 Rector St., 
New York. (6) 

DIETRICH, CARL B., Adv. Mgr., Wag- 
ner Electric Corp., 6400 Plymout! 
Ave., St. Louis. (9) 

DIGHTON, H. G., Ferranti Electric, 
Ltd., Mount Dennis, Toronto 9, Ont., 
Can. (14) 

DiLworTH, E. R., Sales Engineer, 
Lake City Malleable Co., 5000 Lake 
side Ave., Cleveland. (8) 

DISTELHORST, S. D., Adv. Mgr., Coch- 
rane Corp., 17th & Allegheny Aves., 
Philadelphia. (7) 

DIXON, GEORGE L., Adv. Mgr., Stew- 
art-Warner-Alemite Corp. of Can- 
ada, Ltd., Belleville, Ont., Can. (14) 

Drxon, H. I., Adv. Megr., The Electro 
Alloys Company, 5005 Euclid Ave., 
Cleveland. (4) 

Dopps, R. P., Mgr. Adv. & Sales Pro., 
Truscon Steel Co., Albert Street, 
Youngstown. (10) 

DoERING, HENRY G., Sales Pro. Megr., 
Truscon Laboratories, Inc., Caniff 
& Grand Trunk R. R., Detroit. (12) 

DoLAN, BERNARD, Adv. Mgr., Peter A. 
Frasse & Co., Inc., 17 Grand St., 
New York. (6) 

DoNAHUE, J. Howarp, Sales Mer., 
The Abbott Ball Company, Hart 
ford, Conn. (20) 

*DONALDSON, ANDREW, JR., Adv. Mer., 
Strobridge Lithographing Co., N« 
wood Station, Cincinnati. (3) 

DONLEY, FRED, Acct. Exec., Will, In 
1276 W. Third St., Cleveland. (4) 

DONNELLEY, LEE E., Pres., The Lee 
Donnelley Co., 524 Union Commerce 
Bldg., Cleveland. (4) 

DorEMUS, ANDREW, General Electric 
Co., 1285 Boston Ave., Bridgep« 
Conn. (20) 

Dorsey, T. F., Sales Mgr., Fort P'“ 
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Steel Casting Co., 2808 Versailles 
Ave., McKeesport, Pa. (8) 

‘DOSSMAN, O. J., Vice-Pres. & Gen’l. 
Megr., The Craftsman Printing Co., 
Inc., 325 E. Central Parkway, Cin- 
cinnati. (3) 

DosTER, ALEXIS, Vice-Pres. & Sec’y, 
The Torrington Mfg. Co., 70 Frank- 
lin St., Torrington, Conn. (20) 
Down, A. Scott, Pres. & Gen’l. Mer., 
Fritz Publications, Inc., 59 E. Van 
Buren St., Chicago. (2) 

DowNEs, H. J., Adv. Mgr., American 
Locomotive Co., 30 Church St., New 
York. (6) 

DOWNING, HAROLD §S., Walker & 
Downing, Oliver Bldg., Pittsburgh. 
(8) 

DowseETT, T. H., Adv. & Sales Pro. 
Mer., Trane Co. of Canada, Ltd., 
Mowat Ave. & King St., W., Toron- 
to, Ont., Can. (14) 

DOYLE, Harry B., Doyle, Kitchen & 
McCormick, Inc., 501 Fifth Ave., 
New York. (6) 

DoYLeE, W. F., Secretary, The Chat- 
field & Woods Co. of Pa., 32 Blvd. 
of Allies, Pittsburgh. (8) 
DRAUCKER, WILLIAM G., Sales Mer., 
Wm. T. Peck & Co., 1315 Race St., 
Philadelphia. (7) 

DRAVING, HOWARD, Adv. Mer., Fisher 
Scientific Co., 711-723 Forbes St., 
Pittsburgh. (8) 

*DREYER, HoOwARD H., Western Mer., 
Machine Design, 520 N. Michigan 
Ave., Chicago. (2) 

DrusE, M. J., Sales Pro. Mgr., Modine 
Manufacturing Co., Racine, Wis. (5) 

Ducopy, H. K., Asst. Adv. Mer., 
Dresser Mfg. Co., 41 Fisher Ave., 
Bradford, Pa. (A) 

*DUDLEY, JAMES I., Dixie Press, Hag- 
erstown, Md. (16) 

‘DUDLEY, R. L., Pres., Gulf Publishing 
Co., 3301 Buffalo Drive, Houston, 
Tex. (A) 

Durr, EpwarpD E., Jr., Rep., Me- 
Graw-Hill Publ. Co., Ine., 1510 
Hanna Bldg., Cleveland. (4) 

Durry, J. R., Asst. Adv. Mgr., Hy- 
grade Sylvania Corp., 60 Boston St., 
Salem, Mass. (1) 

DYULWEBER, JOHN, Asst. Adv. Mer., 
Newport Rolling Mill Company, 9th 
& Lowell Streets, Newport, Ky. (3) 

DuMonp, T. C., Adv. Mgr., George 
Gorton Machine Co., 1107 13th St., 
Racine, Wis. (5) 

DUNBAR, Epson §S., Sales Pro. Mer., 
Crocker-McElwain Company, Cabot 
St., Holyoke, Mass. (A) 

DUNMIRE, HAROLD B., Rep., The Tele- 
graph Press, Cameron & Kelker Sts., 
Harrisburg, Pa. (16) 

DUNN, E. R., Adv. Mgr., Bull Dog 
Electric Products Co., 7610 Joseph 
Campau, Detroit. (12) 

DUNNAGAN, MERVYN G., S. D. Warren 
& Co., 2 Park Ave., New York. (6) 

DbuNnpHy, A. R., Asst. Adv. Mgr., The 
Texas Co., 185 E. 42nd St., New 
York. (6) 

)UPREE, LANSING T., Reinhold Publ. 
Corp., 330 W. 42nd St., New York 
(6). 

DUSINBERRE, HENRY W., 111-15 Puri- 
tan Ave., Forest Hills, N. Y. (6) 
DWELLEY, (Mrs.) FERNE PATTISON, 

Adv. Megr., The Tomkins-Johnson 
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Co., 617 N. Mechanic St., Jackson, 
Mich. (A) 


*DyeER, R. C., Pres., R. C. Dyer & Co., 
210 S. Poydras St., Dallas, Tex. 
(A) 


*DYKMAN, HOWARD, Industrial Photo- 
Engraving Co., Easton, Pa. (11) 


E 


EASTMAN, SAMUEL C., Copy Chief, 
Dozier - Graham - Eastman, 1206 
Maple Ave., Los Angeles. (19) 


Easton, C. D., Adv. Mgr., The Philip 
Carey Co., Lockland, O. (3) 


EASTON, WILLIAM H., Vice-Pres., Shel- 
don, Morse, Hutchins & Easton, 420 
Lexington Ave., New York. (6) 


*EcCKEL, A. R., N. Y. Rep., Automotive 
Industries, 100 E. 42nd St., New 
York. (6) 

*EppY, GLENN H., Salesman, Ameri- 
can Society of Mechanical Engi- 
neers-American Inst. of Electrical 
Engineers, 205 W. Wacker Dr., Chi- 
cago. (2) 

EHLINGER, STANLEY J., Pres., Stanley 
J. Ehlinger Advertising, Inc., 421 
W. Sixth St., Tulsa, Okla. (A) 

*EHMAN, Harry, Sales Megr., The 
Heinn Co., 188 W. Randolph St., 
Chicago. (2) 

*EICHLER, GEORGE H., Vice-Pres., Pe- 
troleum Equipment Publ. Co., Inc., 
114 Liberty St., New York. (6) 

*ELpDEerR, E. E., Detroit Mgr., Chilton 
Company, Inc., 1015 Stephenson 
Bldg., Detroit. (12) 

*ELKINGTON, ARTHUR G., Dist. Mer., 
Sweet’s Catalog Service, 119 W. 
40th St., New York. (11) 

ELLERSTON, O. J., Asst. Sec’y, Pioneer 
Engineering Works, Inc., 1515 Cen- 
tral Ave., N. E., Minneapolis. (A) 

ELLINGWooD, LLoyp, Mgr. Adv. & Sls. 
Pro., Toledo Scale Co., Toledo. (13) 

ELLIOTT, BRUCE W., Tomaschke-Elli- 
ott, Inc., 1624 Franklin St., Oak- 
land, Calif. (18) 

ELLIOTT, G. A., Exec. Vice-Pres., 
James R. Kearney Corp. of Canada, 
Ltd., Vanderhoof Ave., Leaside, 
Ont., Can. (14) 

E.LLIoTT, Roy D., Pres., Roy Elliott 
Company, 25 Huntington Ave., Bos- 
ton. (1) 

ELLIOTT, W. N., Vice-Pres.-Sales Mer., 
N. Slater Co., Ltd., Hamilton, Ont., 
Can. (14) 

*ELy, Howarp, N. J. Rep., Industrial 
Equipment News, 461 Eighth Ave., 
New York. (11) 

EMERSON, FRED, Spartan Saw Works, 
Inc., 152 Fisk Ave., Springfield, 
Mass. (20) 

ENGEBRETSON, MARTIN E., Adv. Megr., 
The Oilgear Co., 1403 W. Bruce St., 
Milwaukee. (5) 

ENGLAND, JERRY, Adv. Mgr., Electric 
Auto-Lite Co., Toledo. (13) 

*ENRIGHT, FRANK J., Adv. Mgr., Met- 
als and Alloys, 1133 Leader Bldg., 
Cleveland. (4) 

ENTWISTLE, A. L., Asst. to Pres., The 
Mengel Co., 1122 Dumesnil St., 
Louisville, Ky. (A) 

*ESPIE, ROBERT J., Pres., Espie Print- 
ing Co., Ltd., 331 Adelaide St., W., 
Toronto, Ont., Can. (14) 

Eustice, A. L., Pres., Economy Fuse 
& Mfg. Co., 2717 Greenview Ave., 
Chicago. (2) 


Evans, Keita J., Adv. Mgr., Joseph 
T. Ryerson & Son, Inc., 2558 W. 16th 
St.; Sales Pro. Mgr., Inland Steel 
Co., 38 S. Dearborn St., Chicago. 
(2) 


Evans, L. B., Sales Pro. Mgr., La 
Salle Steel Co., P. O. Box 6800-A, 
Chicago. (2) 


Evans, W. H., Pres. & Treas., Evans 
Associates, Inc., 225 N. Michigan 
Ave., Chicago. (2) 


Evans, W. H., Asst. Gen’] Mgr., Min- 
neapolis-Honeywell Regulator Co., 
Ltd., 117 Peter St., Toronto, Ont., 
Can. (14) 


EWERHARDT, KARL, Adv. Mgr., Metal 
Goods Corp., 5239 Brown Ave., St. 
Louis. (9) 


*Ey.Ler, E. T., Dist. Megr., Sweet’s 
Catalog Service, 700 Merchandise 
Mart, Chicago. (2) 


F 


FAHEY, C. A., Sales Pro. Mgr., The 
Milleraft Paper Co., 1927 E. 19th 
St., Cleveland. (4) 


FanHeEy, T. W., Adv. Dept., Caterpillar 
Tractor Co., 800 Davis St., San 
Leandro, Calif. (18) 


FAIRBAIRN, JOHN B., John B. Fair- 
bairn, Advertising, 12 Haynes St., 
Hartford, Conn. (20) 

FALcon, E. W., Warner & Swasey 
Co., 5701 Carnegie Ave., Cleveland. 
(4) 


FALLER, R. J., Vice Pres., Sterling 
Beeson Adv. Agency, Second Na- 
tional Bank Bldg., Toledo. (13) 


*FARLEY, J. U., Mer. Marketing & Re- 
search Bureau, Domestic Engineer- 
ing Company, 1900 Prairie Ave., 
Chicago. (2) 

*FARMER, C. R., Megr., Chgo. Office, 
Oil and Gas Journal, 105 W. Madi- 
son St., Chicago. (2) 

FARRAR, J. X., Asst. Sec’y & Adv. 
Mer., The Jeffrey Mfg. Co., Colum- 
bus, O. (A) 

FAUSTER, CARL U., Owens-Illinois 
Glass Co., Ohio Bldg., Toledo. (13) 


Fea, Horace, Adv. Mgr., The Powers 
Regulator Co., 2720 Greenview Ave., 
Chicago. (2) 


*FEDDERY, WILL J., Central Western 
Mer., Hardware Age, 1836 Euclid 
Ave., Cleveland. (4) 


FEIGEL, ARTHUR J., Sales Pro. Megr., 
Union Special Machine Co., 400 N. 
Franklin St., Chicago. (2) 


FercnH, J. O., Globe-Union, Inc., 900 
E. Keefe Ave., Milwaukee. (5) 


FERGUSON, RoBeERT C., J. L. Ferguson 
Co., Center & Jasper, Joliet, Ill. (A) 


FEWSMITH, J., Vice-Pres.-Treas., Mel- 
drum and Fewsmith, Inc., 1018 
Leader Bldg., Cleveland. (4) 


FEWSMITH, WILLIAM L., Adv. Mgr., 
Robins Conveying Belt Co., 270 Pas- 
saic Ave., Passaic, N. J. (6) 


Frey, Harry J., Artist, James R. Kear- 
ney Corp., 4224 Clayton Ave., St. 
Louis. (9) 


*FILLMORE, GRANVILLE M., Eastern 
Mer., Gardner Publications, Inc., 
842 Madison Ave., New York. (6) 


*FINDLEY, EMERSON, Central Western 
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Mer., The Iron Age, 1836 Euclid 
Ave., Cleveland. (4) 

*FINTZE, WILLIAM J., Dir., Creative 
Div., The Lezius-Hiles Co., 1125 
Rockwell Ave., Cleveland. (4) 

FISCHER, ALFRED, George N. Wallace 
Co., Suite 1904, 205 E. 42nd St., 
New York. (6) 

*FISCHER, FRANKLYN, Fischer Exhib- 
its, Inc., 120 E. 16th St., New York. 
(6) 

"FISCHER, FREDERICK J., Bus. Megr., 
Simmons-Boardman Publ. Corp., 30 
Church St., New York. (7) 

*FisHer, A. W., McGraw-Hill Publ. 
Co., Inc., 330 W. 42nd St., New 
York. (11) 

FISHER, EARL H., Ass’t to Pres., The 
Wine Railway Appliance Co. Div. 
of Uniteast Corp., 2237 Water 
Works Drive, Toledo. (13) 

FISHER, HOWARD L., Vice-Pres., Rick- 
ard & Co., Inc., 330 W. 42nd St., 
New York. (6) 

"FITZGERALD, W. J., Ass’t Dist. Mer., 
The Iron Age, 428 Park Bldg., Pitts- 
burgh. (8) 

FITZPATRICK, H. G., Mer. Chgo. Office, 
Gulf Publishing Co., 332 S. Michi- 
gan Ave., Chicago. (2) 

FLATOW, WILLIAM, JrR., Adv. Mer., 
West Disinfecting Co., 42-16 West 
St., Long Island City, N. Y. (6) 

FLETCHER, G. M., Adv. Megr., The 
Stanley Works, New Britain, Conn. 
(20) 

*FLeTCHER, L. C., Vice-Pres., Elee- 
trical Manufacturing, 232 Madison 
Ave., New York. (6) 

FLOYD, CHARLES A., Adv. Mgr., West 
Virginia Coal & Coke Corp., Atlas 
Bank Bldg., Cincinnati. (3) 

FLoyp, W. I., Ass’t to Pres., Duff- 
Norton Mfg. Co., 2709 Preble Ave., 
Pittsburgh. (8) 

Focc, WALTER S., 67 E. Plumstead 
Ave., Lansdowne, Pa. (7) 

FoLtz, FREDERICK S., Treas. & Megr., 
Foltz-Wessinger, Inc., 26 W. Orange 
St., Lancaster, Pa. (16) 

*Forp, A. P., American Society for 
Metals, 7301 Euclid Ave., Cleveland. 
(A) 

*Forp, E. L., Tri-Art Studios, 829 
Broad St., Newark, N. J. (11) 

FORRESTER, H. P., Vice-Pres., Fuller & 
Smith & Ross, Ince., 1501 Euclid 
Ave., Cleveland. (4) 

* FORSTER, DONALD, Western Construc- 
tion News, 5809 N. Winthrop Ave., 
Chicago. (2) 

FORSYTHE, Ropert L., Jr., Production 
Mer., Ketchum, MacLeod & Grove, 
Inc., 2000 Koppers Bldg., Pitts- 
burgh. (8) 

Fortey, H. W., Director of Adv., The 
Warner & Swasey Co., 5701 Car- 
negie Ave., Cleveland. (4) 

FouRNIER, D. R., Adv. Prod. Mer., 
Nash Engineering Co., South Nor- 
walk, Conn. (20) 

*FowLe, Epwin D., New England 
Rep., Textile World, 1427 Statler 
Bldg., Boston. (1) 

Fox, W. A., Sec’y-Treas., Fox and 
Mackenzie, 1214 Locust St., Phila- 
delphia. (7) 

FRANKLIN, W. R., Adv. Mgr., J. L. 
Clark Mfg. Co., Rockford, Il. (A) 

FRANZ, K. W., Mallinckrodt Chemical 
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Works, 3600 N. Second St., St. 
Louis. (9) 

*FRASER, GEORGE E., Megr., Fraser 
Publishing Co., 660 St. Catherine 
St., W., Montreal, Que., Can. (17) 

FREDRICK, A. L., Asso. Director, Y. M. 
C. A. Motion Picture Bureau, 347 
Madison Ave., New York. (6) 

FRENCH, O. R., Pres., Oakleigh R. 
French and Associates, 4235 Lindell 
Blvd., St. Louis. (9) 

FRENCH, W. W., Sales Pro. Megr., 
Dodge Mfg. Corp., Mishawaka, Ind. 
(A) 

FREYSTADT, EVERETT M., Pres., E. M. 
Freystadt Asso., Inc., 570 Lexington 
Ave., New York. (6) 

FRIEDMAN, (Miss) IpA S., The McCor- 
mick Co., Inc., 121 S. Negley Ave., 
Pittsburgh. (8) 

Fritts, A. B., Publicity Mgr., Norton 
Co., 1 New Bond Street, Worcester, 
Mass. (1) 

FROMM, ALBERT S., Adv. Megr., The 
Union Metal Mfg. Co., Canton, O. 
(4) 

FRYE, GEORGE A., Asst. to Pres., James 
Thomas Chirurg Co., Park Square 
Bldg., Boston. (1) 

*FRYE, WM. G., Thomas Publishing 
Co., 817 Washington Ave., Newport, 
Ky. (3) 

*Fuury, H. A., Sec’y, The E. F. 
Schmidt Company, 341 N. Milwau- 
kee St., Milwaukee. (A) 

FUNK, KEN W., Adv. Megr., Black- 
hawk Mfg. Co., 5325 W. Rogers St., 
Milwaukee. (5) 

FUNNELL, WALTER L., Sales Dept., 
Anaconda Wire & Cable Co., 25 
Broadway, New York. (6) 

*FurRY, SCHELL L., National Type- 
setting Co., 914 Pine St., St. Louis. 


(9) 
G 

GAAL, ALEXANDER, Sales Pro. Rep., 
Republic Steel Corp., 601 W. Fifth 
St., Los Angeles. (19) 

*GAILLARD, H. E., Mill & Factory, 456 
Leader Bldg., Cleveland. (4) 

GALILEE, JOHN A. M., Asst. Adv. Mgr., 
Canadian Westinghouse Co., Ltd., 
Hamilton, Ont., Can. (14) 

GAMMEL, JAMES, Asst. Adv. Mgr., The 
Osborn Mfg. Co., 5401 Hamilton 
Ave., Cleveland. (4) 

GARDANIER, P. M., Adv. Mgr., R. G. 
Haskins Co., 615 S. California Ave., 
Chicago. (2 ) 

GARDNER, A. LESLEY, Adv. Mgr., Pang- 
born Corporation, Hagerstown, Md. 
(7) 

GARDNER, J. A., Sales Megr., The Cin- 
cinnati Tool Co., 1951 Waverly Ave., 
Cincinnati. (3) 

*GARDNER, WILLIAM M., Gardner Dis- 
plays Co., 477 Melwood St., Pitts- 
burgh. (8) 

GARRETSON, L. R., Mgr. Adv. Div., 
Leeds & Northrup Company, 4901 
Stenton Ave., Philadelphia. (7) 

GARRISON, R. P., Sales & Adv. Mgr., 
Garrison Machine Works, Inc., 13-8 
Norwood Ave., Dayton, O. (A) 

GASSAWAY, NICHOLAS, Adv. Megr., 
Crocker-Wheeler Elec. Mfg. Co., 
Ampere, N. J. (11) 

*GAULEY, E. R., Pres., AGE Publica- 
tions, Ltd., 31 Willcocks St., Toron- 
to, Ont., Can. (14) 

Gaupp, L. W., Pittsburgh Steel Co., 
Grant Bldg., Pittsburgh. (8) 


GAWTHROP, L. B., Adv. Mgr., Electric 
Service Supplies Co., 17th & Cam- 
bria Sts., Philadelphia. (7) 


GAYLORD, E. Terry, Miller Printing 
Machinery Co., 1117 Reedsdale St., 
Pittsburgh. (8) 

GEBHARDT, E. A., Vice-Pres., Commer- 
cial Advertising Agency, Inc., 600 S. 
Michigan Ave., Chicago. (2) 

GEBHART, WALTER H., Mgr. of Sales, 
Ind. Div., Henry Disston & Sons, 
Inc., Tacony, Philadelphia. (7) 

Geppes, E. T., Asst. Sales Mgr., The 
Byers Machine Co., Ravenna, O. (4) 

*GeorGcE, W. F., Adv. Megr., Trade- 
press Publ. Co., Inc., 522 Fifth Ave., 
New York. (6) 

GEREKE, Epwarp G., Pres., Gereke- 
Allen Carton Co., 1701 Chouteau 
Ave., St. Louis. (9) 

GERHART, FRANK, Asst. Adv. Mer., 
The Champion Paper & Fibre Co., 
Hamilton, O. (3) 

*GESCHELIN, JOSEPH, Detroit Techni- 
eal Editor, Chilton Publications, 
1015 Stephenson Bldg., Detroit. (12) 

JEYER, Linwoop H., Adv. Div., Inger- 
soll-Rand Co., 11 Broadway, New 
York. (6) : 

*GIBSON, Davip B., Brewers Journal, 
431 S. Dearborn St., Chicago. (2) 

Gipson, J. H., Mer., Synthetic Rubber 
Div., The Pioneer Rubber Company, 
Willard, O. (4) 

*GIBSON, WILLIAM J., Diesel Publica- 
tions, 192 Lexington Ave., New 
York. (6) 

GILBERT, WILLIAM W., Adv. Mgr., The 
Watson-Stillman Co., Aldene Road, 
Roselle, N. J. (11) 

*GILCHRIST, ALEX., Gilchrist-Wright, 
Ltd., 70 Pearl St., Toronto, Ont., 
Can. (14) 


Gites, ERNEST T., Vice-Pres., Ketch- 
um, MacLeod & Grove, Inc., 2000 
Koppers Bldg., Pittsburgh. (8) 

GILLEN, GEORGE M., Sales Pro. Mgr., 
Lukens Steel Company, 308 Lukens 
Bldg., Coatesville, Pa. (6) 

GILLEN, S. M., Mer. Adv., Richmond 
Radiator Co., Inc., Uniontown, Pa. 
(8) 

GILLETTE, E. SCRANTON, Vice-Pres., 
Gillette Publ. Co., 330 S. Wells St., 
Chicago. (2) 

“GILLIES, D. B., Mer., Industrial Can- 
ada, Montreal Trust Bldg., Toronto, 
Ont., Can. (14) 

GincricH, G. NELSON, Adv. Dept., 
Frick Company, West Main Street, 
Waynesboro, Pa. (16) 

GISCHEL, C. E., Adv. Mgr., Walter 
Kidde & Co., Inc., 140 Cedar St., 
New York. (6) 

GuLazieEr, F. S., Sales Engineer, Gen 
eral Electric Co., 235 Montgomery 
St., San Francisco. (18) 

GLEASON, Wo. J., JR., The V. D. An- 
derson Company, 1935 W. 96th St.. 
Cleveland. (4) 

*GLENZING, W. L., Adv. Mgr., Civil 
Engineering, 33 W. 39th St., New 
York. (6) 

*GLOECKNER, F. H., Pres., T. A. Wi! 
chell & Co., Inc., 1315 Cherry St., 
Philadelphia. (7) 

GLover, T. STANLEY, Mgr. Ind. Dept., 
Russell T. Kelley, Ltd., 150 Mai 
St., East, Hamilton, Ont., Can. (14) 


Goprrey, J. H., Dir. of Pub., T! 
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Creamery Package Mfg. Co., 1243 
W. Washington Blvd., Chicago. (2) 

*GODLEY, FRANK B., Adv. Salesman, 
McGraw-Hill Publ. Co., Inc., 1510 
Hanna Bldg., Cleveland. (4) 


GOES, E. J., Adv. Mgr., Koehring Com- 
pany, 3026 W. Concordia Ave., Mil- 
waukee. (5) 


GOESSLING, PAUL H., Sales Megr., 


Simmons-Sisler Co., 4127 Forest 
Park Blvd., St. Louis. (9) 


GOLD, SAMUEL E., Sales & Adv. Megr., 
Lignum-Vitae Products Corp. and 
International Balsa Corp., 96-100 
Boyd Ave., Jersey City, N. J. (11) 


*“GOLDMAN, B. J., Rep., Thomas Pub- 
lishing Co., 746 Collingwood Ave., 
Detroit. (12) 

GOLDMAN, EMANUEL, Pres., Lucerna 
Co., Inc., 17 E. 45th St., New York. 
(6) 

*GOLDNER, FRANK C., Pres., S. H. Bur- 
bank & Co., Inc., 147 N. Tenth St., 
Philadelphia. (7) 

GORDON, GRANT, Adv. Mer., Freight- 
ways, Inc., Box 1807, Salt Lake 
City, Utah. (A) 

*“GOTHE, CHARLES, JR., Prop., Day and 
Night Press, 422 First Ave., Pitts- 
burgh. (8) 

GRAN, JULIAN, Treas., Rickard & Com- 
pany, 330 W. 42nd St., New York. 
(6) 

*GRANT, FRED, Dist. Mgr., McGraw- 
Hill Publ. Co., Inc., 1510 Hanna 
Bldg., Cleveland. (4) 


GrRASTY, N. D., Adv. & Sales Pro. Mgr., 
Crown Cork & Seal Co., Eastern 
Ave., Baltimore. (A) 

GRAVENSON, TED, Adv. Mgr., Burndy 
Engineering Co., 459 E. 133rd St., 
New York. (6) 

GRAY, CHARLES M., Chas. M. Gray & 
Asso., 905 Francis Palms Bldg., De- 
troit. (12) 

GREENWOOD, ARTHUR §S., Sales Mer., 
Trimont Mfg. Co., 55 Amory St., 
Boston. (1) 


*GREINER, RALPH C., Mgr. Market Re- 
search, Central Dist., McGraw-Hill 
Publ. Co., Inc., 1510 Hanna Bldg., 
Cleveland. (4) 


GRIFFITHS, DONALD N., Dominion 
Oxygen Co., Ltd., 159 Bay St., 
Toronto, Ont., Can. (14) 
GRIFFITHS, GEORGE H., Pres., Hard- 
ware Age, 100 E. 42nd St., New 
York. (6) 

*GRINTON, HARRY M., Regional Vice- 
Pres., McGraw-Hill Publ. Co., Inc., 
1510 Hanna Bldg., Cleveland. (4) 

“GROOME, JOHN E., Sales Rep., The 
York Printing Co., York, Pa. (7) 

*GROSE, W. J., Owner, W. J. Grose 
Company, 703 Gulf Bldg., Pitts- 
burgh. (8) e 

Grove, D. CLINTON, Adv. Mgr., Blaw- 
Knox Co., P. O. Box 1198, Pitts- 
burgh. (8) 

GROVE, RICHARD C., Adv. Rep., Pur- 
thasing, 456 Leader Bldg., Cleve- 
land. (4) 

GUERIN, L., Asst. to Pres., G. M. Bas- 

ford Co., 60 E. 42nd St., New York. 

(6) 

ILBERT, GORDON M., Vice-Pres., 

[win Dise Clutch Co., 1328 Racine 

St., Racine, Wis. (5) 
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*GUMAER, A. P., Vice-Pres. & Gen’l 
Mer., Textile Age, Inc., 381 Fourth 
Ave., New York. (6) 


*GUTKNECHT, W. J., Gen’! Mgr., The 
Youngstown Arc Engraving Co., 
Vindicator Bldg., Youngstown, O. 
(10) 


H 


HACKENBURG, WARREN M., Ingersoll- 
Rand Co., Phillipsburg, N. J. (11) 


HADpocK, GERALD T., Atlas Lumnite 
Cement Co., 135 E. 42nd St., New 
York. (6) 


*HAGGARD, BARTON J., Dir. of Adv. 
Prod., The Brooks Company, 1241 
Superior Ave., Cleveland. (4) 


*HacstTrom, A. G., Pres., Hagstrom 
Co., Ine., 20 Vesey St., New York. 
(6) 

HAGUE, DONALD L., Associate Acct. 
Exec., Fuller & Smith & Ross, Inc., 
1501 Euclid Ave., Cleveland. (4) 


*HALL, WILLIAM T., Westcott & Thom- 
son, 147 N. Tenth St., Philadelphia. 
(7) 

*HAMANN, W. P., New England Mer., 
Fortune, Statler Bldg., Boston. (1) 

HAMAR, JAMES L., JR., Service Mer., 
Charles W. Hoyt Co., 551 Fifth 
Ave., New York. (11) 

HAMBLY, ALFRED E., Sales Pro. Mer., 
Detroit Belt Lacer Co., 3941-51 A 
St., Detroit. (12) 

*HAMILTON, A. R., JR., Pres., Graphic 
Colortype Corp., Point Bldg., Penn 
Ave., Pittsburgh. (8) 

HAMILTON, C. B., JR., Pres., Hamilton 
Gear & Machine Co., 62-100 Van 
Horne St., Toronto, Ont., Can. (14) 

HAMILTON, DouGLas T., Adv. Mer., 
The Fellows Gear Shaper Company, 
78 River St., Springfield, Vt. (A) 

HAMILTON, R. L., Sales & Adv. Mer., 
The Dumore Co., 1225 14th St., 
Racine, Wis. (5) 

*HAMM, E. F., Jr., Pres., The Traffic 
Service Corp., 418 S. Market St., 
Chicago. (2) 

*HAMMOND, EDWARD K., Western 
Mer., Machinery, 228 N. La Salle 
St. Chicago. (3) 

HANES, RALPH N., Asst. Mgr. Sales 
Pro., Mechanical Goods Division, 
United States Rubber Co., 1230 
Sixth Ave., New York. (11) 

HANFORD (MRs.), MABEL POTTER, Bus. 
& Trade Media Buyer, Batten, Bar- 
ton, Durstine & Osborn, Inc., 383 
Madison Ave., New York. (6) 

HANNUM, WILLIAM B., Jr., Adv. Mer., 
American Flange & Mfg. Co., 30 
Rockefeller Plaza, New York. (6) 

*HANSEN, D. J., Traffic World, 418 So. 
Market St., Chicago. (2) 

*HANSEN, EDWIN G., Dist. Rep., 
Buchan Loose Leaf Records Co., 
4716 Parker Ave., Chicago. (2) 

HANSEN, G. A., Sales Pro. & Adv. 
Megr., Steel Sales Corp., 3348 S. 
Pulaski Rd., Chicago. (2) 

HANSON, HERBERT R., Adv. Megr., The 
Pfaudler Co., 89 East Ave., Roches- 
ter, N. Y. (A) 

*HANYON, C. D., Whitaker-Ruehl En- 
graving Co., 922 Pine St., St. Louis. 
(9) 

Happ, PETER C., Adv. Mgr., National 
Can Corp., 110 E. 42nd St., New 
York. (6) 


HARD, ALFRED B., Acct. Exec., Denham 
& Company, 1036 Book Bldg., De- 
troit. (12) 


*HARD, Roy J., Dist. Mgr., Sweet’s 
Catalog Service, 607 Shelby St., 
Detroit. (12) 


HARDIN, C. L., Asst. Sec’y, Toledo 
Chamber of Commerce, Toledo. (13) 


HARMON, RoBERT L., Pres., Evans, 
Nye & Harmon, Inc., 440 Fourth 
Ave., New York. (6) 


*HARN, O. C., Counselor, Audit Bu- 
reau of Circulations, % 5930 Frank- 
lin Ave., Hollywood, Calif. (6) 

HARRIS, ERNEST, Asst. Adv. Mer., 
Canadian Liquid Air Co., Ltd., 1111 
Beaver Hall Hill, Montreal, Que., 
Can. (17) 

HARRIS, GORDON, Sales & Adv. Megr., 
Peterson Tractor & Equipment Co., 
645 Watkins St., Hayward, Calif. 
(18) 

HARRISON, RICHARD, Asst. Adv. Mer., 
Waukesha Motor Co., Waukesha, 
Wis. (5) 

HART, THOMAS, Asst. Sec’y, Jeffrey 
Mfg. Co., Ltd., 300 St. Patrick St., 
Montreal, Que., Can. (17) 


*HART, W. B., Adv. Megr., Modern 
Power & Engineering, 481 Univer- 
sity Ave., Toronto, Ont., Can. (14) 


HART, WILLIAM M., Pres., W. M. Hart 
Company, 25 N. Duke St., York, Pa. 
(16) 

HASTINGS, LEwis A., Pub. Dir., The 
Heald Machine Co., New Bond St., 
Worcester, Mass. (1) 

HATCH, GEORGE E., G. E. Hatch Ad- 
vertising, 10 E. 40th St., New York. 
(6) 

*HAVER, WILSON E., Charge of Sales, 
The Recorder Press, 510 Watchung 
Ave., Plainfield, N. J. (11) 

HAWKINS, R. D., Adv. Mgr., The Ser- 
vice Caster & Truck Co., Box 90, 
Albion, Mich. (A) 

HAYES, E. J., Adv. Dept., Gutta Percha 
& Rubber, Ltd., 160 W. Lodge Ave., 
Toronto, Ont., Can. (14) 

*HAYES, JAMES R., Adv. Rep., Busi- 
ness Week, 330 W. 42nd St., New 
York. (6) 

HAYES, RICHARD S., Adv. Mgr., The 
Okonite Company; The Okonite- 
Callender Cable Co., Inc., Passaic, 
N. J. (11) 

*HAYNES, BRADLEY, Brad. Haynes, 
Illustrator, 26 W. Orange St., Lan- 
easter, Pa. (16) 

*HAYNES, ELDRIDGE, Brookline Road, 
Searsdale, N. Y. (6) 

*Hays, GEORGE O., Vice-Pres., The 
Penton Publishing Co., 1213 W. 
Third St., Cleveland. (4) 

*HAZELTON, L. C., Business Mgr., Ca- 
nadian Mining & Metallurgical Bul- 
letin, 1117 St. Catherine St., W., 
Montreal, Que., Can. (17) 

HAZLEWOOD, JACKSON, Adv. Mer., 
Gisholt Machine Company, 1245 E. 
Washington St., Madison, Wis. (5) 

HEADON, GEORGE R., Sales Pro., Peck- 
over’s, Ltd., 77-79 Front St., E., 
Toronto, Ont., Can. (14) 

HEARN, Davin A., Oakite Products, 
Inc., 22 Thames St., New York. (6) 

HEERY, EDWARD M., Asst. Adv. Megr., 
Rockbestos Products Corp., 285 
Nicoll St., New Haven, Conn. (20) 

HEISER, C. D., Adv. Mgr., Micro- 
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Westco, Inc., 2117 State St., Betten- 
dorf, Iowa. (A) 

HEITKAMP, HowaArp S., JR., Spencer 
W. Curtiss, Inc., Circle Tower, In- 
dianapolis. (15) 

*HEITKAMP, L. F., Paramount En- 
graving Co., 1808 Washington Blvd., 
St. Louis. (9) 

HELBIG, RAYMOND C., Adv. Megr., 
Greenfield Tap and Die Corp., San- 
derson St., Greenfield, Mass. (20) 

HELLER, Rosert F., Treas., Beaumont, 
Heller & Sperling, Inc., 121 N. 
Eighth St., Reading, Pa. (7) 

HELLING, H. F., Jr., Adv. Megr., 
Mathews Conveyer Company, 10th 
St., Ellwood City, Pa. (8) 

HENDERSON, KENNETH, The Interna- 
tional Nickel Co., Inc., 67 Wall St., 
New York. (6) 

HENDERSON, W. J., Acct. Exec., L. W. 
Ramsey Company, 430 Union Bank 
Bldg., Davenport, Iowa. (A) 

*HENDRICKS, OLIVER G., Vice-Pres., 
Thomas Publishing Co., 461 Eighth 
Ave., New York. (6) 

HENLINE, CARL A., Sales Pro. Mer., 
Boston Gear Works, Inc., 14 Hay- 
ward St., North Quincy, Mass. (1) 

HENNEBERGER, M. B., Adv. Mer., Lan- 
dis Machine Co., Inc., 5th & Church 
Sts., Waynesboro, Pa. (16) 

*HENRY, JOHN, Adv. Mer., New 
Equipment Digest, 1218 W. Third 
St., Cleveland. (4) 

“HERBERT, FRANK P., Salesman, Cen- 
tral Electrotype Co., 1760 E. 22nd 
St., Cleveland. (4) 

HERINGTON, C. E., Dir. Sales Pro., 
Meehanite Research Institute of 
America, Inc., 311 Ross St., Pitts- 
burgh. (8) 

HERMAN, LEWIS, Pres., Herman & 
Company, 4400 Market St., Youngs- 
town, O. (A) 

Heroip, F. F., The Bryant Electric 
Company, 1421 State St., Bridge- 
port, Conn. (20) 

HERSHEY, JACK, Asst. Adv. Dir., Day- 
ton Rubber Mfg. Co., Dayton, O. (A) 

*HewitTt, W. H., Vice-Pres., National 
Business Publications, Ltd., 137 
Wellington St., W., Toronto 2, Ont., 
Can, (14) 

HexT, R. G., Adv. Mer., Littleford 
Brothers, 453 E. Pearl St., Cincin- 
nati. (3) 

HICKERSON, J. M., Pres., J. M. Hick- 
erson, Inc., 480 Lexington Ave., New 
York. (6) 

Hicks, L. B., Canadian General Elec- 
tric Co., Ltd., 212 King St., W., To- 
ronto, Ont., Can. (14) 

*HIGGIns, CALEB, Barton Press, Inc., 
138 Washington St., Newark, N. J. 
(11) 

*HILpRETH, JOSEPH S., Vice-Pres. & 
Gen'l Mgr., Chilton Company, Inc., 
56th & Chestnut Sts., Philadelphia. 
(7) 

*Hitt, THoMas W., Managing Editor, 
Electrical News & Engineering, 347 
Adelaide St., W., Toronto, Ont., 
Can. (14) 

*Hitty, H. E., Sales Mgr., Factory 
Management & Maintenance, 330 
W. 42nd St., New York. (6) 

HINTERLEITNER, ERNEST J., 55-5 
Third St., Brooklyn. (6) 


84 


HIRSCHBERG, C. A., Regional Sales 
Mer., Worthington Pump & Mchy. 
Corp., 2 Park Ave., New York. (6) 

*HOBART, PAUL G., Copy Director, R. 
L. Polk & Co., 113 St. Clair Ave. 
N.E., Cleveland. (4) 

HopGpoNn, LESTER I., Asst. to Adv. 
Mgr., Pneumatic Scale Corp., Ltd., 
Newport Ave., North Quincy, Mass. 
(1) 

*HopGes, SAMUEL W., Sec’y & Treas., 
W. Franklin Hodges & Sons, Inc., 
509-19 Vine St., Philadelphia. (7) 

“HOFFMAN, EDWIN W., Salesman, 
Thomas Publishing Co., 461 8th 
Ave., New York. (11) 

*HOFFMAN, WARREN, New Engiand 
Rep., Hitchcock Publ. Co., Main P. 
O. Box 1923, Hartford, Conn. (20) 

Hocc, J. DONALD, Copywriter, Mac- 
Laren Advertising Agency Co., Ltd., 
372 Bay St., Toronto, Ont., Can. 
(14) 

HoGrREN, V. C., Adv. Mgr., Acme Steel 
Co., 2840 Archer Ave., Chicago. (2) 

HOHMAN, A. E., Asst. Adv. Megr., 
Blaw-Knox Co., P. O. Box 1198, 
Pittsburgh. (8) 

HOLDREN, EARL B., Adv. Mgr., Pitts- 
burgh Reflector Co., 403 Oliver 
Bldg., Pittsburgh. (8) 

Hou, Juuius S., Adv. Mgr., Link-Belt 
Company, 307 N. Michigan Ave., 
Chicago. (2) 

HOLLAND, JOHN, Adv. Mgr., Hygrade 
Sylvania Corp., 60 Boston St., 
Salem, Mass. (1) 

Hout, GEorGE R., W. F. & John Barnes 
Co., 301 S. Water St., Rockford, II. 
(A) 

HOLYOKE, DouGLas, Adv. Mgr., U. S. 
Hoffman Machinery Corp., 105 
Fourth Ave., New York. (6) 

*Hooxker, G. C., Thomas Publishing 
Co., 20 W. Jackson Blvd., Chicago. 
(2) 

Hooper, VAN B., Sales Pro. Mgr., The 
Louis Allis Co., 427 E. Stewart St., 
Milwaukee. (5) 

Hopkins, J. R., Advertising Agent, 
113-25 N. Green St., Chicago. (A) 

Hopkins, K. B., Adv. & Sales Pro. 
Mer., Graybar Electric Co., 420 
Lexington Ave., New York. (6) 

*Hopper, SCHUYLER, Asst. Exec. Vice- 
Pres., The Associated Business Pa- 
pers, Inc., 369 Lexington Ave., New 
York. (6) 

*Horn, A. NELSON, Pres.-Gen'l Megr., 
Horn, Crone, Horn, Inc., Cor. Pine 
& Boundary Ave., York, Pa. (16) 

HORNER, LEONARD S., Industrialist, 
870 Prospect St., New Haven, Conn. 
(A) 

*HORNING, M. T., Reg’l Adv. Rep., 
Daily Commercial News & Bldg. 
Record, 1253 Magill College Ave., 
Montreal, Que., Can. (17) 

*HOTTENSTEIN, H. K., Western Mer., 
The Iron Age, 10 S. La Salle St., 
Chicago. (2) 

*HOUGHTON, ALFRED J., Eastern Sales 
Rep., Case-Shepperd-Mann Publ. 
Co., 24 W. 40th St., New York. (6) 

House, BROMLEY, Vice-Pres. & Treas., 
Gregory and Bolton, Inc., Citizens 
Bldg., Cleveland. (4) 

Houston, H. A., Adv. Mgr., A. B. 
Chance Co., Allen at Wilson St., 
Centralia, Mo. (A) 

Howarp, C. C., Pass. Traf. Mgr., Erie 


Railroad, Midland Bldg., Cleveland. 
(4) 

HowELL, E. C., Adv. Mgr., Carboloy 
Company, Inc., 11177 E. Eight Mile 
Rd., Detroit. (12) 

*HoweEs, A. P., Pres., Howes Publish- 
ing Co., 440 4th Ave., New York. 
(6) 

How ett, R. B., Adv. Mgr., Macklin 
Company, Jackson, Mich. (12) 

Hoyt, P. A., Exec. Vice-Pres., Oliver 
United Filters, Inc., 2900 Glascock 
St., Oakland, Calif. (18) 

*HUBBARD, PHILIP H., Vice-Pres., 
Reinhold Publishing Corp., 330 W. 
42nd St., New York. (6) 

*HUFFMAN, JULIUS O., Kaufmann & 
Fabry Co., 425 S. Wabash Ave., 
Chicago. (2) 

HuGHEs, F. A., Pres., F. A. Hughes 
Co., Inc., 328 E. Main St., Roches- 
ter, N. Y. (A) 

HuME, PHIL, Vice-Pres., The Keelor 
& Stites Co., Carew Tower, Cin 
cinnati. (3) 

HuNT, HUuUBBARD, Owner, Hubbard 
Hunt Productions-Talisman Studios, 
4516 Sunset Blvd., Los Angeles. 
(19) 

Hunt, I. A., Sales & Adv. Mgr., Fed 
eral Products Corp., 1144 Eddy St., 
Providence, R. I. (1) 

*HuntT, JAY J., Whitlock Press, Inc., 
18 Montgomery St., Middletown, 
New York. (6) 

Hunt, L. A., Adv. Mgr., Bepco Can- 
ada, Ltd., 1050 Mountain St., Mon- 
treal, Que., Can. (17) 

*Hursu, Har, Cleve. Dist. Mer., 
Newsweek, 1130 Union Commerc: 
Bldg., Cleveland. (4) 

HutcHins, F. IRVING, Vice-Pres., 
Hutchins Advertising Co., Inc., 42 
East Ave., Rochester, N. Y. (A) 

*HuTTon, Epwarp T., Sales Mer., 
Temple Art Studios, Inc., 541 Wood 
St., Pittsburgh. (8) 

Hutton, W. W., Adv. Mgr., Interna 
tional Filter Co., 325 W. 25th PI., 
Chicago. (2) 


I 


Imes, OLIVER S., Adv. Mgr., Century 
Electric Co., 1806 Pine St., St. Louis 
(9) 

*IRiIsH, W. E., Editor, Industri 
Equipment News, 461 Eighth Ave., 
New York. (6) 

*IRVINE, R. H., Thomas Publishing Co., 
20 W. Jackson Blvd., Chicago. (2) 


J 

Jaap, Harry C., Secretary, Jaap-0 
Co., American Bldg., Cincinnati. (3) 

*JACKLIN, T. W., Director of Adv 
Hugh C. MacLean Publications, 
Ltd., 347 Adelaide St., W., Toront 
Ont., Can. (14) 

Jackson, D. H., Sales Mgr., Croll- 
Reynolds Engineering Co., Inc., | 
John St., New York. (6) 

*JAENKE, RUSSELL C., Central W: 
ern Mer., Steel, 1213 W. Third S' 
Cleveland. (4) 

JAPHA, FRANK G., 3930 Lindell Bly 
St. Louis, Mo. (9) 

JAQUA, CHESTER A., Pres., The Ja 
Co., 101-111 Garden St. S.E., Grand 
Rapids, Mich. (A) 

JARVIS, ALBERT, Acct. Exec., Nor 
Patterson, Ltd., 105 Bond & 
Toronto, Ont., Can. (14) 
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JASPER, S. H., District Mgr., The 
Penton Publishing Co., 1800 Kop- 
pers Bldg., Pittsburgh. (8) 


JENKINS, DONALD E., Lighting Div., 
Westinghouse Elec. & Mfg. Co., 1216 
W. 58th St., Cleveland. (4) 


JENKINS, ROBERT M., Acct. Exec., 
Smith, Hoffman & Smith, Inc., 323 
Fourth Ave., Pittsburgh. (8) 


JENKINS, WILLIAM, William Jenkins 
Advertising Agencies, 220 S. 16th 
St., Philadelphia. (7) 


*JENNINGS, A. E., Gen’l Mgr., The 
Canadian Engineer, 341 Church St., 
Toronto, Ont., Can. (14) 


JEWELL, JAMES M., Adv. Mgr., Reeves 
Pulley Co., Columbus, Ind. (15) 


JOHNSON, ASHMORE C., Vice-Pres., 
Downington Iron Works, Inc., Wal- 
lace Ave., Downington, Pa. (7) 


JOHNSON, ELLIoTT G., Adv. Mgr., 
Homestead Valve Mfg. Co., P. O. 
Box 348, Coraopolis, Pa. (8) : 

*JOHNSON, FRANKLIN H., Vice-Pres., 
McGraw-Hill Publ. Co., Inc., 330 W. 
42nd St., New York. (6) 

*JOHNSTON, CARL T., V. P. & Mer., 
Johnston & Johnston, Inc., 1203 
Western Ave., Pittsburgh. (8) 

*JOHNSTON, FRED G., Publisher, Con- 
struction Digest, 215 E. New York 
St., Indianapolis. (15) 

*Joty, Davip C., Adv. Mgr., Western 
Construction News, 333 Kearny St., 
San Francisco. (18) 

Jones, F. D., Republic Steel Corp., 
8100 E. 45th St., Cleveland. (4) 

JONES, RALPH C., Owner, Humbert & 
Jones, 228 E. 45th St., New York. 
(6) 

JONES, RALPH M., Adv. Megr., Railway 
& Industrial Engineering Co., P. O 
Box 98, Greensburg, Pa. (8) 

*JUDGE, JACK M., Owner, Judge Stu- 
dio, 86 Knox Ave., Pittsburgh. (8) 

JUNKIN, M. P., Adv. Mgr., National 
Metal Edge Box Co., 340 No. 12th 
St., Philadelphia. (7) 


K 

KAISER, J. M., Adv. & Sales Megr., 
\rt-Crafts Engraving Company, 
704 Sycamore St., Cincinnati. (3) 

KALBFUSs, C. W., Adv. Mgr., Elliott 
Co., Jeannette, Pa. (8) 

KALSEM, PALMER, Adv. Dept., Alumi- 
num Co. of America, Pittsburgh. 





s) 

*KALTENBORN, A. L., Reliance Engrav- 
ing Co., Arrot Power Bldg. No. 1, 
Barker PL. Pittsburgh. (8) 

KAUPMAN, HERBERT, Adv. Mer., Gen- 
eral Printing Ink Corp., 100 Sixth 
\ve., New York. (6) 

KAULL, KENNETH STEVENS, Equip- 
ment Preview, 139 E. 52nd St., 
New York. (6) 

Kay, DeLBert, Adv. Mer., Nordberg 
Mfg. Co., 3073 S. Chase, Milwaukee. 
(D>) 

NAYES, H. A., Sales Pro. Mgr., Cana- 
lian Johns-Manville Co., Ltd., To- 
ronto 6, Ont., Can. (14) 
ARNEY, JAMES R., JR., Pres., J. R. 
Kearney Corp., 4224 Clayton Ave., 
St. Louis. (9) 

TENE, ALBERT R., Adv. Mgr., Pneu- 

atic Seale Corp., Ltd., Newport 

\ve., North Quincy, Mass. (1) 
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KEENE, Harry A., Pub. & Pro. Mgr., 
Grinneil Company, Inc., 260 W. Ex- 
change St., Providence, R. I. (1) 

KEIGHTLEY, B. W., Adv. Dir., Cana- 
dian Industries, Ltd., 1135 Beaver 
Hall Hill, Montreal, Que., Can. 
(17) 

KELLENBERGER, K. E., Adv. Megr., 
Union Switch & Signal Company, 
1789-1807 Braddock Ave., Swissvale, 
Pa. (8) 

KELLER, S. T., Adv. Mgr., The Park- 
ersburg Rig & Reel Co., Parkers- 
burg, W. Va. (A) 

KELLEY, D. W., Div. Adv. Megr., Cana- 
dian Industries, Ltd., 1135 Beaver 
Hall Hill, Montreal, Que., Can. (17) 

KELLEY, ROLAND P., Adv. Mgr., The 
Timken Roller Bearing Co., Can- 
ton, O. (A) 

KELLOGG, R. G., Gen’l Adv. Mer., 
Square D Company, 710 S. Third 
St., Milwaukee. (5) 

*KELLY, JAMES D., Iron & Steel Engi- 
neer, 1010 Empire Bldg., Pitts- 
burgh. (8) 

KELLY, JOHN F., Asst. Adv. Megr., 
Link-Belt Company, 307 N. Michi- 
gan Ave., Chicago. (2) 

KEMNITZ, GRANT H., Line Material 
Co., South Milwaukee, Wis. (5) 

KENNEDY, EDMUND D., Copperweld 
Steel Company, Glassport, Pa. (8) 

KENNEDY, (MRs.) FRANCIS P., Asst. 
to Pres., The Gathmann Engineer- 
ing Co., Hilltop & Frederick Rds., 
Catonsville, Baltimore. (A) 

*KENNEDY, W. E., Mgr., American 
Machinist, 330 W. 42nd St., New 
York. (6) 

*KENNEY, J. F., Vice-Pres., Com- 
pressed Air Magazine, 942 Morris 
St., Phillipsburg, N. J. (6) 

KENYON, Howarp K., Acct. Exec., 
Howard Swink Advertising Agency, 
372 E. Church St., Marion, O. (A) 

*KEPPELMAN, JOHN A., Time, Inc., 
Girard Trust Bldg., 1400 So. Penn 
Square, Philadelphia. (7) 

KERNS, FRANK C., Lubricating Rep., 
The Texas Co., 1385 E. 42nd St., 
New York. (6) 

KERR, HORACE D., Pres., The Bayless- 
Kerr Co., Hanna Bldg., Cleveland. 
(4) 

*KerRR, Roy L., Editor & Mer., Dixie 
Contractor, 208 Red Rock Bldg., 
Atlanta, Ga. (A) 

KerRIcK, L. C., Adv. Mgr., Surface 
Combustion Corp., 2375 Dorr St., 
Toledo. (13) 

*KERSHAW, JOHN A., Eastern Rep., 
Technical Publ. Co., 909 Graybar 
Bldg., New York. (6) 

*KETTELL, ELMER, Printers’ Ink, 
185 Madison Ave., New York. (6) 
KEYLER, F., Vice-Pres., O. S. Tyson 
and Company, Inc., 230 Park Ave., 

New York. (6) 

KIDDE, JOHN F., Treas., Walter Kidde 
& Co., Inc., 140 Cedar St., New 
York. (6) 

*KINDIG, T. P., McGraw-Hill Publ. 
Co., Inc., 1510 Hanna Bldg., Cleve- 
land. (4) 

*KING, ARTHUR F., Pres., Western 
Construction News, 333 Kearny St., 
San Francisco. (18) 

*KING, GERALD, Asst. Mng. Director, 
The Louis Cassier Co., Ltd., 22 Hen- 
rietta St., London, W.C.2, England. 
(A) 


KING, HERBERT F., Vice-Pres., Wm. B. 
Remington, Inc., 196 Worthington 
St., Springfield, Mass. (A) 

*KING, Moses, Dist. Megr., Sweet’s 
Catalog Service, 321 Hanna Bldg., 
Cleveland. (4) 

KING, RICHARD E., Adv. Mgr., Crystal 
Tissue Co., Middletown, O. (3) 

KING, S. BOWLES, Asst. Sec’y, Under- 
writers’ Laboratories, Inc., 207 E. 
Ohio St., Chicago. (2) 

KING, WALLACE W., Pres., Wallace W. 
King Adv. Agency, 652 Clifton 
Ave., Clifton, N. J. (11) 

*KING, W. HEYBURN, Rep., Buchan 
Loose Leaf Records Co., 726 Cham- 
ber of Commerce Bldg., Boston. (1) 

KIRCHNER, C. N., Adv. Mgr., Indepen- 
dent Pneumatic Tool Co., 600 W. 
Jackson Blvd., Chicago. (2) 

KISTENMACHER, CHARLES F., J. R. 
Kearney Corp., 4224 Clayton Ave., 
St. Louis. (9) 

KLEIN, HERMAN L., The Cincinnati 
Milling Machine Company, Oakley, 
Cincinnati. (3) 

*KLINE, HOMER B., Vice-Pres., The 
Eddy Press Corp., 7525 Kensington 
St., Pittsburgh. (8) 

KLITTEN, MARTIN R., Acct. Exec., The 
McCarty Co., 1206 Maple Ave., Los 
Angles. (19) 

KotH, Harotp W., Adv. Mgr., Diehl 
Mfg. Co., 80 Trumbull St., Eliza- 
belloert. N. J. (11) 

*KNISELY, STANLEY A., Exec. Vice- 
Pres., Associated Business Papers, 
Inc., 369 Lexington Ave., New 
York. (6) 

Kosse, PHILIP, 19 W. 44th St., New 
York. (6) 

*Kocu, FREDERICK C., Vice-Pres., Sim- 
mons-Boardman Publ. Corp., 30 
Church St., New York. (6) 

Kocu, R. J., Morse Chain Co., 1418 
Polk Ave., Houston, Tex. (A) 

KOEHLER, ARTHUR, Asst. Sales Megr., 
Frank Adam Electric Co., Drawer 
357, St. Louis. (9) 

Koun, A. J., Pres., Schauer Machine 
Co., 2060 Reading Road, Cincinnati. 
(3) 

KoMSTHOFF, Rocer S. 3rd, INDuUs- 
TRIAL MARKETING, 52 E. 41st St., 
Chemist’s Club, New York (6) 

Kopr, ELMER J., Adv. Div., Republic 
Steel Corp., 3100 E. 45th St., Cleve- 
land. (4) 

*KOPFMANN, RuDOLF R., Associated 
Business Papers, Inc., 369 Lexing- 
ton Ave., New York. (6) 

KoretTz, SEYMOUR, Pres., Koretz, Ko- 
pel, Ideas, Inc., 899 Broad St., New- 
ark, N. J. (11) 

KorTKAMP, W. R., Sales Pro. Megr., 
Dill & Collins Co., Inc., Public Led- 
ger Bldg., Philadelphia. (7) 

KRAHNEN, E., Owner, E. Krahnen, In- 
dustrial Advertising, 61 Hohenstau- 
fen-Ring, Cologne Rhine, Germany. 

A 

mY RUSSELL D., Adv. Mgr., Mag- 
nus Chemical Co., Inc., South Ave., 
Garwood, N. J. (11) 

*Kress, Jutius C., Pres., MceGraw- 
Phillips, Inc., 318 W. 39th St., New 
York. (6) 

*KREUTZBERG, EMIL W., The Penton 
Publishing Co., 110 E. 42nd St., 
New York. (20) 

KROENBERG, JOHN L., S. D. Warren 
Co., 2 Park Ave., New York. (6) 
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KROHN, G. H., Adv. Mgr., Globe Steel 
Tubes Co., 3839 W. Burnham St., 
Milwaukee. (5) 

KROMNACKER, E. E., St. Louis Mgr., 
Arthur R. Mogge, Inc., 1626 Arcade 
Bldg., St. Louis. (9) 

K UESTER, JAMES G., J. G. Kuester and 
Associates, 106 E. Market St., York, 
Pa. (16) 

KUHBACH, GEORGE J., Adv. Dept., 
Union Switch & Signal Company, 
1789-1807 Braddock Ave., Swiss- 
vale, Pa. (8) 

KUHNS, WILLIAM R., Editor, Bank- 
ing, 22 E. 40th St., New York. (6) 

Kurtz, G. P., Acct. Exec., G. M. Bas- 
ford Co., 422 Leader Bldg., Cleve- 
land. (4) 


L 

LACKENS, FREpDERIC I., Adv. Mer., The 
Hays Corp., Michigan City, Ind. (2) 

LA CROIX, FREDERIC W., Industrial 
Advertising Counsel, 647 W. Vir- 
ginia St., Milwaukee. (A) 

LADD, RALPH H., Sales Engineer, Ahl- 
berg Bearing Co., 856 N. Broad St., 
Philadelphia. (7) 

LAFFERTY, C. S., Sales Mgr., Beacon 
Paper Co., 1000 Clark Ave., St. 
Louis. (9) 

*LAILE, FerD A., Sec’y, Newark Print- 
ing Co., 23 Orange St., Newark, N. 
J. (11) 

LAING, EDWARD, Eastern Sales Pro. 
Mer., Westinghouse Elec. & Mfg. 
Co., 150 Broadway, New York. (6) 

LANCASTER, EARL, James Thomas 
Chirurg. Co., Park Square Bldg., 
Boston. (20) 

LANCE, D. C., Adv. Salesman, Gulf 
Publ. Co., 250 Park Ave., New 
York. (6) 

*LAND, GEORGE E., The Printing Press, 
924 Penn Ave., Pittsburgh. (8) 

LANG, G. MILLARD, Adv. Dept., Na- 
tional Vulcanized Fibre Co., Mary- 
land Ave. & Beech St., Wilmington, 
Del. (A) 

*LANGDON, PALMER H., Editor, Metal 
Finishing, 116 John St., New York. 
(6) 

LANGE, FREDERICK, Adv. Megr., Wilson 
Mechanical Instrument Co., Ince., 
383 Concord Ave., New York. (6) 

LANGER, RuDOLPH A., Secretary, 
American Metal Market, 111 John 
St., New York. (6) 

*LAPHAM, CLAUDE R., Printing Plate 
Craftsmen, 725 S. Bierman St., 
York, Pa. (16) 

LARSEN, HAROLD, Publicity, The Inter- 
national Nickel Co., Inc., 67 Wall 
St.. New York. (6) 

*LARSON, C. A., Publishers’ Rep., 254 
W. 31st St., New York. (6) 

*LASK, FREDERICK, Adv. Mgr., Amer. 
Society of Mechanical Engineers, 29 
W. 39th St., New York. (6) 

*“LAWALL, FREDERICK C., Vice-Pres., 
Typographic Service, Inc., 914 Wal- 
nut St., Philadelphia. (7) 

LAWLEss, I. C., Sales Pro. Mgr., The 
Bridgeport Machine Company, 600 
E. 35th St., Wichita, Kans. (A) 

LAWRENCE, G. W., Pres., Sangamo 
Electric Co., Ltd., 183 George St., 
Toronto, Ont., Can. (14) 

LAWRENCE, RICHARD L., Adv. Megr., 

Morganite Brush Co., Ine., 3302 
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48th Ave., Long Island City, N. Y. 
(6) 

LAWSON, Epwarp S., Adv. Mgr., The 
Foxboro Company, Neponset Ave., 
Foxboro, Mass. (1) 

LEASON, EpwIn E., Asst. Treas. of 
Dickie-Raymond, Inc., 80 Broad St., 
Boston. (1) 


LepwiTH, A. B., Jr., Union Switch & 
Signal Company, 1789-1807 Brad- 
dock Ave., Swissvale, Pa. (8) 

LEECH, WILLOUGHBY S., Vice-Pres., G. 
M. Basford Co., 422 Leader Bldg., 
Cleveland. (4) 

*LEHLEITNER, G. J., Vice-Pres., Com- 
mercial Letter, Inc., 1209 Washing- 
ton Ave., St. Louis. (9) 

Leipy, Arcus, Adv. & Sales Pro. Mgr., 
Globe Hoist Co., 1000 E. Mermaid 
Lane, Chestnut Hill, Philadelphia. 
(7) 

LENHARD, A. E., Adv. Megr., The 
American Foundry Eauipment Co., 
400 S. Byrkit St., Mishawaka, Ind. 
(A) 

*LEONARD, H. E., Asst. Adv. Megr., 
The Iron Age, 239 W. 39th St., New 
York. (11) 

LERMER, CARL E., Sales Pro. Megr., 
The Union Paper & Twine Co., 116 
St. Clair Ave., N.W., Cleveland. (4) 

Lewis, ARTHUR F., Adv. Mgr., Sim- 
plex Wire & Cable Co., 79 Sidney 
St., Cambridge, Mass. (1) 

Lewis, Permrce, District Megr., The 
Iron Age, 7310 Woodward Ave., 
Detroit. (12) 

LIGGETT, CARR, Pres., Carr Liggett, 
Advertising, 512 NBC Bldg., Cleve- 
land. (4) 

LINDHOLM, CuiFFoRD F., Pres., Fal- 
strom Company, Main Ave. & D.L. 
& W.R.R., Passaic, N. J. (11) 

*LINDQUIST, ALBERT E., Vice-Pres., 
Robbins Publ. Co., Inc., 9 E. 38th 
St., New York. (6) 

LINDSEY, W. D., Vice-Pres., Oswald 
Advertising Agency, Inc., 1600 Arch 
St., Philadelphia. (7) 

LINNE, Puiuip, Adv. Mgr., Owens- 
Corning Fiberglas Corp., Nicholas 
Bldg., Toledo. (13) 

LITTLE, GEORGE A., Production Megr., 
Alley & Richards Co., 370 Lexington 
Ave., New York. (6) 

*LitTLeE, T. B., Eastern Megr., Steel 
Publications, Inc., 509 Fifth Ave., 
New York. (6) 

Lioyp, Ropert L., The International 
Nickel Co., Inc., 67 Wall St., New 
York. (6) 

LoperG, Harry J., Ass’t. Prof., Sibley 
College, Cornell University, Ithaca, 
N. Y. (A) 

LOEFFLER, F. E., Gen’l Pub. Dept., 
Union Carbide Company, 30 E. 42nd 
St., New York. (6) 

LOGAN, W. HuME, Jr., Adv. Mgr., 
Logan Co., 1115 Franklin St., Louis- 
ville, Ky. (A) 

LONDON, WILLIAM, Sec’y, The Donner 
Mfg. Co., 5005 Euclid Ave., Cleve- 
land. (4) 

LONERGAN, GEORGE P., Sales Pro. 
Mer., The Bristol Company, Water- 
bury, Conn. (20) 

Loomis, A. W., Div. Adv. Mgr., Inger- 
soll-Rand Co., Phillipsburg, N. J. 
(11) 

Loupon, H. A., Adv. Mgr., Blanchard 
Machine Co., Cambridge, Mass. (1) 








*Love, JOHN L., Editor, Marketing, 
119 York St., Toronto, Ont., Can. 
(14) 


LOVEKIN, R. E., Pres., R. E. Lovekin 
Corporation, 1500 Race St., Phila- 
delphia, Pa. (7) 

*Lowe, H. BurTOoN, Reinhold Publ, 
Corp., 330 W. 42nd St., New York. 
(6) 

Luck, CHARLES A., Ass’t to Gen’! 
Mer., Peerless Cement Corp., Fre« 
Press Bldg., Detroit. (12) 

LuNA, E. F., Adv. Mer., Anaconda 
Wire & Cable Co., 25 Broadway 
New York. (6) 

LUND, R. G., Asst. Adv. Megr., Th: 
Austin-Western Road Machinery 
Co., Aurora, Ill. (2) 

*LUND, RICHARD J., Editor, Mining 
Congress Journal, Munsey Bldg., 
Washington, D. C. (A) 

LYDIARD, KEITH B., Acct. Exec., Ala: 
Bridgman Sanger, 60 E. 42nd St., 
New York. (6) 

Lypic, ForREsT C., Sales Pro. Dept. 
The Alling & Cory Co., Box 1407, 
Pittsburgh. (8) 

LYMAN, F. A., Acct. Exec., Fuller & 
Smith & Ross, Ine., 1501 Euclid 
Ave., Cleveland. (4) 

LYSTER, ALAN P., Alan P. Lyster, Ad 
vertising, 3730 Spring Garden St 
Philadelphia. (7) 


M 


MACKENZIE, E. J., Ass’t Adv. Megr., 
Simplex Wire & Cable Co., 79 Sid 
ney St., Cambridge, Mass. (1) 

MAcLEoD, KENNETH O., Acct. Exec., 
Ronalds Advertising Agency, Ltd., 
701 Keefer Bldg., Montreal, Que., 
Can. (17) 

*MACLEoD, Myron, Adv. Mer., The 
American City Magazine, 470 
Fourth Ave., New York. (6) 

MACPHERSON, MALCOLM D., Adv. 
Mer., Alvey-Ferguson Co., Inc., 
Disney St., Cincinnati. (3) 

McCLURE, VINTON H., Pres., W. 5S. 
Hill Co., 323 Fourth Ave., Pitts 
burgh. (8) 

McCoNNELL, J. R., Vice-Pres., Adv. & 
Sales Pro., American Air Filter Co., 
Inc., 215 Central Ave., Louisville, 
Ky. (A) 

McCRIMMON, DONALD, Pub. Megr., C. 
A. Dunham Co., Ltd., 1523 Daven- 
port Road, Toronto, Ont., Can. (14) 

McCroskeEy, D. W., 148 E. Marshal! 
Rd., Lansdowne, Pa. (7) 

McCu.Luoucu, J. S., Mer., Sales Pub 
licity, Yale & Towne Mfg. Co., 4530 
Tacony St., Philadelphia. (7) 

McDANIEL, R. B., Westinghouse Elec. 
& Mfg. Co., 306 Fourth Ave., Pitt 
burgh. (8) 

McDOonaALp, H. E., Adv. Mgr., James 
H. Matthews & Co., 3942 Forbes St 
Pittsburgh. (8) 

McDONALD, JOSEPH N., Anaconda 
Copper Mining Co., 25 Broadway, 
New York. (6) 

McDonouGcH, CHARLES, Adv. Mg! 
Combustion Engineering Co., In 
200 Madison Ave., New York. (6) 

McEweEN, J. G., Anfenger Ady 
Agency, Inc., 1706 Olive St., 5°. 
Louis. (9) 

McEweEN, W. R., Adv. Mer., Cher: 


INDUSTRIAL MARKETING, July, 194° 













































































































lg, 
in. 


in 


la- 


bl, 








NIAA Membership Roster 


Burrell Corp., 427 W. Randolph St., 
Chicago. (2) 

MCFARLAND, J. B., Pub. Mgr., U. S. 
Pipe and Foundry Co., Burlington, 
N. J. (7) 

McCFEE, WILLIAM E., Manager, Copy 
& Planning Dept., The American 
Rolling Mill Company, Curtis St., 
Middletown, O. (3) 

McGraw, A. F., Sales Pro. Megr., 
Tractor Div., Allis-Chalmers Mfg. 
Co., Milwaukee. (5) 

*McGrRAwW, RALPH O., Editor, Indus- 
trial Marketing, 100 E. Ohio St., 
Chicago. (2) 

McKEON, WILLIAM J., Copywriter, 
Johns-Manville Sales Corp., 22 E. 
40th St., New York. (6) 

McKIBBIN, J. M., Adv. & Sales Pro. 
Mgr., Westinghouse Elec. & Mfg. 
Co., East Pittsburgh, Pa. (8) 

McKINNEY, NORMAN E., Sales & Adv. 
Megr., H-B Instrument Company, 
2518 N. Broad St., Philadelphia. (7) 

McLAIN, WILLIAM R., Pres., McLain 
Organization, Inc., 12 S. 12th St., 
Philadelphia. (7) 

*“MCLAUGHLIN, JACK, Sales Mer., 
Beck & Wall Displays, 1800 E. 30th 
St., Cleveland. (4) 

McLEAN, F. A., Publicity Mgr., Cana- 
dian Ingersoll-Rand Co., Ltd., New 
Birks Bldg., Phillips Square, Mon- 
treal, Que., Can. (17) 

MCMAHON, JAMES J., James J. Mce- 
Mahon, Inc., 6 E. 45th St., New 
York. (6) 

McNutt, GEORGE C., Adv. Mgr., R. G. 
LeTourneau, Inc., Peoria, Ill. (A) 
McWILLIAMS, D. B., Dresser Mfg. Co., 
Ltd., 60 Front St., W., Toronto, 

Ont., Canada. (14) 

MACALISTER, ROBERT N., Adv. Megr., 
tobert W. Hunt Company, 175 W. 
Jackson Blvd., Chicago. (2) 

Mack, Don, Adv. Mgr., Weber Show- 
case & Fixture Co., 5700 Avalon 
Blvd., Los Angeles. (19) 

MAGERS, KENNETH C., Pub. Mer., 
The Cincinnati Gas & Electric Co., 
ith & Main Sts., Cincinnati. (3) 

MALONE, LAWRENCE G., Acct. Exec., 
G. M. Basford Co., 60 E. 42nd St., 
New York. (6) 

MALONEY, T. J., Pres., T. J. Maloney, 
Ine., 122 E. 42nd St., New York. (6) 

MANDT, O. G., Gen'l Mgr., The Jae- 
ger Machine Co., 520 Dublin, Co- 
lumbus, O. (A) 

MANN, KARL M., Pres., Case-Shep- 
perd-Mann Publ. Corp., 24 W. 40th 
St., New York. (6) 

MAPLE, F. J., Adv. Mgr., John A. 
Roebling’s Sons Co., 640 S. Broad 
St., Trenton, N. J. (6) 

\ \RCH, ROBERT P., Ass’t Adv. Megr., 
Worthington Pump & Machy. Corp., 
Worthington Ave., Harrison, N. J. 
(11) 

“MARKT, HOWARD, Rep., The Oil and 
ras’ Journal, 802 Leader Bldg., 

leveland. (4) 

‘ARSH, CHARLES S., The Gibson & 
Perin Co., 121 W. Fourth St., Cin- 
innati. (3) 

[ARSHALL, ANTHONY W., Acct. 
-xec., Bryant Press, Inc., 52 E. 19th 
‘t., New York. (6) 

MARSHALL, HAROLD F., Adv. & Asst. 
‘ales Mgr., Warren Webster & 
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Company, 17th & Federal Sts., Cam- 
den, N. J. (7) 


MARSBALL, JOHN A., Adv. Mgr., Wol- 
verine Tube Company, 1411 Central 
Ave., Detroit. (12) 


MARSHALL, THOMAS J., Sales Dept., 
Federal-Mogul Corp., 11031 Shoe- 
maker Ave., Detroit. (12) 


MARTIN, H. L., Adv. Mgr., Diamond 
Chain & Mfg. Co., 433 Kentucky 
Ave., Indianapolis. (15) 


MARTIN, THEO M., Theo M. Martin 
Co., 5905 Pacific Blvd., Huntington 
Park, Calif. (19) 

*MARTIN, THEODORE L., Owner, T. L. 
Martin, 200 Hudson St., New York. 
(6) 


MARTINDALE, E. H., Pres., Martindale 
Electric Co., 1375 Hird Ave., (Lake- 
wood) Cleveland. (4) 


MartTz, L. S., Adv. & Sales Pro. Mgr., 
Micromatic Hone Corp., 1345 E. 
Milwaukee, Detroit. (12) 


MARVIN, THEODORE, Adv. Megr., Her- 
cules Powder Co., Delaware Trust 
Bldg., Wilmington, Del. (7) 


MASON, WALTER R., The Bohnett Co., 
Third & Vine Sts., Cincinnati. (3) 


MASSON, DON, Editor, Bakelite Cor- 
poration, 247 Park Ave., New York. 
(6) 

*Mast, B. P., Vice-Pres., Conover- 
Mast Corp., 333 N. Michigan Ave., 
Chicago. (2) 

*MASTERSON, WALTER J., JR., 115 E. 
70th St., New York. (6) 


MATHEWS, GEORGE F., Adv. Megr., The 
Lunkenheimer Co., P. O. Box 360, 
Annex Station, Cincinnati. (3) 


MATHY, E. L., First Vice-Pres., Victor 
Equipment Company, 844-50 Fol- 
som St., San Francisco. (18) 


*May, JOHN S., Sales Megr., The 
Cleveland Engraving Co., 310 Lake- 
side Ave., W., Cleveland. (4) 


MAYER, E. C., Rickard & Co., Inc., 
330 W. 42nd St., New York. (6) 

MaAyou, H., Sales Pro. Mgr., Amer- 
ican Screw Co., 21 Stevens St., 
Providence, R. I. (1) 

MEEK, PARK, Meek & Thomas, Ine., 
724 Wick Ave., Youngstown, O. 
(10) 

MEELFELD, P. C., Adv. Megr., The 
Hinde & Dauch Paper Co., Decatur 
St., Sandusky, O. (4) 

MEERMANS, HOWARD J., Pres., Meer- 
mans, Inc., 1924 NBC Bldg., Cleve- 
land. (4) 

MEHR, JOSEPH, Vice-Pres., Modern 
Brewery Age, 205 E. 42nd St., 
New York. (6) 

*MEINHARDT, A. F., Dist. Mgr., The 
Heinn Co., 319 3rd Ave., Rm. 315, 
Pittsburgh. (8) 

*MELVILLE, HARRY H., Asst. to Vice- 
Pres., Simmons-Boardman Publ. 
Corp., 1500 Terminal Tower, Cleve- 
land. (4) 

*MENKE, Oscar, Menke Printing Co., 
1560 Papin, St. Louis. (9) 

MERCER, C. C., Sales Pro. Mgr., Ex- 
Cell-O Corporation, 1200 Oakman 
Blvd., Detroit. (12) 

MERCER, HARRY V., Mer., Adv. Div., 
The American Rolling Mill Co., 
Curtis St., Middletown, O. (3) 

MERCREADY, HERB, Sales Pro. Mer., 


Magnus Chemical Co., Inc., South 
Ave., Garwood, N. J. (11) 

MERIAM, J. B., Jr., Adv. Mgr., The 
Meriam Company, 1955 W. 112th 
St., Cleveland. (4) 

MERRIHUE, W. V., Mgr. Pub. Dept., 
Apparatus Div., General Electric 
Co., 1 River Road, Schenectady, N. 
Y. (6) 

MERRILL, H. E., Mgr., Const. Mat’l 
Adv., General Electric Co., Boston 
Ave., Bridgeport, Conn. (20) 

*“MERTZ, RICHARD C., Bus. Mgr., Con- 
tractor Publishing Co., 5 W. Larned 
St., Detroit. (12) 

MESSINGER, L. E., Pres., Burlec, Ltd., 
Toronto, Ont., Can. (14) 

METCALF, GEORGE T., Owner, George 
T. Metcalf, 68 S. Main St., Provi- 
dence, R. I. (1) 

* METZGER, Ray, Owner, The Construc- 
tion News, 112 E. 11th St., Little 
Rock, Ark. (A) 

MEULENDYKE, S. L., Vice-Pres., Mars- 
chalk & Pratt, Inc., 535 Fifth Ave., 
New York. (6) 

*MEYER, FRED W., Pres., The Cincin- 
nati Process Engraving Co., 1006 
Sycamore St., Cincinnati. (3) 


MIDDLETON, E. G., Adv. Mgr., Joy 
Manufacturing Co., 301 Buffalo, 
Franklin, Pa. (A) 

*“MILBAUER, FRANK, Sales Megr., Es- 
sex Engraving Co., 44 Branford 
Pl., Newark, N. J. (11) 

MILLER, GEORGE, Carter-Thomson Co., 
1420 Walnut St., Philadelphia. (7) 

MILLER, JAY, Adv. Mgr., Miller Rub- 
ber Co., Inc., 1247 S. High St., 
Akron, O. (4) 

*MILLER, JOSEPH A., Simmons-Board- 
man Publ. Corp., 30 Church St., 
New York. (11) 

MILLER, RupoLPH, Bausch & Lomb 
Optical Co., 635 St. Paul St., Roch- 
ester, N. Y. (A) 

MILLS, BRENT, Sales Mgr., Lapp In- 
sulator Co., Inc., Gilbert St., Le 
Roy, N. Y. (A) 

MINER, DouGLas C., Mgr., Adv. Dept., 
E. F. Houghton Co., Third & Som- 
erset Sts., Philadelphia. (7) 

MITCHELL, EVERITT, Adv. Dept., Com- 
bustion Engineering Co., Inc., 200 
Madison Ave., New York. (6) 

MITCHELL, TERRY, Adv. Megr., Frick 
Company, West Main St., Waynes- 
boro, Pa. (16) 

MITTELHAUSER, A. J., Adv. Mgr., O. 
Hommel Co., 209 Fourth Ave., Pitts- 
burgh. (8) 

MOERMOND, ISAAC C., Cincinnati Cord- 
age & Paper Co., 128 E. Sixth St., 
Cincinnati. (3) 

Morratt, C. R., Dir. of Adv., United 
States Steel Corp. of Del., 436 
Seventh Ave., Pittsburgh. (8) 

Mocce, ARTHUR R., Arthur R. Mogge, 
Inc., 307 N. Michigan Ave., Chicago. 
(9) 

*MOoOLL, N. R., Vice-Pres., Steel Pub- 
lications, Inc., 108 Smithfield St., 
Pittsburgh. (8) 

*MOLONEY, GRANT, Editor, The Cana- 
dian Engineer, 341 Church St., To- 
ronto, Ont., Can. (14) 

MONAGHAN, GERALD, F., Adv. Dept., 
Worthington Pump & Mchy. Corp., 
Harrison, N. J. (11) 

MoNForT, G. W., Western Adv. Megr., 
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Caterpillar Tractor Co., 800 Davis 
St., San Leandro, Calif. (18) 

*MONTGOMERY, PAUL, Mer., Business 
Week, 330 W. 42nd St., New York. 
(6) 

Moore, ALBERT G., Adv. Mer., General 
Railway Signal Co., 801 West Ave., 
(P. O. Box 600), Rochester, N. Y. 
(A) 

Moore, KENNETH E., Ass’t Adv. Mer., 
The Flintkote Co., 30 Rockefeller 
Plaza, New York. (6) 

Moore, LANSING, Acct. Exec., Holden, 
Graham & Clark, Inc., 900 Donovan 
Bldg., Detroit. (12) 

*Moore, S. S., Reg’l Adv. Director, 
Hugh C. MacLean Publications, 
Ltd., 2118 Bleury St., Montreal, 
Que., Can. (17) 

MORGAN, LEON, Vice-Pres.., The 
Buchen Co., 400 W. Madison St., 
Chicago. (2) 

MORGAN, R. R., Scovill Mfg. Co., 
Waterbury, Conn. (20) 

*“Morris, A. M., Mgr., Mill Supplies, 
330 W. 42nd St., New York. (6) 
*MorrIs, C., Pres., The Petroleum En- 
gineer, Seventh Floor, Allen Bldg., 

Dallas, Tex. (A) 

*“MoORRIS, CROXTON, Treas., Public 
Works Magazine, 310 E, 45th St., 
New York. (6) 

Morris, LINDSAY G., Swiss Electric 
Co. of Canada, Ltd., 1111 Beaver 
Hall Hill, Montreal, Que., Can. (17) 


Morrison, E. J., Pres., Morrison Ad- 
vertising Agency, Inc., 1324 W. Wis- 
consin Ave., Milwaukee. (A) 

Morrison, G. W., Adv. Mer., Inger- 
soll-Rand Co., 11 Broadway, New 
York. (6) 

Morrison, H. A., Vice-Pres., Sim- 
mons-Boardman Publ. Corp., 105 
W. Adams St., Chicago. (2) 

*Morse, A. M., Jr., Bus. Mer., Pur- 
chasing, 205 E. 42nd St., New 
York. (1) 

Morse, Bruce, Asst. to Vice-Pres., 
Square D Company, 6060 Rivard 
St., Detroit. (12) 

*MoORTON, CLARENCE L., McGraw-Hill 
Publ. Co., Ine., 1427 Statler Bldg., 
Boston. (1) 

*Moss, ALBERT, Exec. Vice - Pres., 
Standard Rate & Data Service, 420 
Lexington Ave., New York. (6) 

Moss, J. S., Adv. Mer., Canadian Li- 
quid Air Co., Ltd., 1111 Beaver Hall 
Hill, Montreal, Que., Can. (17) 

MouLe, Tom, Acct. Exec., Seiler, 
Wolfe & Associates, Inc., 3630 W. 
Fort St., Detroit. (12) 

Mount, RALPH D., Adv. Mer. & Ass't 
Sales Megr., The Bassick Co., 38 
Austin St., Bridgeport, Conn. (20) 

*MOUNTEL, GENE, Mountel Press Co., 
1006 Sycamore St., Cincinnati. (3) 

MUELLER, A. B., Vice-Pres., Facts 
Consolidated, 68 Post St., San Fran- 
cisco. (18) 

Muir, Gorpon, Adv. Mgr., Temprite 
Products Corp., 47 Piquette Ave., 
Detroit. (12) 

*Murir, MALCOLM, Newsweek, RKO 
Bldg., Rockefeller Center, New 
York. (6) 

MULHALL, W. F., G. M. Basford Co., 
60 E. 42nd St., New York. (6) 
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*MuncH, Harry E. G., W. H. Hoedt 
Studios, Inc., 212 W. Washington 
Sq., Philadelphia. (7) 

MurpnHy, CHARLES E., Mer., Sales Pro. 
Dept., American District Steam 
Co., Bryant St., North Tona- 
wanda, N. Y. (A) 

*Murpuy, EDWARD J., 123 Bayard PI., 
Pittsburgh. (8) 

Murpny, JOHN D., Asst. Adv. Mgr., 
The Wiremold Company, Elmwood 
Branch P. O., Hartford, Conn. (20) 

Murpuy, Wo. D., Adv. Mgr., Sloan 
Valve Co., 4300 W. Lake St., Chi- 
cago. (2) 

MURRAY, STANLEY, Ass’t. Adv. Megr., 

The Perfect Circle Co., Hagerstown, 

Ind. (15) 


N 


NACK, ARTHUR E., Adv. Mgr., Rowe 
Mfg. Co., Inc., 17 E. 16th St., New 
York. (6) 

*Nau, Bos, Treas., The Seyler-Nau 
Co., Pugh Bldg., 400 Pike St., Cin- 
cinnati. (3) 

*NEARY, JAMES E., JR., Eastern Rep., 
Mining Congress Journal and The 
Hotel Monthly, 260 Fifth Ave., New 
York. (6) 

NEHER, ANTHONY, Sales Pro. Mer., 
Century Electric Co., 1806 Pine St., 
St. Louis. (9) 

NEIGHBORS, CHARLES M., Adv. Divi- 
sion, The Babcock & Wilcox Co., 
85 Liberty St., New York. (6) 

NELSON, Forest J., Adv. Mgr., Mac- 
whyte Company, 2905 14th Ave., 
Kenosha, Wis. (5) 

NETTLETON, E. T., Acct. 
Charles W. Hoyt Co., 551 
Ave., New York. (11) 


NETTLETON, WALKER O., W. O. Nettle- 
ton and Associates, 227 Clark St., 
Westfield, N. J. (11) 

NEVERGOLE, J. MACK, Adv. Megr., Good- 
all Rubber Company, 5 S. 36th St., 
Philadelphia. (7) 

Newsy, A. W., Chairman, Huber Mfg. 
Co., Marion, O. (A) 

NEWMAN, L. S., Adv. Mgr., The Oster 
Mfg. Co., 2057 East 61st St., Cleve- 
land. (4) 

*NEWTON, B. G., Mgr. Ind. Group, The 
MacLean Publishing Co., Ltd., 481 
University Ave., Toronto, Ont., Can. 
(14) 

*NICHOLS, DoN, Bus. Megr., Ahrens 
Publishing Co., Inc., 222 E. 42nd 
St., New York. (6) 

*“NICOLL, JAMES C., JR., Salesman, 
National Process Co., Inc., 75 Var- 
ick St., New York. (6) 

NIELSON, LESTER C., Acct. Exec., 
Theo. M. Martin Co., 5905 Pacific 
Bldg., Huntington Park, Calif. (19) 

Niessen, L. P., Adv. Megr., Cutler- 
Hammer, Inc., 315 N. 12th St., Mil- 
waukee. (5) 

NOLAN, NORBERT, Adv. Dept., Colum- 
bia Steel Company, Russ Bldg., San 
Francisco. (18) 

NOREN, RAYMOND C. R., Partner, Hor- 
ton-Noyes Company, 2300 Industrial 
Trust Bldg., Providence, R. I. (1) 


“NORMAN, J. A., (Salesman, Thomas 
Publ. Co.), 118 Seaman Ave., 
Rockville Centre, N. Y. (8) 

Noyes, FREDERICK C., Partner, Hor- 
ton-Noyes Company, 2300 Industrial 
Trust Bldg., Providence, R. I. (1) 


Exec., 
Fifth 
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*OBER, CHESTER H., N. Y. Adv. Mer., 
The Iron Age, 239 W. 39th St., New 
York. (6) 

OBERNDORFER, ARTHUR H., Adv. Megr.., 
Hevi Duty Electric Company, 4212 
W. Highland Blvd., Milwaukee. (5) 

O’BRIEN, B. C., Vice-Pres., Roots-Con. 
nersville Blower Corp., Connersville, 
Ind. (15) 

*OFSTIE, ALF T., Space Sales, M« 
Graw-Hill Publ. Co., Ine., 16 S§S. 
Broad St., Philadelphia. (7) 

O’GrapDy, A. C., Acct. Exec., A. Mc 
Kim, Limited, 1253 McGill Colleg« 
Ave., Montreal, Que., Can. (17) 

OLDHAM, E. L., Adv. Mer., The Cleve- 
land Rock Drill Co., and The Cleve 
land Pneumatic Tool Co., 3734 E 
78th St., Cleveland. (4) 

OLDHAM, H. H., Asst. Director « 
Adv., Republic Steel Corp., 3100 E 
45th St., Cleveland. (4) 

O’MaRA, RICHARD, Sales Mgr., West 
ern Precipitation Corp., 1016 W 
Ninth St., Los Angeles. (19) 

OPPEL, EDWIN I., Market Devel. Dept., 
The New Jersey Zinc Co., 160 Fron 
St., New York. (6) 

*‘OrA, JOHN P., McGraw-Hill Publ. 
Co., Ine., 330 W. 42nd St., New 
York. (6) 

OrRMEROD, H. R., Niles Steel Products 
Division, Republic Steel Corp., 
Niles, O. (10) 

Osporn, S. A., Adv. Mgr., Economics 
Laboratory, Inc., 914 Guardian 
Bldg., St. Paul. (A) 

*OSBORN, WALLACE J., Vice - Pres., 
Keeney Publishing Co., 1734 Grand 
Central Terminal Bldg., New York. 
(6) 

Ort, Louis J., Mgr. Adv. Dept., Ohio 
Brass Co., Mansfield, O. (4) 

*OTTERSON, JOHN W., McGraw-Hill 
Publ. Co., Inc., 68 Post St., San 
Francisco. (18) 

*OveR, CLARENCE R., Sales, Mid-West 
Contractor, 521 Locust St., Kansas 
City, Mo. (A) 

OWEN, GorDON, Adv. Mer., Bradley 
Wash Fountain Co., N. 22nd & W. 
Michigan Sts., Milwaukee. (5) 


P 

PaGE, FRANK, Pub. Megr., Foster 
Wheeler Corp., 165 Broadway, New 
York. (6) 

*PAINTER, WALTER, Adv. Mgr., Tech- 
nical Publ. Co., 53 W. Jackson Blvd., 
Chicago. (2) 

PALMER, FRANK R., Asst. to Pres. 
The Carpenter Steel Co., Reading, 
ra. (7) 

PANNIER, R. A., Adv. Mgr., Pannier 
Bros. Stamp Co., 207 Sandusky 5'., 
N.S., Pittsburgh. (8) 

PARKER, JAMES D., Vice-Pres., Parker 
Advertising Co., 310 Refiners Bldg., 
Dayton, O. (A) 

PARKER, JOHN L., Sec’y, The Steubing 
Automatic Machine Co., 2425 Spring 
Grove Ave., Cincinnati. (3) 

*Parsons, Lewis S., Publisher, Roc’ 
Mountain Contractor, 1199 Stout 
Denver, Colo. (A) 

*PARTRIDGE, GEORGE H., Dist. Mer. 
Sweet’s Catalog Service, 119 \\- 
40th St., New York. (6) 

PATTERSON, Paut S., Copywriter, 
West Penn Power Company, /4 
Wood St., Pittsburgh. (8) 
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*PATTERSON, RoGER W., Dist. Mer., 
Pencil Points, 1183 Leader Bldg., 
Cleveland. (4) 

PATTISON, EDWARD S., G. M. Basford 
Co., 60 E. 42nd St., New York. (6) 
*PAxTON, A. E., Megr., Engineering 
News Record and Construction 
Methods & Equipment, 330 W. 42nd 

St., New York. (6) 

PAYNE, H. D., Adv. & Sales Pro. Mgr., 
Chicago Molded Products Corp., 
1020 N. Kolmar Ave., Chicago. (2) 

"PAYNE, JupDD, Gen’] Megr., Architec- 
tural Record, 119 W. 40th St., New 
York. (6) 

PEAT, LESLIE, Leslie Peat Associates, 
440 W. 34th St., New York. (6) 

*PecK, JAMES O., Sales Promotion & 
Research, McGraw-Hill Publ. Co., 
Inc., 330 W. 42nd St., New York. 
(6) 

PEILER, M. F., Manager, Mason Regu- 
lator Co. of Canada, Ltd., 459 New 

Birks Bldg., Montreal, Que., Can. 
(17) 

*PELLETIER, LOUIS, 395 Riverside Dr., 
New York. (6) 

*PELoTT, L. C., Western Megr., The 
Penton Publishing Co., 520 N. Mich- 
igan Ave. Chicago. (2) 

*PENNEY, M. D., Sales Pro. Mgr., The 
Forbes Lithograph Mfg. Co., P. O. 
Box 513, Boston. (1) 

PENNINGTON, FRED W., Pub. Dept., 
Westinghouse Air Brake Co., Wil- 
merding, Pa. (8) 

PENSINGER, FRANK W., Adv. Mer., 
Landis Tool Co., Waynesboro, Pa. 
(16) 

PENT, ROBERT E., Vice-Pres.-Sales 
Mer., Hunter Pressed Steel Co., 
Lansdale, Pa. (7) 

Percy, ALLAN L., Adv. Mgr., Fansteel 
Metallurgical Corp., 2200 Sheridan 
Rd., North Chicago, Ill. (2) 
PERKINS, E. V., Western Mer., The 
Petroleum Engineer, 330 S. Wells 
St., Chicago. (2) 

PeRLEY, E. C., Sales Mer., English 
Electric Co. of Can., Ltd., George 
St. Catharines, Ont., Can. (14) 

PERRINE, PAUL B., Adv. Dept., The 
Sherwin-Williams Co., 101 Pros- 
pect Ave., N.W., Cleveland. (4) 
PERRY, ALBERT D., Copy Chief, Case- 
Hoyt Corp., 800 St. Paul St., Roch- 
ester, N. Y. (A) 

PeTeRKA, A. E. R., Ass’t to Vice-Pres. 
& Adv. Mgr., The Lamson & Ses- 
ons Co., 1971 W. 85th St., Cleve- 
land. (4) 

PeTerson, C. L., Adv. Megr., The 
Cleveland Crane & Engineering Co., 
Wickliffe, O. (4) 

PeTeRSsON, R. A., Davis Regulator Co., 
241 S. Washtenaw Ave., Chicago. 
(2) 

Pererson, R. M., Asst. Mgr. Adv.- 
ales Pro., American Steel & Wire 

mpany, Rockefeller Bldg., Cleve- 
nd. (4) 

PETERSON, 
terson 


RoGER N., Acct. Exec., 
& Kempner, Ince., 421 


venth Ave., New York. (6) 
Perrker, J. H., Soulé Steel Co., 1750 
rmy St., San Francisco, Calif. 
8) 
PrerrerR, GEORGE HERBERT, Chain Belt 
., 1600 Bruce St., Milwaukee. (5) 
ELAN, Roy N., McGraw-Hill Publ. 
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Co., Inec., 68 Post St., San Fran- 
cisco. (18) 

PHILLIPS, A. M., MecPhil Agency-Ad- 
vertising, Buck Terminal Bldg., 
Watertown, N. Y. (A) 

PHILLIPS, M. J., The International 
Nickel Co., Inc., 67 Wall St., New 
York. (6) 

PHILLIPS, STUART G., Asst. Sec’y, The 
Dole Valve Company, 1901 Carroll 
Ave., Chicago. (2) 

PHOENIX, EDWARD A., Asst. Adv. & 
Sales Pro. Megr., Johns-Manville 
Sales Corp., 22 E. 40th St., New 
York. (6) 

*PicKETT, H. N., Publishers’ Repre- 
sentative, 2843 Hampton Rd., Cleve- 
land. (4) 

*Prerce, E. C., Sales Pro. Mgr., The 
Seybold Paper Co., Eighth & Zock 
Sts., Cincinnati. (3) 

*PIERCE, MACDONALD H., Salesman, 
Thomas Publishing Co., 1440 E. 
82nd St., Cleveland. (4) 

PINKERTON, F. H., Mgr. Sales Pro., 
Mechanical Goods Division, United 
States Rubber Co., 1230 Sixth Ave., 
New York. (11) 

PINKERTON, W. C., Market Research 
Dept., Reinhold Publ. Corp., 330 W. 
42nd St., New York. (6) 

Piper, R. N., Adv. Mgr., The Cincin- 
nati Bickford Tool Co., 3220 Forrer 
St., Oakley, Cincinnati. (3) 

Pitt, EpGAR W., Adv. Mgr., Sherman 
Paper Products Corp., 156 Oak St., 
Newton Upper Falls, Mass. (1) 

PiTT, JOHN O., Adv. Mgr., Canadian 
Fairbanks-Morse Co., Ltd., 980 St. 
Antoine St., Montreal, Que., Can. 
(17) 

PLISHKER, HERBERT E., (Adv. Mer., 
Westinghouse Lamp Div., Westing- 
house Elec. & Mfg. Co.), 33-21 
190th St., Flushing, N. Y. (6) 


PLUMMER, JAMES M., Leeds & North- 
rup Company, 4901 Stenton Ave., 
Philadelphia. (7) 

POEHLMANN, (MISS) MILDRED, Adv. 
Mer., A. M. Collins Mfg. Co., 226 
W. Columbia Ave., Philadelphia. (7) 


*PoMROY, GEORGE E., N. E. Mgr., Fac- 
tory Management & Maintenance, 
1427 Statler Bldg., Boston. (1) 

Poor, Rocer A., Roger A. Poor, Ad- 
vertising, 3 Dodge St., Salem, Mass. 
(1) 

*Pope, GEORGE A., Adv. Rep., The 
Foundry, 520 N. Michigan Ave., 
Chicago. (4) 

PORTER, FRANCIS M., Ass’t Acct. 
Exec., Gerth-Knollin Advertising 
Agency, 68 Post St., San Francisco. 
(18) 

PouLToN, H. L., Adv. Mgr., The Co- 
lumbia Alkali Corp., 30 Rockefeller 
Plaza, New York. (6) 

POWELL, B. H., Amalgamated Electric 
Corp., Ltd., 384 Pape Ave., To- 
ronto, Ont., Can. (14) 

PowTER, N. B., Sales Pro. Mgr., How- 
ard Smith Paper Mills, Ltd., 407 
McGill St., Montreal, Que., Can. 
(17) 

PRATT, EDWARD I., Western Electric 
Co., 195 Broadway, New York. (6) 
PRELLE, F. WALLACE, Pres., The F. W. 
Prelle Co., 983 Main St., Hartford, 

Conn. (20) 

PRICE, GORDON F., Copywriter, Johns- 
Manville Sales Corp., 22 E. 40th St., 
New York. (6) 


Puppock, W. E., Secretary, Haydn F. 
White & Co., 1740 E. 12th St., 
Cleveland. (4) 

PuacH, H. F., Adv. Mgr., The Heil Co., 
3000 W. Montana St., Milwaukee. 
(5) 

PuGu, M. D., Sales & Adv. Megr., Illi- 
nois Testing Laboratories, Inc., 420 
N. La Salle St., Chicago. (2) 

PUTNAM, C. V., Secretary, Reliance 
Electric & Engineering Co., 1088 
Ivanhoe Road, Cleveland. (4) 


Q 
*QUARLES, S. H., Rep., Power, 330 W. 
42nd St., New York. (6) 
QUISENBERRY, JACK L., Adv. Megr., 
Axelson Manufacturing Co., 6160 
S. Boyle Ave., Los Angeles. (19) 


R 


RAILSBACK, H. M., Dir. of Adv., Deere 
& Company, Moline, Ill. (A) 

RANDALL, GEORGE LE B., Wickwire 
Spencer Steel Co., 500 Fifth Ave., 
New York. (6) 

RAYBURN, FRED, Victor Electric Prod- 
ucts, Inc., Robertson Road, Cincin- 
nati. (3) 

REA, T. H., Sales & Adv. Mer., Arm- 
strong Machine Works, 816 Maple 
St., Three Rivers, Mich. (A) 

*REAM, RICHARD R., Marketing Assis- 
tant, McGraw-Hill Publ. Co., Inc., 
2-145 General Motors Bldg., Detroit. 
(12) 

REAST, FRED M., Fred M. Reast, Ad- 
vertising, 10 E. 43rd St., New York. 
(6) 

REED, R. S., Jr., Adv. Megr., Pitts- 
burgh Equitable Meter Co., 400 N. 
Lexington Ave., Pittsburgh. (8) 

REESEY, CHARLES M., Adv. Megr., The 
Cincinnati Milling Machine Co., 
South & Marburg, Cincinnati. (3) 

REHNQUIST, MELVIN, Mgr. Adv. Dept., 
Mall Tool Co., 7740 South Chicago 
Ave., Chicago. (2) 

*REICH, HENRY MILTON, Western 
Mer., Steel Publications, Inc., 108 
Smithfield St., Pittsburgh. (8) 

REIDINGER, A. W., Adv. Mgr., Bay 
City Shovels, Inc., Bay City, Mich. 
(A) 

REINCKE, CHARLES A., Secretary, 
Reincke, Ellis, Younggreen & Finn, 
520 N. Michigan Ave., Chicago. (2) 

REINHARDT, R. T., Asst. Adv. Mer., 
California Corrugated Culvert Co., 
Seventh & Parker Sts., Berkeley, 
Calif. (18) 

REINHART, O. H., Sales Mer., The Mil- 
ton Mfg. Co., Lower Market St., 
Milton, Pa. (A) 

REITER, O. A., Sales Pro. & Adv. Megr., 
The Hotstream Heater Co., 8007 
Grand Ave., Cleveland. (4) 

REMINGTON, WILLIAM B., Wm. B. 
Remington, Inc., 196 Worthington 
St., Springfield, Mass. (A) 

RENNER, OTTO W., Acct. Exec., Ren- 
ner Advertisers, 315 S. 15th St., 
Philadelphia. (7) 

REYNOLDs, L. B., Adv. Mgr., Martin- 
Senour Co., Ltd., 6833 De 1’Epee, 
Montreal, Que., Can. (17) 

RHOADES, B. RICHARD, President, R. 
W. Rhoades Metaline Co., Inc., 50- 
17 Fifth St., Long Island City, 
N. Y. (6) 

RuHoApDs, J. EpGar, J. E. Rhoads & 
Sons, 35 N. 6th St., Philadelphia. 
(7) 
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RHopEs, LEONARD B., Mgr. Adv. & 
Sales Pro., Lyon Metal Products, 
Inc., Aurora, Ill. (2) 

*Rice, FRANK O., Vice-Pres., New 
Equipment Digest, 734 Penton 
Bldg., Cleveland. (4) 

*RiceE, KINGSLEY L., Pres., Technical 
Publishing Co., 53 W. Jackson 
Blvd., Chicago. (2) 

“RICHARDSON, FREDERICK A., Fred- 
erick A. Richardson Company, 71 
W. 35th St., New York. (6) 

RICHARDSON, J. M., Jr., The Richard- 
son Co., Lockland, Cincinnati. (3) 

RICHARDSON, JOHN, Crompton & 
Knowles Loom Works, 93 Grand St., 
Worcester, Mass. (1) 

*RIEMERSMA, CLAUDE B., Dist. Mer., 
Architectural Record, 700 Merchan- 
dise Mart, Chicago. (2) 

Rices, H. E., Adv. Mgr., Strathmore 
Paper Co., West Springfield, Mass. 
(20) 

RITCHIE, Prescott C., Adv. Mer., 
Waukesha Motor Co., Waukesha, 
Wis. (5) 

*RITTERHOLZ, C. E., Sales Mgr., Ideal 
Letter Service, 106 E. Fourth St., 
Cincinnati. (3) 

Ross, F. M., Jr., (Sales, Diamond 
Match Co.), 215 Forest Ave., Nar- 
berth, Pa. (7) 

*ROBBINS, MERTON C., JR., Advertis- 
ing & Selling, 9 E. 38th St., New 
York. (6) 

ROBERTS, ERNEST C., Adv. Mgr., The 
Clark Controller Co., 1146 E. 152nd 
St., Cleveland. (4) 

*ROBERTSON, Mort P., Jewett Art 
Service, 24 Stone St., New York. 
(6) 

ROBESON, Davip E., Edward M. Power 
Co., 2538 Oliver Bldg., Pittsburgh. 
(8) 

*ROBINSON, W. B., Dist. Adv. Mgr., 
The Iron Age, 428 Park Bldg., 
Pittsburgh. (8) 

*ROBINSON, WALTER E., Promotion 
Mgr., Machinery, 148 Lafayette St., 
New York. (A) 

*Ropison, J. H. Vice-Pres., New 
Equipment Digest, 520 N. Michigan 
Ave., Chicago. (2) 

ROBOTHAM, EDWARD W., Executive 
Partner, Edward W. Robotham & 
Co., 74 Union Place, Hartford, 
Conn. (20) 

*Ropcer, J. M., Vice-Pres., McGraw- 
Hill Publ. Co., Inc., 520 N. Michi- 
gan Ave., Chicago. (2) 

RopLuM, Troy M., Advertising Con- 
sultant, 1427 Eye St., N.W., Wash- 
ington, D. C. (A) 

*ROEVER, CHARLES S., Reinhold Pub- 
lishing Corp., 330 W. 42nd St., New 
York. (7) 

RoGcers, EArt A., Treasurer, Charles 
L. Rumrill & Co., 364 East Ave., 
Rochester, N. Y. (A) 

ROGERS, Epwarp D., Adv. Megr., The 
Fulton Sylphon Co., P. O. Box 400, 
Knoxville, Tenn. (A) 

*Rocers, E. L., Southern Power & 
Industry, 1790 Broadway, New 
York. (6) 

*Rocers, R. B., Salesman, Maujer 
Publishing Co., Box 432, Hudson, O. 
(4) 

*Rocers, T. A., Detroit Mgr., Ameri- 
can Machinist and Product Engi- 
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neering, 2-145 General Motors 
Bldg., Detroit. (12) 

ROHRER, GRAHAM, Adv. Supervisor, 
Baldwin-Southwark Div., The Bald- 
win Locomotive Works, Paschall 
P. O., Philadelphia. (7) 

Romic, H. M., Sales Megr., Wilming- 
ton Fibre Specialty Co., Wilming- 
ton, Del. (7) 

RoocH, ALLEN T., Vice-Pres., The In- 
terstate Sanitation Co., 210 Post 
Square, Cincinnati. (3) 

Roop, ALLAN, McGraw-Hill Publ. Co., 
Inc., 330 W. 42nd St., New York. 
(6) 

ROONEY, JOHN E., Acct. Exec., Geare- 
Marston, Inc., 1600 Arch St., Phil- 
adelphia. (7) 

*RoseE, AL, Sales Pro. Mgr., Electrical 
Manufacturing, 232 Madison Ave., 
New York. (6) 

Rose, Howarp W., Ass’t Sec’y, The 
Buchen Co., 400 W. Madison St., 
Chicago. (2) 

*Rose, R. P., Rep., Factory Manage- 
ment & Maintenance, 2-145 General 
Motors Bldg., Detroit. (12) 

ROSENMILLER, J. L., Sales Pro. Mgr., 
York Ice Machinery Corp., Roose- 
velt Ave., York, Pa. (A) 

ROSENQUIST, HAROLD, Adv. Mgr., The 
Hadley Company, Ford, Dexter & 
Hanover Sts., Providence, R. I. (1) 

Ross, A. LEB., Railway & Power En- 
gineering Corp., Ltd., 171 Eastern 
Ave., Toronto, Ont., Can. (14) 

Rotu, W. E., Babcock & Wilcox Co., 
85 Liberty St., New York. (6) 

ROTHERMEL, HARRY J., Sales Pro. & 
Adv. Mgr., The Dayton Pump & 
Mfg. Co., 500 N. Webster St., Day- 
ton, O. (A) 

*Rowe, R. C., Managing Dir., Na- 
tional Business Publications, Ltd., 
Gardenvale, Que., Can. (17) 

ROWELL, JOHN J., Secretary, Guard- 
ian Electric Manufacturing Co., 
1621 W. Walnut St., Chicago. (2) 

ROWLAND, G. O., Adv. & Sales Pro. 
Megr., The Osborn Mfg. Co., 5401 
Hamilton Ave., Cleveland. (4) 

*RuBIN, Lou T., Pres., Temple Press, 
Inc., 129 N. 12th St., Philadelphia. 
(7) 

*Rupp, J. H., Vice-Pres., McGraw- 
Hill Publ. Co., Inc., 330 W. 42nd 
St.. New York. (6) 

RUMRILL, CHARLES L., Pres., Charles 
L. Rumrill & Co., 364 East Ave., 
Rochester, N. Y. (A) 

Rumsey, (Dr.) L. A., Industrial 
Mktg. Div., The W. E. Long Co., 
155 N. Clark St., Chicago. (2) 

*RUPRECHT, PHILLIP, Resident Megr., 
McGraw-Hill Publ. Co., Inc., 2-145 
General Motors Bldg., Detroit. (12) 

Rups, GEORGE G., Sales Pro. Megr., 
The American Laundry Machinery 
Co., Ross & Section Aves., Norwood, 
O. (3) 

RuTH, CHESTER W., Director of Adv., 
Republic Steel Corp., 3100 E. 45th 
St., Cleveland. (4) 

RYAN, JAMES J., Mgr. Adv. & Sales 
Pro., Rockwood Sprinkler Company, 
38 Harlow St., Worcester, Mass. (1) 

RYAN, Roya, W., Swafford & Koehl, 
Inc., 405 Mercantile Library Bldg., 
Cincinnati. (6) 

RYBOLT, WALTER L., Adv. Mgr., The 
R. K. Le Blond Machine Tool Co., 
Madison & Edwards Rds., Cincin- 
nati. (3) 


Ss 


SAGE, GORDON E., Adv. Mgr., Domi 
ion Foundries & Steel, Ltd., Depe 
St., Hamilton, Ont., Can. (14) 

SAMSON, G. J., Adv. Dept., Canad 
Cement Co., Ltd., Canada Cement 
Blidg., Montreal, Que., Can. (17) 

*SANDERSON, W. H., Central Adv. 
Mgr., Pit and Quarry Publication 
Auditorium Bldg., Cleveland. (4) 

SANGER, ALAN B., Alan B. Sanger 
Advertising, 60 E. 42nd St., New 
York. (6) 

SATALINE, ANDREW J., Adv. Mer., P 
& F Corbin, Park St., New Britain, 
Conn. (20) 

SAUER, WALTER, Asst. Adv. Mgr., Tide 
Water Associated Oil Co., 17 Bat- 
tery Pl., New York. (6) 

SAUEREISEN, C., Sauereisen Cements 
Co., Sharpsburg, Pa. (8) 

SAURMAN, DuDLEY S., Adv. Mer., 
Abrasive Company, Tacony & Fra- 
ley Sts., Philadelphia. (7) 

*SAWHILL, R. V., Domestic Engineer- 
ing Co., 110 E. 42nd St., New York. 
(6) 

SAWIN, GEORGE A., JR., N. E. Dist. 
Sales Pro. Mgr., Westinghouse 
Elec. & Mfg. Co., 10 High St., Bos- 
ton. (1) 

SAWIN, HERBERT A., Sales Engineer, 
Yuba Manufacturing Co., 351 Cali- 
fornia St., San Francisco. (18) 

SAWTELLE, E. S., V. P. & Gen. Megr., 
The Tool Steel Gear & Pinion Co., 
Elmwood Place, Cincinnati. (3) 

SCANLON, EUGENE, Adv. Mgr., John- 
son Bronze Co., 100 S. Mill St., New 
Castle, Pa. (10) 

SCHAFFNER, CLAUDE, Claude Schaffner 
Adv. Agency, 77 Grove St., New 
Haven, Conn. (20) 

ScHANZ, L. J., Adv. Mgr., The Mer- 
coid Corporation, 4201 Belmont 
Ave., Chicago. (2) 

ScHINK, W. H., Space Buyer, G. M. 
Basford Co., 60 E. 42nd St., New 
York. (6) 

ScHMERTZ, J. R., Mgr. Adv. Div., The 
Mathieson Alkali Works, Inc., 60 
E. 42nd St., New York. (6) 

SCHMIDT, CHARLES N., Sales Pro.-Adv. 
Dept., American Steel & Wire Com- 
pany, Rockefeller Bldg., Cleveland. 
(4) 

*ScHMIDT, JULIUS, Pres. & Gen. Mer., 
The Eddy Press Corp., So. Braddock 
Ave. at Kensington St., Pittsburgh. 
(8) 

SCHNELL, WALDO G., Vice-Pres., Rus- 
sell T. Gray, Inc., 205 W. Wacker 
Drive, Chicago. (2) 

SCHOLLER, FRED C., Pres., Scholler 
Bros., Inc., Collins & Westmoreland 
Sts., Philadelphia. (7) 


SCHOOLFIELD, E. W., Sales Mer. 
Pennsylvania Flexible Metallic Tub- 
ing Co., 72nd & Powers Lane, Phil- 
adelphia. (7) 

SCHREINER, G. REED, Adv. Mgr., Uar- 
negie-Illinois Steel Corp., Carnegie 
Bldg., Pittsburgh. (8) 

*SCHRINER, Howarp, Jr., Adv. Art 
Dir., The Pittsburgh Press, Boule 
vard of Allies, Pittsburgh. (8) 

SCHULENBURG, E. A. W., Asst. Sec’y, 
Gardner Advertising Co., 17th 
Floor, Mart Bldg., St. Louis. (‘ 

Scuuter, H. S., Sales Pro. Mer» 
Westinghouse Elec. & Mfg. ©., ! 
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Montgomery St., San Francisco. 
(18) 


ScHULTE, W. B., Pres., Micro Switch 
Corp., 1 E. Spring St., Freeport, IIl. 
(A) 


SCHULTHEIS, CARL F., Office Mer., 
Brewer-Chilcote Paper Co., 2110 
Superior Ave., Cleveland. (4) 


ScHULTZ, H. P., Genl. Sales Mer., Re- 
public Rubber Division, Lee Tire & 
Rubber Corp., Youngstown, O. (10) 


ScHULTZ, J. IRVIN, Treas. & Adv. 
Mer., National Broach & “Machine 
Co., 5600 St. Jean Ave., Detroit. 
(12) 

ScHUTZ, WALTER E., Adv. Mgr., The 
Delta Manufacturing Co., 600 E. 
Vienna Ave., Milwaukee. (5) 
SCHWARBER, GENE, Gardner Publica- 
tions, Inc., 431 Main St., Cincinnati. 
(3) 

SCHWEIM, CHARLES, Charles Schweim 
Co., 6560 Cass, Detroit. (12) 

ScoLttocK, G. H., Jr., Thomas Pub- 
lishing Co., 1005 American Bank 
Bldg., Pittsburgh. (8) 

‘Scott, JAMES R., Prod. Megr., Jron & 
Steel Engineer, 1010 Empire Bldg., 
Pittsburgh. (8) 

Scott, MALCOLM M., (Ruud Mfg. 
Co.), 1639 Shady Ave., Pittsburgh. 
(8) 

SCRIBNER, HARVEY A., Pres., Russell 
lr. Gray, Inc., 205 W. Wacker Drive, 
Chicago. (2) 

SEAMAN, C. LESTER, Vice-Pres., Jn- 
dustrial Power, 285 Madison Ave., 
New York. (6) 

SEARIGHT, W. H., Vice-Pres., Western 
Cataphote Corporation, 958 Wall 
St., Toledo. (13) 

SEARS, GEORGE G., Br. Megr., Mce- 
Graw-Hill Publ. Co., Ine., Paul 
Brown Bldg., St. Louis. (9) 

SESSLER, JOHN S., Sales Pro. Megr., 
Wheeler Reflector Co., 275 Congress, 

Boston. (1) , 

SHANNON, W. D., Pub. Dept., Allis- 
Chalmers Mfg. Co., Cincinnati. (3) 

“SHARMAN, OLIVER W., The C. J. 
Krehbiel Co., Broadway & Reading 
Roads, Cincinnati. (3) 

SHARP, NORMAN E., Adv. Mgr., Hub- 
bard and Company, 6301 Butler St., 
Pittsburgh. (8) 

SHARP, WILLIAM L., Vice - Pres., 
Graphic Arts Engraving Co., 22nd 
«& Market Sts., Philadelphia. (7) 

SHELDRICK, G. E., Jr., Adv. Mgr., Mid- 
vest Tool & Mfg. Co., 2360 W. Jef- 
terson, Detroit. (12) 

SHENK, ALLEN K., Sec’y, W. S. Hill 

Co., 323 Fourth Ave., Pittsburgh. 
(S) 

SHEPARD, STEPHEN A., Vice-Pres., 
California Oil World, Suite 330, 551 
rifth Ave., New York. (6) 

HEPARD, W. N., Adv. Megr., Plaskon 
.. Inec., 2112-24 Sylvan Ave., To- 

. (13) 

“SHEPPARD, N. E. D., Managing Edi- 
tor, The Engineering Catalogue, 
‘3 MeGill College Ave., Montreal, 
e., Can. (17) 

HERMAN, FRANK M., Dir. Adv. & 

“ud., Lanston Monotype Machine 
, 24th & Locust Sts., Philadel- 
a. (7) 
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SHERMAN, G. F., Adv. Mgr., Tube- 
Turns, Inc., 224 E. Broadway, 
Louisville, Ky. (A) 


*SHERMAN WILLIAM F., Detroit Edi- 
tor, The Iron Age, 7310 Woodward 
Ave., Detroit. (12) 


SHICKMAN, M. A., Gen’l Megr., Vic- 
toria Advertising Co., 704 N. Ninth 
St., St. Louis. (9) 

*SHROPE, R. F., Nat’l Adv. Mer., 
Bakers Weekly, 45 W. 45th St., New 
York. (6) 

*SHuTE, H. B., Pres., Atlas Litho- 
graphing Co., 930 North Ave., Mill- 
vale, Pa. (8) 

*SHuTT, GEORGE P., Adv. Megr., The 
Architectural Forum, Time & Life 
Bldg., Rockefeller Center, New 
York. (6) 

*SICKLES, GUSTAVUS, JR., Owner, 
Sickles Photo-Reports, Federal 
Trust Bldg., Newark, N. J. (11) 

SIEBER, NELSON W., Adv. Mgr., Con- 
tinental-Diamond Fibre Co.; Haveg 
Corp., Bridgeport, Pa. (7) 

SttverR, JOHN A., Vice-Pres., F. J. 
Stokes Machine Co., E. Tabor Rd., 
Olney, Philadelphia. (7) 

Simmons, H. H., Mgr. Adv. & Sales 
Pro., Crane Co., 836 S. Michigan 
Ave., Chicago. (2) 

SIMMONS, Ray G., Space Buyer, Mel- 
drum & Fewsmith, Inc., 1018 Leader 
Bldg., Cleveland. (4) 

*SINGER, G. PARK, JR., Phila. Rep., 
Thomas Publishing Co., 3815 Chest- 
nut St., Philadelphia. (7) 

*SINGLETON, WILLIAM J., Sales Mer., 
Associated Screen News, Ltd., 5271 
Western Ave., Montreal, Que., Can. 
(17) 

SLACKFORD, EDWARD T., Sales Pro. & 
Adv. Mgr., Harnischfeger Corpora- 
tion, 4400 W. National Ave., Mil- 
waukee. (5) 

*SmiTH, A. E. C., Special Rep., W. 
R. C. Smith Publ. Co., 506 The 
Arcade, Cleveland. (4) 

SMITH, EARL §S., Treas., The Smith- 
Follett Co., Inc., 255 Main St., Paw- 
tucket, R..I. (A) 

*SMITH, F. MorRsE, Vice-Pres., Thomas 
Publishing Co., 461 Eighth Ave., 
New York. (6) 

SMITH, GEORGE A., Adv. Mgr., Snap- 
on Tools Corp., 8028 28th Ave., 
Kenosha, Wis. (5) 

SMITH, GEORGE M., Vice-Pres., Indus- 
trial Advertising Agency, Ltd., 59 
Spadina Ave., Toronto, Ont., Can. 
(14) 

SMITH, HARRY W., JR., Dir. Ind. Pub., 
American Gas Asso., 420 Lexing- 
ton Ave., New York (6). 

SMITH, JAMES A., Rogers Path, Hunt- 
ington, L. I., N. Y. (6) 

SMITH, J. DONALD, Asst. Sales Pro. 
Mgr., York Ice Machinery Corp., 
Roosevelt Ave., York, Pa. (16) 

*SMITH, JUNIUS M., Bus. Megr., Tex- 
tile Bulletin, 218-220 W. Morehead 
St., Charlotte, N. C. (A) 

SMITH, MERRITT L., Adv. Mgr., Metal 
& Thermit Corp., 120 Broadway, 
New York. (6) 

SMITH, MiLo E., Adv. Mgr., Chicago 
Bridge & Iron Company, 332 S. 
Michigan Ave., Chicago. (2) 

SMITH, PAUL C., Acct. Exec., Manter- 
nach, Inc., 170 High St., Hartford, 
Conn. (20) 


*SmMiTH, Pau. K., Printing Plate 
Craftsmen, 725 S. Bierman St., 
York, Pa. (16) 


*SmiTH, R. D., Thomas’ Register, 
1440 E. 32nd St., Cleveland. (4) 
SMm1TH, RIcHARD W., Acct. Exec., The 
Griswold-Eshleman Co., 2700 Ter- 

minal Tower, Cleveland. (4) 

*SmITH, RUSSELL H., Machine Design, 
110 E. 42nd St., New York. (20) 

*SmitH, S. D. R., West. Megr., Busi- 
ness Week, 1510 Hanna Bldg., 
Cleveland. (4) 

SMITH, STANLEY J., Purchasing, 333 
N. Michigan Ave., Chicago. (A) 
SMITH, SYDNEY B., Adv. Mgr., Ken- 
nedy-Van Saun Mfg. & Eng’g. 

Corp., 2 Park Ave., N. Y. (6) 

SMOTHERS, J. W., Lincoln Engineering 
Co., 5701 Natural Bridge Ave., St. 
Louis. (9) 

*SNEAD, W. HUNTER, Sales Pro. Mer., 
Electrical World, 330 W. 42nd St., 
New York. (6) 

SNELL, B. C., East. Rep., Steel, 110 
E. 42nd St., New York. (7) 

Snow, GALEN, Pres., Snow, Bates & 
Orme, Inc., 95 State St., Springfield, 
Mass. (20) 

Snow, O. E. G., Vice-Pres., Badger & 
Browning & Hersey, 30 Rockefeller 
Plaza, New York. (6) 

*SoHL, FRANK B., Pres., Githens-Sohl 
Corp., 203 E. 12th St., New York. 
(6) 

SoUTHWORTH, EDWARD, Asst. Sales 
Megr., Towmotor Co., 1226 E. 152nd 
St., Cleveland. (4) 

Sowerssy, P. C., Asst. Adv. Megr., 
Lamp Dept., General Electric Co., 
Nela Park, Cleveland. (4) 

*SPACKMAN, J., McGraw-Hill Publ. 
Co., Inc., 330 W. 42nd St., New 
York. (6) 

Sparks, F. W., Vice-Pres. Chg. Sales, 
Cummins Engine Co., Columbus, 
Ind. (15) 

SPEICHER, FRANKLIN, Adv. Mgr., M. 
E. Cunningham Co., 115 E. Carson 
St., Pittsburgh. (8) 

SPENCER, H. S., Adv. Mgr., Durez 
Plastics & Chemicals, Inc., North 
Tonawanda, N. Y. (A) 

*SPENCER, RAE M., Pres., The Davis 
Press, Inc., 44 Portland St., Wor- 
cester, Mass. (1) 

SPETELL, F. W., Sales Pro. Mgr., The 
American Pulley Co., 4200 Wissa- 
hickon Ave., Philadelphia. (7) 

SPINDLER, W. H., Pub. Mer., Armco 
Drainage Products Association, 425 
N. Findlay St., Middletown, O. (3) 

SPOFFORD, DwicHTt, Adv. Mgr., The 
Duriron Co., Inc., Dayton, O. (A) 


SPOONER, W. B., JR., Spooner & Krie- 
gel, 50 Church St., New York. (11) 

*SPRAGUE, BERWICK D., Owner, B. D. 
Sprague Studios, 1800 Olive St., St. 
Louis. (9) 

Spratt, G. C., Milwaukee Brush Mfg. 
Co., 2212-2236 N. 30th St., Milwau- 
kee, Wis. (5) 

STACKHOUSE, C. W., Adv. Mgr., Cen- 
tral Foundry Company, 386 Fourth 
Ave., New York. (6) 

*STAEHLE, ALFRED, Publisher, Factory 
Management & Maintenance, 330 W. 
42nd St., New York. (6) 

STair, J. WILLIAM, Adv. Mer., B. M. 
Root Company, 420-430 S. Sherman 
St., York, Pa. (16) 
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EpwWARD M., Adv. Dir., 
42nd St., 


*STANLEY, 
Mill & Factory, 205 E. 
New York. (7) 

STARBUCK, GREGORY H., 11 Sunnybrook 
Rd., Bronxville, N. Y. (6) 

STAuUD, RuDOLF W., Sales Pro. Mer., 
Benjamin Electric Mfg. Company, 
Desplaines, Ill. (2) 

*STEARNS, LUE L., Dist. Mgr., Rein- 
hold Publishing Corp., 330 W. 42nd 
St., New York. (6) 

STEELE, C. S., Adv. Dept., Northern 
Electric Co., Ltd., 1261 Shearer St., 
Montreal, Que., Can. (17) 

STEELE, LAURENCE F., Adv. Megr., The 
American Floor Surfacing Machine 
Co., 518 S. St. Clair St., Toledo. 
(13) 

*STEIN, ELMER L., Vice-Pres., Dosie 
& Johnson Co., 1025 N. Water St., 
Milwaukee. (A) 

*STEMLER, KNIGHT, Canton Engrav- 
ing & ppg Co., Home Sav- 
ings & Loan Bldg., Youngstown, O. 
(10) 

STEPHAN, JOHN C., Pres., John C. 
Stephan-National Industrial Adver- 
tising, 849 Leader Bldg., Cleveland. 
(4) 

STEPHENSON, HAROLD E., Adv. Mer., 
Canada Starch Co., Ltd., 637 Craig 

t., W., Montreal, Que., Can. (17) 

*STEVEN, IVAN C., Montreal Mgr., Na- 
tional Business Publications, Ltd., 
602 Castle Bldg., Montreal, Que., 
Can. (17) 

STEVENS, CUYLER, Acct. Exec., T. J. 
Maloney, Inc., 122 E. 42nd St., New 
York. (11) 

“STEVENSON, JOHN H., Adv. Rep., 
Business Week, 330 W. 42nd St., 
New York. (6) 

STEVENSON, KENYON, Acct. 
G. M. Basford Co., 422 
Bldg., Cleveland. (4) 

*STEWART, GEORGE C., Editor, Con- 
struction Digest, 215 E. New York 
St., Indianapolis. (15) 

*STEWART, R. A., Dist. Mgr., Buchan 
Loose Leaf Records Co., 707 Market 
St., St. Louis. (9) 

*STINSON, E. J. L., Daily Commercial 
News & Bldg. Record, 65 Pear! St., 
Toronto, Ont., Can. (14) 

STOETZEL, H. W., Mer. Adv. & Sales 
Pro., Republic Flow Meters Co., 
2240 Diversey Parkway, Chicago. 
(2) 

*STROCK, CLIFFORD, Associate Editor, 
Heating & Ventilating, 140 Lafay- 
ette St., New York. (6) 

*STUART, EDWIN H., Pres., Edwin H. 
Stuart, Inc., 422 First Ave., Pitts- 
burgh. (8) 

SUAREZ, (Miss) FRANCEs M., Chg. of 
Adv., Philadelphia Quartz Co., 121 
S. Third St., Philadelphia. (7) 

SULLIVAN, J. F., Adv. Megr., The 
Brown Instrument Co., Wayne & 
Roberts Aves., Philadelphia. (7) 

Sump, A. A., Adv. Mgr., The Dill Mfg. 
Co., 700 E. 82nd St., Cleveland. (4) 

SUNDELL, SIDNEY M., Blaker Adver- 
tising Agency, 120 E. 41st St., New 
York. (6) 

SUTHERIN, R. G., Adv. Mgr., Bakery 
Equip. Div., American Machine & 
Foundry Co., 511 Fifth Ave., New 
York. (6) 


Exec., 
Leader 


SUTHERLAND, K. R., Partner, Suther- 
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land-Abbott, 234 Clarendon St., Bos- 
ton. (1) 

*SuTTon, Epwarp H., Vice-Pres., Wil- 
liam G. Johnston Co., 1130 Ridge 
Ave. (P. O. Box 6759), Pittsburgn. 
(38) 

*SUTTON, GLENN, Dist. Mger., McGraw- 
Hill Publ. Co., Inc., 330 W. 42nd 
St., New York. (6) 

SWANSON, J. W., Sharon Steel Corp., 
Sharon, Pa. (10) 

Swartz, P. A., Linear Packing & Rub- 
ber Co., 6400 State Road, Tacony, 
Philadelphia. (7) 

SWEENY, JOHN F., Acct. Exec., Walker 
& Downing, Oliver Bldg., Pitts- 
burgh. (8) 

Sweet, J. W., Acct. Exec., Fred M. 
Randall Co., 3314 Book Tower, De- 
troit. (12) 

SWENEHART, JOHN, Adv. Megr., Atlas 
Powder Co., Wilmington, Del. (A) 

SWENSON, LOWELL H., Adv. & S. P. 
Mer., Wm. Bros Boiler & Mfg. Co., 
Nicollet Island, Minneapolis, Minn. 
(A) 

SwINK, Howarp, Pres., Howard Swink 
Advertising Agency, 327 E. Center 
St., Marion, O. (4) 

*SwINSKY, Dick, Vice-Pres., Gulf 
Publishing Co., 250 Park Ave., New 
York. (6) 

*SWINSTON, GEORGE, Pres., Swinston 
Co., Union Trust Bldg., Pittsburgh. 
(8) 

*SWORMSTEDT, D. R., Vice-Pres., The 
Signs of the Times Publ. Co., 1209 
Sycamore St., Cincinnati. (3) 

SYKEs, Epwarp H., Principal, Sykes 
Advertising Agency, 700 American 
Bank Bldg., Pittsburgh. (8) 

SYKEs, GEORGE, Gen. Pub. Dept., 
Union Carbide Co., 30 E. 42nd St., 
New York. (6) 

SYMONDS, MERRILL, Pres., Merrill Sy- 
monds Advertising, 124 Polk St., 
Chicago. (2) 

T 


TAEGEN, WALTER, Vice-Pres., Frank 
Best & Co., Inc., 9 Rockefeller Plaza, 
New York. (6) 

TAPscoTT, CHARLES, McQuay-Norris 
Mfg. Co., 2320 Cooper St., St. Louis. 
(9) 

TATE, JAMES, Dir. of Sales & Adv., 
The Delta Manufacturing Co., 600 
E. Vienna Ave., Milwaukee. (5) 

TATE, KINGSLEY L., Adv. Mgr., Baker 
Oil Tools, Inc., 6000 So. Boyle Ave., 
Los Angeles. (19) 

TAYLOR, GEORGE C., Vice-Pres., Doyle, 
Kitchen & McCormick, Inc., 501 
Fifth Ave., New York. (11) 

TAYLOR, GRAVES, Director, Graves 
Taylor & Associates, Hotel Statler, 
Cleveland. (4) 

TAYLOR, L. H., Adv. Mer., The Dem- 
ing Co., Salem, O. (10) 

TAYLOR, RoBERT L., Asst. Adv. Mer., 
Monsanto Chemical Co., 1700 S. 
Second St., St. Louis. (9) 

TEAS, PAUL, Pres., Paul Teas, Inc., 
815 Superior Ave., N. E., Cleve- 
land. (4) 

TEIFELD, A. R., American Steel & 
Wire Co., Rockefeller Bldg., Cleve- 
land. (4) 

TEMPLETON, C. B., Asst. to Pres., Al- 
legheny Ludlum Steel Corp., Oliver 
Bldg., Pittsburgh. (8) 

*THAYER, EDWIN F., Adv. Megr., Jn- 
dustrial Marketing, 330 W. 42nd St., 
New York. (6) 








*THAYER, H. E., Mill Supplies, 49 
Park Place, Meriden, Conn. (20) 
*THESIERES, ERNEST A., Vice-Pres.., 
Buchan Loose Leaf Records Co., 
Madison & Holly Aves., Clifto 

Heights, Pa. (7) 

*THIELITZ, H. O., Art Director, Mar- 
bridge Printing Co., 225 Varick St., 
New York. (6) 

*THIERER, RAY M., Adv. Rep., Food 
Industries, 330 W. 42nd St., New 
York. (6) 

*THOMAS, H. F., Dist. Mgr., Sweet’s 
Catalog Service, Bessemer Bldg., 
Pittsburgh. (8) 

THoMAS, H. VON P., Merchandising 
Mer., Bussmann Mfg. Co., Univer 
sity at Jefferson, St. Louis. (9) 

THOMAS, IRA A., Pres., Meek an 
Thomas, Inc., 724 Wick Ave.., 
Youngstown, O. (10) 

THOMAS, JAMES R., Pres., Thomas & 
Skinner Steel Products Co., 1100 E. 
23rd St., Indianapolis. (15) 

THOMAS, RALPH L., Ass’t Cashier, 
First National Bank at Pittsburgh, 
Fifth and Wood Sts., Pittsburgh. 
(8) 

THOMAS, Ray B., Asst. Sales Pro. 
Mer., Sullivan Machinery Company, 
305 Pleasant Ave., Michigan City, 
Ind. (2) 

THOMPSON, F. B., Acct. Exec., Mac 
Laren Advertising Co., Ltd., 1010 
St. Catherine St., W., Montreal, 
Que., Can. (17) 

*THOMPSON, FREDERICK H., Simmons- 
Boardman Publ. Corp., 1500 Ter- 
minal Tower, Cleveland. (4) 

*THOMPSON, HAROLD E., V. P. & 
Treas., A. S. Gilman, Inc., 623 St. 
Clair Ave., N. E., Cleveland. (4) 

*THOMPSON, LYMAN, Adv. Rep., For 
tune, 9 Rockefeller Plaza, New York. 
(11) 

THOMSON, ALEXANDER, JR., Vice Pres. 
& Adv. Mgr., The Champion Paper 
& Fibre Co., B Street, Hamilton, O. 
(3) 

THORNDIKE, RICHARD, Richard Thorn- 
dike-Precision Advertising, 58 Wey- 
basset St., Providence, R. I. (1) 

THROCKMORTON, EDGERTON A., Gen’! 
Mer. Sales Pro., Container Corp. 
of America, 111 W. Washington 
St., Chicago. (2) 

*TINKHAM, J. H., Oil & Gas Journal, 
1406 S. Grand Ave., Los Angeles. 
(19) 

ToBIN, Harry G., East. Sales Mer., 
Simonds Saw & Steel Co., 1350 
Columbia Road, Boston. (1) 

TOWNE, RALPH Louis, Sales Pro. 
Mer., Surface Combustion Corpo 
ration, 2375 Dorr St., Toledo. (15) 


Towne, W. L., Owner, W. L. Towne 
Advertising, 10 E. 40th St., New 
York. (6) 

*TREDWELL, THOMAS A., Adv. Mer., 
Architectural Record, 119 W. 40th 
St., New York. (6) 

TRIMBLE, GEORGE L., Space Buyer, 
Marschalk & Pratt, Inc., 535 Fifth 
Ave., New York. (6) 

TROTT, CHARLES S., Mer. Adv. & Sales, 
Parker-Kalon Corp., 200 Varick 
St., New York. (6) 

TRUESDELL, PAUL, Dir. of Pub., Un! 
versal Oil Products Co., 310 >». 
Michigan Ave., Chicago. (2) 

TRUMBLE, L. A., Adv. Mgr., The Trane 
Co., 2032 Cameron Ave., La Crosse; 
Wis. (A) 
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TucKER, A. W., Sec’y & Sales Megr., 
The Henry G. Thompson & Son Co., 
277 Chapel St., New Haven, Conn. 
(20) 

TUCKER, KENNETH C., Adv. Megr., Hilo 
Varnish Corp., 42-60 Stewart Ave., 
Brooklyn. (6) 

TUNNEY, GENE (Greenfield Tap & Die 
Corp.), 405 Lexington Ave., New 
York. (6) 

TURNBULL, JAMES R., Sales Pro. & 
Adv. Mgr., Plastics Division, Mon- 
santo Chemical Co., Springfield, 
Mass. (20) 

TURNER, FRANCIS M., Vice-Pres., 
Reinhold Publishing Corp., 330 W. 
12nd St., New York. (6) 

TURNER, WILLIAM I., Megr., Control 
Apparatus Div., Railway & Power 
Engineering Corp., Ltd., 171 East- 
ern Ave., Toronto, Ont., Can. (14) 

TUTHILL, GorRDON, Adv. Mgr., Cruci- 
ble Steel Co. of America, 405 Lex- 
ington Ave., New York. (6) 

TWYMAN, L. RAYMOND, Vickers, Inc., 
1400 Oakman Blvd., Detroit. (12) 

TyMIcK, HENRY W., Copy-Contact 
Man, The Buchen Co., 400 W. Madi- 
son St., Chicago. (2) 

Tyson, IRWIN W., O. S. Tyson & Com- 
pany, Inc., 230 Park Ave., New 
York. (6) 

TYSON, Oscar §., Pres., O. S. Tyson 
and Company, Inc., 230 Park Ave., 
New York. (6) 


U 


UDELL C. G., Chg. of Adv., The Su- 
perheater Co., 60 E. 42nd St., New 
York. (6) 

ULLMAN, ROLAND G. E., Pres., The 
Roland G. E. Ullman Organization, 
1520 Locust St., Philadelphia. (7) 


“UNDERHILL, ARTHUR J. C., Treas. & 
Gen. Megr., Boston News Bureau, 
Inc., 30 Kilby St., Boston. (1) 
UNDERWOOD, ANDREW A., Vice-Pres., 
Frank P. Bennett & Co., Inc., 320 
Broadway, New York. (6) 
*UNDERWOOD, ARTHUR J., West. Adv. 
Mer., S. A. E. Journal, 2-136 Gen- 
eral Motors Bldg., Detroit. (12) 
Unwin, B. V., Unwin Advertising 
\gency, 5144 14th Ave., Detroit. 


12) 
Vv 
VAN ALSTYNE, G., Adv. Mer., Air Re- 
duction Sales Co., 60 E. 42nd St., 
New York. (6). 
VAN AUKEN, KENNETH L., Pres., Van 
\uken Ragland, Inc., 20 N. Wacker 
rive, Chicago. (2) 
Van Diver, VERNON H., Mgr. Adv. 
. Union Carbide Co., 205 E. 
2nd St., New York. (6) 
VAN Houten, I. B., Adv. Mgr., Man- 
g, Maxwell & Moore, Inc., 
| Elias St., Bridgeport, Conn. (A) 
VAN KAMPEN, RoBerT C., Hitchcock 
blishing Co., 508 S. Dearborn St., 
licago. (2) 
\ Loos, C. H., Adv. Manager, N. 
Stork Hijsch, Haarlem, Holland, 
Delftlaan, Haarlem, Holland. 
\) 
V PETTEN, H. E., Adv. Mgr. Me- 
anical Div., The B. F. Goodrich 
Co, 500 S. Main St., Akron, O. (4) 
Van Scoyoc, Harry S., Adv. Mgr., 
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Canada Cement Company, Ltd., 
Postal Sta. B, Box 290, Montreal, 
Que., Can. (17) 

*VAN STEENBERGH, GEORGE W., Adv. 
Rep., Paper Mill & Wood Pulp 
News, Hotel Philadelphian, Phila- 
delphia. (7) 

VAN SYCKEL, F. T., Adv. Mgr., Handy 
& Harman, 82 Fulton St., New 
York. (6) 

VAN TINE, RUSSELL H., Russell H. 
Van Tine Adv. Agency, 1500 Chest- 
nut St., Philadelphia. (7) 

*VEITH, HAROLD B., Central Western 
Mer., Machine Design, 1213 W 
Third St., Cleveland. (4) 

VIEHMAN, WILLIAM F., JR., Sales Pro. 
Mer., Chandler-Boyd Company, 51 
Terminal Way, S.S., Pittsburgh. 
(8) 

VIVIAN, Luoyp R., Sales Pro. Mgr., 
Ditzler Color Company, 8000 W. 
Chicago Ave., Detroit. (12) 

VONACHEN, F. J., Sales Mgr., Troy 
Engine & Machine Co., Troy, Pa. 
(A) 

*Voss, A. F., Pres., American Paint 
Journal Company, 3713 Washington 
Ave., St. Louis. (9) 


w 


WAGNER, CARL A., Acct. Exec., G. M. 
Basford Company, 422 Leader Bldg., 
Cleveland. (4) 

WALKER, A. V., Powerlite Devices, 
Ltd., 171 John St., Torento, Ont., 
Can. (14) 

*WALLACE, CHARLES S., Salesman, 
MacRae’s Blue Book Co., 3218 N. 
Broad St., Philadelphia. (7) 

WALLACE, J. B., Acct. Exec., N. W. 
Ayer & Son, Inc., 235 Montgomery 
Street, San Francisco. (18) 

*WALLACE, WILLIAM, Adv. Mer., Can- 
adian Diesel Power & Traction, 
501 Confederation Bldg., Montreal, 
Que., Can. (17) 

WALTER, GEORGE W., Adv. & Sales 
Pro. Mgr., Detroit Rex Products Co., 
13005 Hillview Ave., Detroit. (12) 

WANK, MELVILLE E., Wank and 
Wank, 580 Market St., San Fran- 
cisco. (18) 

*WARDLEY, CHARLES A., Manager, The 
Gulf Publishing Co., 72 Vandergrift 
Bldg., Pittsburgh. (8) 

WARE, ROBERT L., Public Relations 
Dept., Western Electric Co., 195 
Broadway, New York. (6) 

WARING, BERNARD G., Yarnall Waring 
Co., Chestnut Hill, Philadelphia. (7) 


*WARREN, DWIGHT C., N.E. Mer., The 
Iron Age, P.O. Box 81, Hartford, 
Conn. (20) 

WASHINGER, GUy R., Asst. Sales 
Mer., T. B. Wood’s Sons Co., Fifth 
Ave., Chambersburg, Pa. (16) 

WATERBURY, DONALD N., Vice-Pres., A. 
W. Lewin Co., Inc., 744 Broad St., 
Newark, N. J. (11) 

WATSON, ALLAN A., Asst. Dir. of 
Sales Pro., Trumbull Electric Mfg. 
Co., Plainville, Conn. (20) 

WATSON, JAMES H., Adv. Dept., S. D. 
Warren Company, 89 Broad S&t., 
Boston. (1) 

*WATT, WILLIAM T., Vice- Pres., 
Maujer Publishing Co., 420 Main 
St., St. Joseph, Mich. (2) 

WAXMAN, J. H., Adv. Mgr., L. B. 
Foster Co., Carnegie, Pa., and Heyl 


& Patterson, Inc., 50 Water St., 


Pittsburgh. (8) 

Way, ELMER E., Adv. Mgr., Taylo1 
Instrument Companies, 99 Ames 
St., Rochester, N. Y. (A) 


WEARSTLER, ALBERT M., Pres. & Megr., 
Wearstler Advertising, Inc., 20 W. 
Front St., Youngstown, O. (10) 

* WEATHERBY, FRED S., N.E. Mgr., Mc- 
Graw-Hill Publ. Co., Inc., 1427 Stat- 
ler Bldg., Boston. (20) 

WEAVER, LEON H. A., 145 Fiskhill 
Ave., Beacon, N. Y. (A) 

WEAVER, W. A., Mgr., Media Dept., 
Griswold-Eshleman Co., 2700 Ter- 
minal Tower, Cleveland. (4) 

Wess, CARL, 59 E. 74th St., New 
York. (6) 

Wess, JERVIS C., Sales Engineer, 
Jervis B. Webb Co., 8951 Alpine 
St., Detroit. (12) 

*WeEBER, LLoyp H., Dist. Mgr., Mac 
Rae’s Blue Book Company, 859 
Leader Bldg., Cleveland. (4) 

WEBSTER, ForREST U., Acct. Exec., 
MacManus, John & Adams, Inc., 
Fisher Bldg., Detroit. (12) 

WEBSTER, SIDNEY H., Adv. Megr., 
Eclipse Aviation Div. of Bendix 
Aviation Corp., Bendix, N. J. (11) 

WEEKS, KENNETH W., Pres.-Treas., 
The Walton Company, 94 Allyn St., 
Hartford, Conn. (20) 

WEHMILLER, PAUL, Barry-Wehmiller 
Machinery Co., 4660 W. Florissant 
Ave., St. Louis. (9) 

WEIHENMAYER, H. W., JR., Sales 
Pro. Mgr., L. H. Gilmer Co., Key- 
stone & Cottman Sts., Tacony, Phil- 
adelphia. (7) 

*WEISE, A. F., Mgr., MacRae’s Blue 
Book Company, 18 E. Huron St., 
Chicago. (2) 

*WeElIss, JACK, Industrial Publishing 
Co., 812 Huron Rd., Cleveland. (4) 

*WELLS, CHESTER L., Eastern Rep., 
Metal Progress, Box 24, Chester, 
Conn. (6) 

WELP, GEORGE, Adv. Megr., Inter- 
chemical Corp., 75 Varick St., New 
York. (6) 

WENSLEY, ROGER L., Pres., G. M. Bas- 
ford Co., 60 E. 42nd St., New York. 
(6) 

WENTWORTH, A. G., Asst. Sales Mer., 
The Seymour Mfg. Co., Seymour, 
Conn. (20) 

WERNER, C. E., Adv. Mgr., Galland- 
Henning Mfg. Co., 2753 S. 31st St., 
Milwaukee. (5) 

WERNERT, R. J., Photo Retoucher & 
Layout, Union Switch & Signal Co., 
1789-1807 Braddock Ave., Swissvale, 
Pa. (8) 

WESSINGER, LEWIS H., Pres., Foltz- 
Wessinger, Inc., 26 W. Orange St.., 
Lancaster, Pa. (16) 

WeEsT, A. K., Adv. Megr., Climax 
Molybdenum Co., 500 Fifth Ave., 
New York. (6) 

WEsT, JOHN R., Pres., West & Asso- 
ciates, Inc., 816 W. 5th St., Los An- 
geles. (A) 

WEsTON, R. B., Asst. Adv. Mgr., Ethy] 
Gasoline Corp., 405 Lexington Ave., 
New York. (6) 

WETTLIN, DAN, JR., Wettlin & Com- 
pany, 312 Cooper St., Camden, N. J. 
(7) 

*WETZEL, ARTHUR A., Pres., Wetzel 
Bros., 444 N. Broadway, Milwaukee. 
(A) 
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WETZEL, Ray L., Adv. Director, The 
Dayton Rubber Mfg. Co., Dayton, 
O. (A) 


“WHEELER, ALVAH B., Regional Vice- 
Pres., McGraw-Hill Publ. Co., Inc., 
16 S. Broad St., Philadelphia. (7) 


WHEELER, R. A., Mgr. of Publicity, 
Nickel Sales Dept., The Interna- 
tional Nickel Co., Inc., 67 Wall St., 
New York. (6) 

"WHELAN, JOHN J., Bus. Mer., Haire 
Publishing Co., 1170 Broadway, 
New York. (6) 

WHIPPLE, Bruce, Wearstler Advertis- 
ing, Inc., 20 W. Front St., Youngs- 
town, O. (10) 

“WHIPPLE, GEORGE F., Whipple Tech- 
nical Libraries, 50 Beacon St., Bos- 
ton. (1) 

*WHITE, DONALD H., Vice-Pres., Tezx- 
tile Age, 80 Boylston St., Boston. 
(1) 

WHITE, HARM, Vice-Pres., Carpenter 
Adv. Co., Citizens Bldg., Cleveland. 
(4) 

WHITE, JAMES R., Pres., Rickard & 
Co., Inc., 330 W. 42nd St., New 
York. (6) 

*WHITELEY, H. C.., 
ment News), 151 
Woban, Mass. (1) 

WHITELY, Jess H., Donovan-Arm- 
strong, 2800 Girard Trust Bldg., 
City Hall Square, Philadelphia. (7) 


(Industrial Equip- 
Neshobe_ Rd., 


WHITMORE, WILL, Advertisement Su- 
pervisor, Western Electric Co., 195 
Broadway, New York. (6) 

*WIARDA, (Miss) JOAN TRUMBOUR, 
Adv. Megr., Metal Finishing, 116 
John St., New York. (6) 


WIBLE, ELMER T., Mer., Product Pro., 
Pittsburgh Steel Co., Grant Bldg., 
Pittsburgh. (8) 

WIcKHAM, M. C., Adv. Mer., The 
Foote-Burt Co., 13000 St. Clair 
Ave., Cleveland. (4) 

*“WIGDALE, NORMAN B., Western 
Builder Publ. Co., 407 E. Michigan 
St., Milwaukee. (A) 

Witcox, Puiuip E., Pub. Dir., Keuffel 
& Esser Co., Hoboken, N. J. (11) 
WILDE, W. H., No. Calif. Mgr., The 
McCarty Co., 116 New Montgomery 

St., San Francisco. (18) 

WILEY, B. G., Asst. Gen’! Sales Mer., 
All-Steel-Equip Co., Inc., Aurora, 
Ill. (2) 

WILKINSON, HENRY H., Adv. Mer., 
The Permutit Co., 330 W. 42nd St., 
New York. (6) 

*WiLitcox, A. M., A. M. Willcox & 
Associates, 420 Lexington Ave., 
New York. (6) 

*WILLIAMS, CHAUNCEY L., Gen. Megr., 
Sweet’s Catalog Service, 119 W. 
40th St., New York. (6) 
WILLIAMS, D. E., Vice-Pres. & Sales 
Mer., Texas Contractor, 507 Con- 
struction Bldg., Dallas, Tex. (A) 


“WILLIAMS, FRED S., Western Mer., 
Thomas Publishing Company, 20 W. 
Jackson Blvd., Chicago. (2) 

WILLIAMS G,. C., Adv. Mgr., North- 
west Engineering Co., 28 East Jack- 
son Blvd., Chicago. (2) 

WILLIAMS, GILBERT H., Federal Ad- 
vertising Agency, Inc., 444 Madison 
Ave., New York. (6) 
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*WILLIAMS, JOHN M., District Megr., 
Sweets’ Catalog Service, 119 W. 
40th St., New York. (6) 

WILLIAMS, JOSEPH H., Adv. Megr., 
Sangamo Electric Company, 11th 
St. at Converse, Springfield, Ill. (9) 

WILLIAMS, RALPH E., Sec’y-Adv. 
Mer., B. F. Gump Co., 431 S. Clin- 
ton St., Chicago. (2) 

*WILLIAMSON, M. A., Vice-Pres., Mc- 
Graw-Hill Publ. Co., Inc., 330 W. 
42nd St., New York. (6) 

*WILLOUGHBY, LLOYD, Western Mer., 
Mill & Factory, 333 N. Michigan 
Ave., Chicago. (12) 

WiLLs, Roy, Adv. Megr., Shovel & 
Crane Div., Lima _ Locomotive 
Works, Inc., Lima, O. (A) 

WINANS, T. C., Adv. Megr., A. M. 
Byers Co., Clark Bldg., Pittsburgh. 
(8) 

WinsLow, C. H., Adv. Mgr., Cuno 
Engineering Corp., 80 S. Vine, Mer- 
iden, Conn. (20) 

WINSLow, H. B., Sales Pro. Mgr., H. 
H. Robertson Company, Farmers 
Bank Bldg., Pittsburgh. (8) 

WINSLOW, RALPH, Asst. Adv. Megr., 
Armstrong Cork Company, Lancas- 
ter, Pa. (A) 

*WINSOR, WILLIAM P., Bus. Megr., 
Metals and Alloys, 330 W. 42nd St., 
New York. (6) 

WIPPERMAN, R. C., Petroleum Engi- 
neer, 905% N. Fairfax, Los An- 
geles. (19) 

WISCHERATH, LAMBERT J., Adv. Mer., 
Buffalo Foundry & Machine Co., 
1543 Fillmore Ave., Buffalo, N. Y. 
(A) 

*WIsE, Louis EDWARD, Sales Rep., 
Jahn & Ollier Engraving Co., 604 
Penn Ave., Pittsburgh. (8) 

KENNETH C., 


WITHEROW, Sales, 


Walker & Downing, 526 Oliver 
Bldg., Pittsburgh. (8) 
Witt, A. O., Mgr. Sales Pro., 


Schramm, Inc., West Chester, Pa. 
(7) 

Witt, W. LANE, Crane Co., 836 S. 
Michigan Ave., Chicago. (2) 

WoLAVER, E. D., E. D. Wolaver, Adv. 
Agency, 815 Superior Ave., N. E., 
Cleveland. (4) 

WoLFE, RALPH L., Vice-Pres., Seiler, 
Wolfe & Asso., Inc., 3630 West Fort 
St., Detroit. (12) 

Wotrr, D. A., Sales Pro. Mgr., Ed- 
win L. Wiegand Company, 7500 
Thomas Blvd., Pittsburgh, (8) 

Wo.Lrr, Ep, Proprietor, Ed Wolff & 
Associates, 428 Taylor Bldg., Roch- 
ester, N. Y. (A) 

Wo.Lrr, WILLIAM A., Information 
Mer., Western Electric Co., 195 
Broadway, New York. (6) 

Woop, B. H., Adv. Mgr., The Terry 
Steam Turbine Co., P. O. Box 1200, 
Hartford, Conn. (6) 


Woop, RosBert F., Adv. Mgr., The Au- 
tocar Co., Ardmore, Pa. (7) 

Woop, R. Lee, Adv.-Sales Pro. Megr., 
Barnes & Reinecke, 664 N. Michi- 
gan Ave., Chicago. (2) 

WOODALL, W. P., The W. P. Woodall 
Co., 153 Waverly Place, New York. 
(6) 

Wooprurr, A. ATwoop, JrR., Indus. 
Sales Engineer, Raybestos Div. of 








Raybestos-Manhattan, Inc., 75 E. 
Main St., Stratford, Conn. (20) 

Woops, JAy WARNER, Sales Mgr., Fos- 
ter Bros. Mfg. Co., 3240 N. Broad- 
way, St. Louis. (9) 

Woops, Merritt J., Pres., The Mer- 
rill J. Woods Adv. Co., 1105 Inland 
Bldg., Indianapolis. (15) 

Woopwarp, E. A., Sales Pro. & Adv. 
Mer., Building Products, Ltd., Box 
6063, Montreal, Que., Can. (17) 

*Wray, EDWARD, Publisher, Railway 
Purchases and Stores, 9 S. Clinton 
St., Chicago. (2) 

*WREDE, Louis H., Eastern Megr., Na- 
tional Engineer, 509 Fifth Ave. 
New York. (6) 

Wricut, A. E., Adv. Mgr., The Elec- 
tric Furnace Co., 170 Wilson St., 
Salem, O. (10) 

WRIGHT, EpGar F., Sec’y-Treas., Mono 
Service Co., 439 Oraton St., New- 
ark, N. J. (11) 

WRIGHT, GEORGE B., Adv. Mgr., Nash 
Engineering Company, Niaal St., 
South Norwalk, Conn. (20) 

WRIGHT, H. L., Sales Pro. Mgr., Cur- 
tis Lighting of Canada, Ltd., 260 
Richmond St., W., Toronto, Ont. 
Can. (14) 

WRIGHT, MALCOLM K., Adv. Mer., The 
Baldwin Locomotive Works, Pa 
schall Post Office, Philadelphia. (7) 

Wricut, NortH A., Adv. Mgr., Lib- 
bey-Owens-Ford Glass Co., Nich 
olas Bldg., Toledo. (13) 

“WRIGLEY, WESTON, Wrigley Publica- 
tions, Ltd., 137 Wellington St., W.., 
Toronto, Ont., Can. (14) 

Wutrr, C. F., Sec’y, The Kirk & Blum 
Mfg. Co., 2838-52 Spring Grov 
Ave., Cincinnati. (3) 

*WyNnkoop, N. O., Vice-Pres., Me 
Graw-Hill Publ. Co., Inc., 330 W. 
42nd St., New York. (6) 

Wyss, F. O., Publicity Mgr., Bucyrus- 
Erie Co., South Milwaukee, Wis. 


(5) 
Y 

YARLINE, F. W., Sales Megr., Bodine 
Electric Company, 2254 W. Ohio 
St., Chicago. (2) 

*YeaGceR, R. R., Pres., Advertise: 
Display & Exhibit, Inc., 412 S. Sixth 
St., St. Louis. (9) 

Yorks, S. H., Adv. Dept., Bethlehen 
Steel Company, Bethlehem, Pa. (6) 

YounGc, CurRTIS, Wagner’ Electric 
Corp., 6400 Plymouth, St. Louis 
(9) 

*YounG, J. WILSON, Adv. Mgr., Com- 
pressed Air Magazine, 942 Morris 
St., Phillipsburg, N. J. (6) 

Younc, R. H., Pres., R. H. Young & 
Associates, Brook St. (Elmwood 
Div.), Hartford, Conn. (20) 

YounGc, RALPH L., Ass’t Adv. Mer., 
The DeLaval Separator Co., 165 
Broadway, New York. (6) 

YounG, TRUMAN, Ass’t Adv. Mer. 
Pyrene Mfg. Co., 560 Belmont Ave., 
Newark, N. J. (11) 

Younc, V. R., Adv. Dept., Canadian 
General Elec. Co., Ltd., 212 King 
St., W., Toronto, Ont., Can. (14 

Youncs, Eart R., Asst. Adv. Mer. 
The Toledo Pipe Threading Machine 
Co., 1445 Summit St., Toledo. (1 


Z 


*ZABRISKIE, RUSSELL J., Nat’l A 
Megr., Newark Evening News, 1 
221 Market St., Newark, N. J. (11) 





INDUSTRIAL MARKETING, July, 1°40 

















AMERICAN Gas ASSO.: 


NIAA Membership Roster 


*ZELLNER, JouN, Adv. Prom., Hodes- 


Daniel, Inc., 381 Fourth Ave., New 
York. (6) 
ZERWECK, CARL E., Graham Paper 
Co., 1014 Spruce St., St. Louis. (9) 
ZIEME, CARL H., Service Engineer, Re- 


NIAA Membership by 


A 


ABBOTT BALL Co.: J. Howard Dona- 
hue. 

ABRASIVE Co.: Dudley S. Saurman. 

ACKLIN STAMPING Co.: James M. 
Acklin. 

ACME STEEL Co.: V. C. Hogren. 

AcTON Burrows Co.: Aubrey A. Bur- 
rows. 

ADAM ELEcTrRIC Co., FRANK: Arthur 
Koehler. 

ADAMS Co., J. D.: E. E. Christena. 

ADVERTISERS DISPLAY & EXHIBITS, 
Inc.: R. R. Yeager. 

ADVERTISING PUBLICATIONS, INC.: G. 
D. Crain, Jr.; Ralph O. McGraw; 
Edwin F. Thayer. 


AGE PUBLICATIONS, LTp.: E. R. 
Gauley. 
AHLBERG BEARING Co.: Ralph H. 


Ladd. 

AHRENS PUBL. Co., INC.: Don Nichols. 

AIR REDUCTION SALES Co.: John F. 
Callahan; G. Van Alstyne. 

AJAX FLEXIBLE COUPLING Co.: Wayne 
Belden. 

ALLAN & SON, A.: William T. Allan. 

ALLEGHENY LITHOGRAPH Corp.: E. 
W. Boynton. 

ALLEGHENY LUDLUM STEEL Corp.: C. 
B. Templeton. 

ALLEY & RicHARDS Co.: Harry M. 
Billerbeck; George A. Little. 

ALLING & Cory Co.: Forrest C. Lydic. 

ALLIS Co., Louis: Van B. Hooper. 

ALLIS-CHALMERS Mrc. Co.: A. K. 
sirch; George J. Callos; A. F. Mc- 
Graw; W. D. Shannon. 

ALL-STEEL-EquiP Co., INC.: 
Wiley. 

ALLWORK, RONALD. 

ALUMINUM Co. OF AMERICA: Palmer 
Kalsem. 

ALVEY-FERGUSON CoO.: 
MacPherson. 

AMALGAMATED ELEc. Co., Ltp.: B. H. 
Powell. 

AMERICAN AIR FILTER Co.: J. R. Me- 
Connell. 

AMERICAN BANKERS 
William R. Kuhns. 

AMERICAN CHAIN & CABLE Co., INC.: 
Edward V. Creagh. 

AMERICAN CITY MAGAZINE CoRP.: 
— S. Conover; Myron Mac- 
i@€0d, 

AMERICAN DISTRICT 

harles E. Murphy. 


B. G. 


Malcolm D. 


ASSOCIATION : 


STEAM Co.: 


AMERICAN FLANGE & Mrs. Co.: Wil- 


am B. Hannum, Jr. 


AMERICAN FLOOR SURFACING MACHINE 


Co.: L. F. Steele. 


AMERICAN FOUNDRY EQUIPMENT Co.: 


. E. Lenhard. 
Harry W. 
Smith, Jr. 
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public Rubber Div., Lee Tire & Rub- 
ber Corp., Youngstown, O. (10) 

ZOLLNER, K. A., Adv. Mgr., Wickwire 
Spencer Steel Co., 500 Fifth Ave., 
New York. (6) 

*ZORN, E. W., Eastern Mer., Canadian 
Engineer, 919 Tramways Bldg., 
Montreal, Que., Can. (17) 


Company Affiliations 


AMERICAN GAS FURNACE Co.: Elmer 
C. Cook. 

AMERICAN INSTITUTE OF ELECTRICAL 
ENGINEERS: Glenn H. Eddy. 

AMERICAN LAUNDRY MACHINERY Co.: 
R. C. Caine; George G. Rups. 

AMERICAN LOCOMOTIVE Co.: H. J. 
Downes. 

AMERICAN MACHINE & FouNnpry Co.: 
R. G. Sutherin. 

AMERICAN METAL MARKET Co.: R. A. 
Langer. 

AMERICAN MINING CONGRESS: Rich- 
ard J. Lund. 

AMERICAN PAINT JOURNAL Co.: A. F. 
Voss. 

AMERICAN PULLEY Co.: F. W. Spetell. 

AMERICAN ROLLING MILL Co.: Ben- 
nett Chapple; William E. McFee; 
Harry V. Mercer. 

AMERICAN SCREW Co.: H. Mayoh. 

AMERICAN SOCIETY OF CIVIL ENGI- 
NEERS: W. L. Glenzing. 

AMERICAN SOCIETY FOR METALS: 
A. P. Ford; Chester L. Wells. 

AMERICAN SOCIETY OF MECHANICAL 
ENGINEERS: Glenn H. Eddy; Fred- 
erick Lask. 

AMERICAN STEEL & WIRE Co.: Wil- 
mer H. Cordes; R. M. Peterson; 
Charles N. Schmidt; A. R. Teifeld. 

AMERICAN TRADE PUBL. Co.: R. F. 
Shrope. 

ANACONDA COPPER MINING Co.: Jo- 
seph N. McDonald. 

ANACONDA WIRE & CABLE Co.: Wal- 
ter L. Funnell; E. F. Luna. 

ANDERSON ADVERTISING Co., J. W.: 
J. W. Anderson. 

ANDERSON Co., V. D.: 
Gleason, Jr. 

ANFENGER ADVERTISING AGENCY, INC.: 
J. C. McEwen. 

ANGUS COMPANY, INC.: Charles H. 
Deily, Jr. 

APPALACHIAN COALS, INc.: T. A. Day. 

APPLETON ELEcTRIC Co.: Carl A. 
Bloom. 

ARMCO DRAINAGE PrRoDUCTs Asso.: W. 
H. Spindler. 

ARMCO INTERNATIONAL CorpP.: R. A. 
Brayton. 

ARMSTRONG, GORDON, Co.: 
Armstrong. 

ARMSTRONG CoRK Co.: Ralph Wins- 
low. 

ARMSTRONG MACHINE WoRKS: T. H. 
Rea. 

ARRICK Co.: D. C. Arrick. 

ART-CRAFTS ENGRAVING Co.: J. M. 
Kaiser. 

ASSOCIATED ADVERTISERS, INC.: Garry 
Bub. 

ASSOCIATED BUSINESS PAPERS, INC.: 
Schuyler Hopper; Stanley A. 


William J. 


Gordon 


Knisely; Rudolf R. Kopfmann. 





ASSOCIATED SCREEN NEws, LTD.: Wil- 
liam J. Singleton. 

ASSOCIATION OF IRON AND STEEL EN- 
GINEERS: James D. Kelly; James 
R. Scott. 

ATKINS & Co., E. C.: M. W. Dallas. 

ATLAS LITHOGRAPHING Co.: H. B. 
Shute. 

ATLAS LUMNITE CEMENT Co.: Ger- 
ald T. Haddock. 

ATLAS POWDER Co.: John Swenehart. 

AUDIT BUREAU OF CIRCULATIONS: O. 
C. Harn 

AUSTIN-WESTERN ROAD MACHINERY 
Co.: H. F. Barrows; R. G. Lund. 

AUTOCAR Co.: Robert F. Wood. 

AXELSON Mrc. Co.: Jack L. Quisen- 
berry. 

AYER & SON, INCc., N. W.: J. B. 
Wallace. 

B 


Baspcock & Wuitcox Co.: W. A. 
Cather; Charles M. Neighbors; W. 
E. Roth. 

BACON, RALPH W. 

BADGER & BROWNING & HERSEY: O. 
E. G. Snow. 

BAILEY METER Co.: E. B. Bossart. 

BAKELITE CorP.: Robert J. Barbour; 
Allan Brown; Don Masson. 

BAKER & Co.: William A. Burnette. 

BAKER, PETER A. G. 

BAKER-ASHDOWN, LtTp.: H. G. Ash- 
down. 

BAKER OIL TooLs, INC.: Kingsley L. 
Tate. 

BALDWIN BELTING & LEATHER Co., 
InNc.: Preston de G. Baldwin. 

BALDWIN-DUCKWORTH DIv., CHAIN 
BELT Co.: A. T. Arnold. 

BALDWIN LOCOMOTIVE WoRKS: Mal- 
colm K. Wright. 

BALDWIN-SOUTHWARK DIv., BALDWIN 
LOCOMOTIVE WorRKS: Graham Rohrer. 

BALL & AssocIATEs, T. H.: Sanford 
W. Ball. 

BALZARI & STAFF, R. A.: R. A. Bal- 
Zari. 

BARNES Co., W. F. & JOHN: George 
R. Holt. 

BARNES & REINECKE: R. Lee Wood. 

BARRETT Co.: A. L. Diederich, Jr. 

BARRY-WEHMILLER MACHINERY CO.: 
Paul Wehmiller. 

BARTON PREss, INC.: Caleb Higgins. 

BasForD Co., G. M.: James C. Claw- 
son; L. Guerin; G. P. Kurtz; Wil- 
loughby S. Leech; Lawrence G. 
Malone; W. F. Mulhall; Edward S. 
Pattison; W. H. Schink; Kenyon 
Stevenson; Carl A. Wagner; Roger 
L. Wensley. 

Bassick Co.: Ralph D. Mount. 

BATTEN, BARTON, DURSTINE & Os- 
BORN, INC.: George E. Bliss; ( Mrs.) 
Mabel Potter Hanford. 

BauscH & LomsB OpTIcAL Co.: Ru- 
dolph Miller. 

BAXTER, W. R. E. 

Bay City SHOVELS, INc.: A. W. 
Reidinger. 

BAYLESS-KERR Co.: Walter Butcher; 
Horace D. Kerr. 

BEACON PAPER Co.: C. S. Lafferty. 

BEAUMONT, HELLER & SPERLING, INC.: 
Robert F. Heller. 

Beck & WALL DIsPLAys: Jack Mc- 
Laughlin. 
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BECKER, INC., WILLIAM H.: William 
H. Becker. 

BEHEL & WALDIE: V. W. Behel, Jr. 

BENJAMIN ELEctTrRic Mrc. Co.: Ru- 
dolf W. Staud. 

3ENNETT & Co., INC., FRANK P.: 
Frank P. Bennett, III; Andrew A. 
Underwood. 

Berpco CANADA, LTp.: L. A. Hunt. 

BERNZOTT Stupios, A. J.: A. J. Bern- 
zott. 

Best & Co., FRANK: Walter Teagan. 

BETHLEHEM STEEL Co.: S. H. Yorks. 

BIDDLE PRINTING Co., Howarpb: Wil- 
liam Walton Biddle, III. 

BLACK & Decker Mrc. Co.: J. F. 
Apsey, Jr. 

BLACKHAWK Mpc. Co.: Ken W. Funk. 

BLACKISTON, G. P.: Charles Jon Dall- 
dorf. 

BLAIKIE Apv. AGENCY, LTpD., DUNCAN 
S.: D. F. Blaikie. 

BLAKER ADVERTISING AGENCY: Sidney 
M. Sundell. 

BLANCHARD MACHINE Co.: H. A. 
Loudon. 

BLAW-KNoOx Co.: C. L. Byers; D. 
Clinton Grove; A. E. Hohman. 
BoDINE E.Lectric Co.: F. W. Yarline. 

BOENEKER, FREDERICK J. 

BOHNETT Co.: Walter R. Mason. 

Boston GEAR WorRKsS, INc.: Carl A. 
Henline. 

BosToN News BurREAu: Arthur J. C. 
Underhill. 

Bott Co., ALFRED: Alfred E. Bott. 

BOURNE & ASSOCIATES, HENRY T.: 
Henry T. Bourne. 

BRADLEY WASH FOUNTAIN Co.: Gor- 
don Owen. 

BRAMSON PuBL. Co.: Roy T. Bramson. 

BRAND Stupios: Robert A. Dalton. 

Bray Co.: Len J. Bray. 

BREUNICH, JOHN T. 


BREWER-CHILCOTE PAPER Co.: Carl F. 
Schultheis. 
BREWER-TITCHENER CORP. W. A. 


Bruce. 

BREWER-WEEKS Co.: W, A. Brewer. 

BREWERY AGE PusBL. Co.: Joseph 
Mehr. 

BRIDGEPORT MACHINE Co.: I. C. Law- 
less. 

Bristot Co.: George P. Lonergan. 

BROEDER ADVERTISING AGENCY, CLIF- 
FoRD F.: Clifford F. Broeder. 

BROOKE, SMITH & FRENCH, INC.: 
Charles W. Brooke. 

Brooks Co.: Barton J. Haggard. 

Bros Borter & Merc. Co., WILLIAM: 
Lowell H. Swenson. 

BROWN & SHARPE MPsc. Co.: 
Burdick. 

BROWN INSTRUMENT Co.: J. F. Sul- 
livan. 

BRYANT ELgectric Co.: F. F. Herold. 

BRYANT PRESS, INC.: Anthony W. 
Marshall. 

BUCHAN LOOSE LEAF ReEcorDs Co.: 
George H. Buchan; Edwin G. Han- 
sen; W. Heyburn King; R. A. 


John P. 


Stewart; Ernest A. Thesieres. 
BUCHANAN & Co., INc.: F. E. Adams; 
Frederick W. Apgar. 
R. Ceperly; Leon 


BUCHEN Co.: W. 
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Morgan; Howard W. Rose; Henry 
W. Tymick. 

BUCKERIDGE & ASSOCIATES, J. O.: 
Archer L. Bogue. 

BUCKLEY, DEMENT & Co.: Homer J. 
Buckley. 

BUCKLEY ORGANIZATION, EARLE A.: 
Earle A. Buckley. 

BUCYRUS-ERIE Co.: 
drews; F. O. Wyse. 

Bupa Co.: Howard H. Cohenour. 

BUFFALO FOUNDRY & MACHINE Co.: 
Lambert J. Wischerath. 

BUILDING PRopUCTS, LTpD.: E. A. 
Woodward. 

BULL Dog ELEctTric PrRopucts Co.: 
E. R. Dunn. 

BULLARD Co.: R. C. Bullard. 

BURBANK & Co., S. H.: Frank C. 
Goldner. 

BURLEC, LTp.: L. E. Messinger. 

BURNDY ENGINEERING Co.: Ted Grav- 
enson. 

BURSON ORGANIZATION, HARRISON S.: 
Harrison Burson. 

BUSINESS PUBLISHERS INTERNATIONAL 
Corp: John Abbink. 

BUSSMANN Mrc. Co.: H. von P. 
Thomas. 

BUTTENHEIM-DIx PUBL. CoRP.: Don- 
ald V. Buttenheim. 

Byers Co., A. M.: T. C. Winans. 

BYERS MACHINE Co.: E. T. Geddes. 


Cc 


CALCO CHEMICAL Co., INc.: Allan B. 
Clow. 

CALDWELL-BAKER CoO.: 
Caldwell. 

CALIFORNIA CORRUGATED CULVERT Co.: 
R. T. Reinhardt. 
CANADA CEMENT Co., Ltp.: G. J. 
Samson; Harry S. Van Scoyoc. 
CANADA STARCH Co., Ltp.: Harold 
E. Stephenson. 

CANADIAN DIESEL POWER & TRACTION: 
William Wallace. 

CANADIAN ENGINEERING’ PUBLICA- 
TIONS, Ltp.: N. E. D. Sheppard. 

CANADIAN FAIRBANKS - MorRSE Co., 
Ltp.: John O. Pitt. 
CANADIAN GENERAL ELEcTRIC Co., 
Ltp.: L. B. Hicks; V. R. Young. 
CANADIAN INDUSTRIES, LTp.: B. W. 
Keightley; D. W. Kelley. 

CANADIAN INGERSOLL-RAND Co., LTD.: 
A. P. Darcel; F. A. McLean. 

CANADIAN INSTITUTE OF MINING AND 
METALLURGY: L. C. Hazelton. 

CANADIAN JOHNS-MANVILLE Co., LTD.: 
H. A. Kayes. 

CANADIAN LINE MATERIALS, LTD.: 
George Clark. 

CANADIAN LIQuID AIR Co., Ltp.: Er- 
nest Harris; J. S. Moss. 

CANADIAN MANUFACTURERS’ Asso.: D. 
B. Gillies. 

CANADIAN WESTINGHOUSE Co., LTD.: 
John A. M. Galilee. 

CANTON ENGRAVING & ELEcTRO. Co.: 
Knight Stemler. 

CARBOLOY Co., INc.: E. C. Howell. 

CARBORUNDUM Co.: Francis D. Bow- 
man. 

CAREY Co., Puitip: C. D. Easton. 
CARNEGIE-ILLINOIS STEEL CorRP.: G. 
Reed Schreiner. 
CARPENTER ADV. Co.: 


Arnold J. An- 


Howard C. 


Harm White. 





INDUSTRIAL MARKETING, July, 


CARPENTER STEEL Co.: Frank R 


Palmer. 
CARRIER CorpP.: Walter A. Bowe. 


CARTER CARBURETOR CorP.: Charl 
W. Bolan. 


CARTER-THOMSON Co.: George Mille) 

CASE-Hoyt Co.: Albert D. Perry. 

CASE-SHEPPERD-MANN PUBL. Co.: A! 
fred J. Houghton; Karl M. Mann. 

CASSIER Co., Ltp., Louts: Geral 
King. 

CATERPILLAR TRACTOR Co.: T. W 
Fahey; G. W. Monfort. 

CAXTON Co.: R. E. Bandelow. 

CENTRAL ELECTROTYPE Co.: Frank P 
Herbert. 

CENTRAL FOUNDRY Co.: C. W. Stack- 
house. 

CENTURY ELECTRIC Co.: Oliver § 
Imes; Anthony Neher. 

CHAIN BELT Co.: 
Pfeifer. 


CHAMPION PAPER & FIBRE Co.: Frank 
Gerhart; Alexander Thomson, Jr. 


CHANCE Co., A. B.: H. A. Houston. 


CHANDLER-Boyp Co.: William F. 
Viehman, Jr. 

CHAPIN PUBL. Co.: Frank R. Cook. 
CHATFIELD & Woops Co. oF Pa.: D. 
J. Coullie; W. F. Doyle. 
CHERRY-BURRELL CorP.: W. 

Ewen. 

CHICAGO BRIDGE & IRON Co.: Milo E. 
Smith. 

CHICAGO MOLDED PRODUCTS CORP.: 
John Bachner; H. D. Payne. 

CHILTON Co.: Charles S. Baur; A. 
R. Eckel; E. E. Elder; Will J. Fed- 
dery; Emerson Findley; W. J. Fitz- 
gerald; Joseph Geschelin; George 
H. Griffiths; Joseph S. Hildreth; H 
K. Hottenstein; H. E. Leonard; 
Peirce Lewis; Chester H. Ober; W. 
B. Robinson; William F. Sherman; 
Dwight C. Warren. 

CHIRURG Co., JAMES THOMAS: J. T. 
Chirurg; George A. Frye; Ear! 
Lancaster. 

CINCINNATI BICKFORD Toot Co.: R. N. 
Piper. 

CINCINNATI CORDAGE & PAPER CO.: 
Isaac C. Moermond. 

CINCINNATI GAS & ELECTRIC C0.: 
Kenneth Magers. 

CINCINNATI MILLING MACHINE (0.: 
Herman L. Klein; Charles M 
Reesey. 

CINCINNATI PROCESS ENGRAVING CO.: 
Fred W. Meyer. 

CINCINNATI SHAPER Co.: A. G. Baum- 
gartner. 

CINCINNATI Toot Co.: J. A. Gardner. 

CLARK CONTROLLER Co.: Ernest ©. 
Roberts. 

CLARK Mrs. Co., J. L.: W. R. Frank- 
lin. 

CLARK PUBL. Co.: 
M. Smith. 

CLARK EQuIPpMENT Co.: Ezra W. 
Clark. 

CLEVELAND AUTOMATIC MACHINE  0.: 
George A. Collier. 

CLEVELAND CRANE & ENGINEERING 
Co.: C. L. Peterson. 

CLEVELAND ENGRAVING Co.: Jo! 
May. 


George Herber 


R. Mc- 


Roy Carey; Junius 


is # 
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CLEVELAND PNEUMATIC TooL Co.: E. 
L. Oldham. 

CLEVELAND Rock Dritt Co.: E. L. 
Oldham. 

CLEVELAND TWIST DRILL Co.: George 
E. Corey. 

CLIMAX MOLYBDENUM Co.: 
West. 

COCHRANE Corp.: S. D. Distelhorst. 

CoLLINsS Mrc. Co., A. M.: (Miss) Mil- 
ired Poehlmann. 

COLMAN Co.: Niles Colman. 


A. K. 


COLONY PRESS: Thomas J. Devery. 


COLUMBIA ALKALI Corp.: H. L. 
Poulton. 
COLUMBIA STEEL Co.: H. J. Bennett; 


Harold Coffin; Norbert Nolan. 


COMBUSTION ENGINEERING Co., INC.: 
Charles McDonough; Everitt Mitch- 


ell. 

COMBUSTION PuBL. Co.: H. Stuart 
Acheson. 

COMMERCIAL ADVERTISING AGENCY, 


INc.: W. I. Brockson; E. A. Geb- 
hardt. 

COMMERCIAL LETTER, INC.: 
Lehleitner. 

COMPLETE SERVICE PUBL. Co.: W. H. 
Sanderson. 

COMPRESSED AIR MAGAZINE Co.: J. F. 
Kenney; J. Wilson Young. 

CONCRETE PUBL. Co.: Louis Brookman, 
Jy 

CONOVER-MAST CorP.: Harvey Con- 
over; H. E. Gaillard; Richard C. 
Grove; B. P. Mast; A. M. Morse, 
Jr.; Stanley J. Smith; Edward M. 
Stanley; Lloyd Willoughby. 

CONSTRUCTION DIGEST: Fred G. 
Johnston; George C. Stewart. 

CONSTRUCTION NEWS: Ray Metzger. 

CONTAINER CORP. OF AMERICA: Ed- 
gerton A. Throckmorton. 

CONTINENTAL-DIAMOND FIBRE Co.: 
Nelson W. Sieber. 


G. J. 


CONTINENTAL STEEL Corp.: J. A. 
DeLo. 
CONTRACTOR PUBL. Co.: Richard C. 
Mertz. 


CO-OPERATIVE DISPLAYS, INC.: J. E. 


Baxter. 

COOPER-BESSEMER CorpP.: E. R. Bon- 
nist. 

COPPERWELD STEEL Co.: Edmund D. 
Kennedy. 


COPIFYER LITHOGRAPH COo.: 
Bell. 


Corsin, P & F: Andrew J. Sataline. 
CORNELL UNIVERSITY: Harry J. Lo- 


Jack C. 


herg 
Z 


CRAFTSMAN PRINTING Co.: O. J. Doss- 


ati. 


CRAIG, ADVERTISING, JOHN GILBERT: 
G. Craig. 
CRANE Co.: H. H. Simmons; W. Lane 


Witt. 
CRANE, Ltp.: Clarence V. Cohn. 
CREAMERY PACKAGE Mrc. Co.: J. H. 

Godfrey. 
CROCKER-MCELWAIN Co.: 
nbar. 
CROCKER-WHEELER ELEC. Mrc. Co.: 
holas Gassaway. 
CROLL-REYNOLDS ENGINEERING CO., 

INc.: D. H. Jackson. 


Edson S. 
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CROMPTON & KNOWLES LOOM WORKS: 
John Richardson. 

CrousE-HINDs Co.: F. Ware Clary. 

CROWN CorRK & SEAL Co.: N. D. 
Grasty. 

CRUCIBLE STEEL Co. OF AMERICA: 
Gordon Tuthill. 

CRYSTAL TISSUE Co.: 
King. 

CUMMINS ENGINE Co.: F. W. Sparks. 

CUNNINGHAM Co., M. E.: Franklin 
Speicher. 

CUNO ENGINEERING CORP.: 
Winslow. 

CurRTIS LIGHTING Co. OF CANADA, 
Ltp.: H. L. Wright. 

CURTIS PNEUMATIC MACHINERY CO.: 
L. C. Blake. 

Curtiss, INC., SPENCER W.: Spencer 
W. Curtiss; Howard S. Heitkamp, 
Jr. 

CUTLER-HAMMER, INC.: L. P. Niessen. 


D 

DAILY COMMERCIAL NEWS, LTp.: M. T. 
Horning; E. J. L. Stinson. 

Davies & McKINNEY: A. J. Davies. 

DAVIS PREss, INC.: Rae M. Spencer. 

DAVIS REGULATOR Co.: R. A. Peterson. 

~ AND NIGHT PREss: Charles Gothe, 
r. 

DAYTON Pump & Mrec. Co.: Harry 
Rothermel. 

DAYTON RUBBER MFG. Co.: Jack Her- 
shey; Ray L. Wetzel. 

DEARING, HAROLD W. 

DEERE & Co.: H. M. Railsback. 

DELAVAL SEPARATOR Co.: Ralph L. 
Young. 

DELTA MFc. Co.: Walter E. Schutz; 
James Tate. 

DEMING Co.: L. H. Taylor. 

DENHAM & Co.: Athel F. Denham; 
Alfred B. Hard. 

DENVER EQUIPMENT Co.: John N., 
Cronk. 

DETROIT BELT LACER Co.: Alfred E. 
Hambly. 

DETROIT REx PRopUCTs Co.: George 
W. Walter. 

D’EVELYN & WADSWORTH, INC.: Nor- 
man F. D’Evelyn. 

DEVORN & AssociATEs, A. C.: Arthur 
C. DeVorn. 

DIAMOND CHAIN & Mpc. Co.: H. L. 
Martin. 
DIAMOND MATCH Co.: F. M. Robb, Jr. 
DIAMOND STATE FIBRE Co. oF CANA- 
DA: A. G. Ballard. 
DICKIE-RAYMOND, INC.: 
Leason. 

DIEHL Merc. Co.: Harold W. Kloth. 

DIESEL PUBLICATIONS, INC.: William 
J. Gibson. 

Dirco LABORATORIES, INC.: H. A. Bur- 
nett, Jr. 

DitL & COLLINS Co.: W. R. Kort 
Kamp. 

DILL Mre. Co.: A. A. Sump. 

Direct MArIL SERVICE Co.: Harry 1. 
Berle; I. H. Bloom. 

DissTon & Sons, INc., HENRY: Wal- 
ter H. Gebhart. 

DITZLER CoLor Co.: Lloyd R. Vivian. 

DIXIE CONTRACTOR, INC.: Roy L. Kerr. 

DIxIE Press: James I. Dudley. 

DopGE Corp., F. W.: Leslie G. Ander- 
son; Homer Andrews; A. D. Becker, 


Richard E. 


C. H. 


Edwin E. 





Louis A. Cleaver; Arthur G. Elk- 
ington; E. T. Eyler; Roy J. Hard; 
Moses King; George H. Partridge; 
Judd Payne; Claude B. Riemersma; 
H. F. Thomas; Thomas A. Tred- 
well; Chauncey L. Williams; John 
M. Williams. 
DopGE Mrc. Corp.: W. W. French. 
DOLE VALVE Co.: Stuart G. Phillips. 
—_— Co., JOHN C.: Charles V. Al- 
en. 
DOMESTIC ENGINEERING Co.: H. J. 
Carr; J. U. Farley; R. V. Sawhill. 
DOMINION ENGINEERING Co., LTp.: C. 
F. Davis. 
DOMINION FOUNDRIES & STEEL, LTD.: 
Gordon Sage. 
DOMINION OXYGEN Co., LTp.: Donald 
N. Griffiths. 
DONAHUE & CoE, INC.: Rufus Choate. 
DONNELLEY Co., LEE: Lee E. Don- 
nelley. 
DONNER MFG. Co.: William London. 
DONOVAN-ARMSTRONG: Jess H. White- 
ley. 
Dorr Co., INc.: Anthony Anable. 
DosIE & JOHNSON Co.: Elmer L. Stein. 
DOWNINGTON IRON WoRKS: Ashmore 
C. Johnson. 
DOYLE, KITCHEN & McCorRMICck, INC.: 
Harry B. Doyle; George C. Taylor. 
DOZIER-GRAHAM-EASTMAN: Samuel C. 
Eastman. 
DRAPER CorRP.: William H. Chase. 
DRAVO CorP.: F. C. Cole. 
DRESSER MFc. Co.: O. M. Anderson; 
H. K. Ducody. 
DRESSER Mra. Co., Ltp., D. B. Me- 
Williams. 
DRIVER-HARRIS Co.: (Miss) G. V. Cor- 
bett. 
DuFF-NORTON Mra. Co.: W. I. Floyd. 
DuMORE Co.: R. L. Hamilton. 
DuN & BRADSTREET, INC.: H. C. 
Daych. 
DUNHAM Co., LTp., C. A.: Donald Me- 
Crimmon. 
DuPont DE Nemours & Co., E. I.: R. 
A. Applegate. 
DUREZ PLASTICS & CHEMICALS, INC.: 
H. S. Spencer. 
DuRIRON Co., INC.: Dwight Spofford. 
DUSINBERRE, HENRY W. 
DyeER & Co., R. C.: R. C. Dyer. 
E 
EcLiPSE AVIATION DIV. OF BENDIX 
AVIATION Corp.: Sidney H. Web- 
ster. 
ECONOMICS LABORATORY, INC.: S. A. 
Osborn. 
Economy Fuse & Mrec. Co.: A. L. 
Eustice. 
Eppy Press Corp.: Homer B. Kline; 
Julius Schmidt. 
EpIson, INc., THOMAS A.: K. W. 
Bailey; John F. Coakley. 
EDWARD VALVE & Mrce. Co., INc.: W. 
F. Crawford. 
Epwarps & Co.: C. W. Bostrom, Jr. 
EHLINGER ADVERTISING, INC., STAN- 
LEY J.: Stanley J. Ehlinger. 
ELEctrRIic AuUTO-LITE Co.: Jerry Eng- 
land. 
ELECTRIC FURNACE Co.: A. E. Wright. 
ELECTRIC SERVICE SUPPLIES Co.: L. B. 
Gawthorp. 
ELEcTRO-ALLOYS Co.: H. J. Dixon. 
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ELLIoTT Co.: C. W. Kalbfus. 

ELLIOTT COMPANY, Roy: Roy D. 
Elliott. 

ELWELL-PARKER ELeEc. Co.: C. B. 
Cook. 

ENGLISH ELsecTRIC Co. OF CANADA, 
Ltp.: E. C. Perley. 

EQUIPMENT DIGEST PUBL. Co.: Brad- 
ley R. Baker; John Henry; F. O. 
Rice; J. H. Robison. 

ERIE RAILROAD: C. C. Howard. 

ESCAR MOTION PICTURE SERVICE, INC.: 
Earl P. Carpenter. 

ESPIE PRINTING Co., Ltp.: Robert Es- 
pie. 

ESSEX ENGRAVING Co.: 
bauer. 

ETHYL GASOLINE Corp.: R. B. Weston. 

EVANS ASSOCIATES, INC.: W. H. Ev- 
ans. 

EVANS, NYE & HARMON, INC.: 
L. Harmon. 

EVENING NEWS PUBL. Co.: 
Zabriskie. 

Ex-CELL-O Corp.: C. C. Mercer. 

F 

FACTS CONSOLIDATED: A. B. Mueller. 

FAFNIR BEARING Co.: P. F. Bannister; 
Donald M. Davidson. 

FAIRBAIRN ADVERTISING, JOHN B.: 
John B. Fairbairn. 

FAIRBANKS, Morse & Co.: Harry Neal 
Baum. 

FALK Corp.: L. H. Billing. 

FALSTROM Co.: Clifford F. Lindholm. 

FANSTEEL METALLURGICAL Corp.: Al- 
lan L. Percy. 

FARREL-BIRMINGHAM Co., INCc.: T. V. 
Busk. 

FEDERAL ADVERTISING AGENCY, INC.: 
Gilbert H. Williams. 

FEDERAL-MoGUL Corp.: Thomas J. 
Marshall. 

FEDERAL PrRopuctTs Corp.: I. A. Hunt. 

FELLOWS GEAR SHAPER CO.: Douglas 
T. Hamilton. 

FENSHOLT Co.: Norman D. Buehling. 

FEKGUSON Co., J. L.: Robert C. Fer- 
guson. 

FERRANTI ELECTRIC, LTD.: 
Brace; H. G. Dighton. 

First NATIONAL BANK AT PITTS- 
BURGH: Ralph L. Thomas. 

FISCHER EXHIBITS, INC.: Franklyn 
Fischer. 

FISHER SCIENTIFIC Co.: 
Draving. 

FLINTKOTE Co.: Kenneth E. Moore. 

Focc, WALTER S. 

FOLTZ-WESSINGER, INC.: Frederick S. 
Foltz; Lewis H. Wessinger. 

FootTe-Burt Co.: M. C. Wickham. 

FoRBES LITHOGRAPHING Co.: M. D. 
Penny. 

ForRBES PusB.L. Co.: Frank H. Burns. 

Forp SALEs Co., J. B.: T. S. Blair. 

Fort Pitt STEEL CASTING Co.: T. F. 
Dorsey. 


Frank Mil- 


Robert 


Russell J. 


G. A. 


Howard 


FosTeR Bros. Mrc. Co.: Jay Warner 


Woods. 


Foster Co., L. B.: J. H. Waxman. 

FOSTER WHEELER CorpP.: Frank Page. 

FOWLER BECKER PUBL. Co., INc.: Leod 
D. Becker. 

Fox & MACKENZIE: W. A. Fox. 

Foxsoro Co.: Edward S. Lawson. 
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FRASER PuBL. Co.: George E. Fraser. 

FRASSE & Co., INc., PETER A.: Ber- 
nard Dolan. 

FREIGHTWAYsS, INC.: Gordon Grant. 

FRENCH & ASSOCIATES, OAKLEIGH R.: 
Hans G. Bloch; O. R. French. 

FREYSTADT ASSOCIATES, INc., E. M.: 
Everett M. Freystadt. 

Frick Co.: G. Nelson Gingrich; Ter- 
ry Mitchell. 

FRITZ PUBLICATIONS, INc.: A. S. 
Dowd. 

FULLER & SMITH & Ross, INc.: Allen 
L. Billingsley; H. P. Forrester; 
Donald L. Hague; F. A. Lyman. 

FULTON SYLPHON Co.: Edward D. 
Rogers. 

G 

GAGE PuBL. Co.: L. C. Bassett; L. C. 
Fletcher; Al Rose. 

GALLAND-HENNING Mrc. Co.: C. E. 
Werner. 

GARDNER ADVERTISING Co.: E. A. W. 
Schulenburg. 

GARDNER DispLAys Co.: William M. 
Gardner. 

GARDNER PUBLICATIONS, INC.: Robert 
E. Ahrensdorf; Granville M. Fill- 
more; Gene Schwarber. 

GARRISON MACHINE WoORKS, INC.: R. 
P. Garrison. 

GATHMANN ENGINEERING Co.: 
Francis P. Kennedy. 

GEARE-MARSTON, INC.: John E. Roo- 
ney. 

GENERAL ELEcTRIC Co.: C. A. Binns; 
B. E. Burrell; Andrew Doremus; 
F. S. Glazier; W. V. Merrihue; H. 
E. Merrill; P. C. Sowersby. 

GENERAL PRINTING INK Co.: Herbert 
Kaufman. 

GENERAL Rap1o Co.: John M. Clayton. 


GENERAL RAILWAY SIGNAL Co.: Albert 
G. Moore. 

GEREKE-ALLEN CARTON Co.: Edward 
G. Gereke. 

GERTH-KNOLLIN ADVERTISING AGEN- 
cy: Francis M. Porter. 

GIBSON & PERIN Co.: Charles S. 
Marsh. 

GIBSON PuBL. Co.: David B. Gibson. 


GILCHRIST-WRIGHT, LTp.: Alex. Gil- 
christ. 

GILLETTE PuBL. Co.: J. M. Angell, Jr.; 
Bert C. Brumm; E. Scranton Gil- 
lette. 


(Mrs.) 


GILMAN, INc., A. S.: Harold E. 
Thompson. 

GILMER Co., L. H.: H. W. Weihen- 
mayer, Jr. 

GISHOLT MACHINE Co.: Jackson 
Hazlewood. 


GITHENS-SOHL Corp.: Frank B. Sohl. 

GITTINS ADVERTISING, BERT S.: James 
M. Costello. 

GLoBE Horst Co.: Argus Leidy. 

GLOBE STEEL TUBES Co.: G. H. Krohn. 

GLoBE-UNION, INc.: J. O. Ferch. 

GOODALL RUBBER Co.: J. Mack Never- 
gole. 

GoopRICH RUBBER Co., B. F.: H. E. 
VanPetten. 

GORTON MACHINE Co., GEORGE: T. C. 
Du Mond. 

GouLDs Pumps, INc.: G. W. Cramer. 

GRAHAM PAPER Co.: Carl E. Zerweck. 





GRAPHIC ARTS ENGRAVING Co.: Wil 
liam L. Sharp. 

GRAPHIC COLORTYPE Corp.: A. R. Han 
ilton, Jr. 

GRAVER TANK & Mra. Co., INc.: Haz 
vey W. Blankenship, Jr. 

GRAY & ASSOCIATES, CHARLES M 
Charles M. Gray. 

GRAY, INC., RUSSELL T.: J. R. Arn 
strong; Waldo G. Schnell; Harvey 
A. Scribner. 

GRAYBAR ELEcTRIC Co., INc.: Edwi: 
Lex Bacon; K. B. Hopkins. 

GREENFIELD TAP & DIE Corp.: Ray 
mond C. Helbig; Gene Tunney. 

GREGORY & BOLTON, INC.: Bromle 
House. 

GRINNELL Co., INC.: L. F. Cashen;: 
Harry A. Keene. 

GRISWOLD-ESHLEMAN Co.: Kenneth 
W. Akers; Lee Canfield; Richard 
W. Smith; W. A. Weaver. 

GROSE Co., W. J.: W. J. Grose. 

GUARDIAN ELECTRIC Mrc. Co.: John J. 
Rowell. 

GULF Orn Corp.: J. A. Burgess. 

GULF PusBL. Co.: R. L. Dudley; H. G. 
Fitzpatrick; D. C. Lance; Dick 
Swinsky; Charles A. Wardley. 

Gump Co., B. F.: Ralph E. Williams. 

GUTTA PERCHA PAINT & RUBBER, 
Ltp.: E. J. Hayes. 


H 


HADLEY Co.: Harold Rosenquist. 

HAGSTROM Co., INc.: A. G. Hagstrom. 

HAIRE PUBL. Co.: John J. Whelan. 

HAMILTON GEAR & MACHINE Co.: C. 
B. Hamilton, Jr. 

HAMILTON Mrc. Co.: J. W. Christen- 
sen. 

HANDY & HARMAN: F. T. Van Syckel. 

HARNISCHFEGER CorP.: Edward T. 
Slackford. 

HARRIS-SEYBOLD-POTTER Co.: Louis R. 
Beck; John C. Dabney. 

Hart Co., W. M.: William M. Hart. 

HASKINS Co., R. G.: P. M. Gardanier. 

HATCH ADVERTISING, G. E.: George E. 
Hatch. 

HAYNES, ELDRIDGE. 

HAYNES ILLUSTRATOR, BRAD.: Brad- 
ley Haynes. 

Hays Corp.: Frederic I. Lackens. 

H-B INSTRUMENT Co.: Norman E. 
McKinney. 

HEALD MACHINE Co.: Lewis A. Hast- 
ings. 

HEIL Co.: H. F. Pugh. 

HEINN Co.: Harry Ehman; A. F 
Meinharat. 

HERCULES POWDER Co.: Montgomery 
R. Budd; Theodore Marvin. 

HERMAN & Co.: Lewis Herman. 

Hevi Duty Exectric Co.: Arthur H. 
Oberndorfer. 

HEWITT RUBBER CorP.: F. G. Cooban. 

HeEYL & PATTERSON, INc.: J. H. Wax- 


man. 
HICKERSON, INc., J. M.: J. M. Hicker- 


son. 

Hitzu Co., W. S.: Vinton H. McClure; 
Allen K. Shenk. 

H1Lo VARNISH CorpP.: Kenneth ©. 
Tucker. 

HinpeE & Davucn Paper Co.: P. ©. 
Meelfeld. 

Hines Pust. Co., J. S.: B. N. De 
Rochie. 
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HINTERLEITNER, ERNEST, J. 

HITCHHCOCK PUBL. Co.: Warren Hoff- 
man; Robert C. Van Kampen. 

HopEes-DANIEL, INC.: John Zellner. 
Hopces & Sons, INc., W. FRANKLIN: 
Samuel W. Hodges. 

Hoept Stupios, INc., W. H.: Harry E. 
G. Munch. 

HOLDEN, GRAHAM & CLARK, INc.: Lan- 
sing Moore. 

HOME CRAFTSMAN PUuBL. Corp.: Henry 
B. Burnett. 

HOMESTEAD VALVE MFc. Co.: 
G. Johnson. 

HOMMEL Co., O.: 

HOPKINS, J. R. 

HoRN, CRONE, Horn, INc.: A. Nelson 
Horn. 

HORNER, LEONARD S. 

HORTON-NOYES Co.: Raymond C. R. 
Noren; Frederick C. Noyes. 

HOTSTREAM HEATER Co.: O. A. Reiter. 

HOUGHTON Co., E. F.: Douglas C. 
Miner. 

Howes PuBL. Co.: A. P. Howes. 
Hoyt Co., INc., CHARLES W.: James 
L. Hamar, Jr.; E. T. Nettleton. 

HUBBARD & Co.: Norman E. Sharp. 

HUBER Mrc. Co.: A. W. Newby. 

HUGHES Co., INc., F. A.: F. A. 
Hughes. 

HUMBERT & JONES: Ralph C. Jones. 

HUNT Co., ROBERT W.: Robert N. Mac- 
alister. 

HUNT PRODUCTIONS-TALISMAN STU- 
DIOS, HUBBARD: Hubbard Hunt. 

HUNTER PRESSED STEEL Co.: Robert 
E. Pent. 

HUTCHINS ADVERTISING Co., INc.: F. 
Irving Hutchins. 

HyATT BEARINGS DIVISION OF GEN- 
ERAL Motors SALES Corp.: Harry 
M. Carroll. 

HYGRADE SYLVANIA Corp.: J. R. Duf- 
fy; John Holland. 


I 


IDEAL LETTER SERVICE: C. E. Ritter- 


Elliott 


A. J. Mittelhauser. 


} 


ILes-AYARS PuBL. Co., INc.: John D. 
Bowler. 
li LINOIS TESTING LABORATORIES, INC.: 
M. D. Pugh. 
IN PENDENT PNEUMATIC TooL Co.: 
C. N. Kirchner. 
INI USTRIAL ADVERTISING 
LTD.: G. M. Smith. 
INDUSTRIAL GLOVES Co.: E. W. Beatty. 
IND STRIAL PHOTO-ENGRAVING CO.: 
Howard Dykman. 
INI STRIAL Press: Dwight Cook; Ed- 
ird K. Hammond; W. E. Robin- 
n; Clifford Strock. 
INDUSTRIAL PuBL. Co.: Jack Weiss. 


INGERSOLL-RAND Co.: William C. 


AGENCY, 


Cash; Linwood H. Geyer; Warren 
Hackenburg; A. W. Loomis; G. 
Morrison. 


INLAND STEEL Co.: Keith J. Evans. 
INSLEY Mrc. Corp.: L. W. Bruck. 
INsto Gas Corp.: Henry F. Belcher. 
INTERCHEMICAL CORP.: George Welp. 
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INTERNATIONAL BALSA CorP.: Samuel 
E. Gold. 

INTERNATIONAL BUSINESS MACHINES 
Corp.: J. C. Breckenridge, Arch 
Davis. 

INTERNATIONAL FILTER Co.: O. A. De- 
Celle; W. W. Hutton. 

INTERNATIONAL NICKEL Co., INC.: 
Kenneth Henderson; Harold Lar- 
sen; Robert L. Lloyd; M. J. Phil- 
lips; R. A. Wheeler. 

INTERSTATE SANITATION Co.: Allen T. 
Rooch. 

IRVINGTON VARNISH & INSULATOR Co.: 
Harry D. D’Almaine. 


J 

JAAP-ORR Co.: Harry C. Jaap. 

JAEGER MACHINE Co.: O. G. Mandt. 

JAHN & OLLIER ENGRAVING Co.: Louis 
Edward Wise. 

JAPHA, FRANK G. 

JAQUA Co.: Chester A. Jaqua. 

JEFFREY Mra. Co.: J. X. Farrar. 

JEFFREY Mrc. Co., LtTp.: Thomas 
Hart. 

JENKINS ADVERTISING AGENCIES, WIL- 
LIAM: William Jenkins. 

JENKINS Bros: C. C. Chamberlain. 

JEWETT ART SERVICE: Mort P. Rob- 
ertson. 

JOHNS-MANVILLE SALES CorpP.: Wil- 
liam J. McKeon; Edward A. Phoe- 
nix; Gordon F. Price. 

JOHNSON BRONZE Co.: Eugene Scan- 
lon. 

JOHNSTON Co., WILLIAM G.: Edward 
H. Sutton. 

JOHNSTON & JOHNSTON, INC.: Carl 
T. Johnston. 

JORAAN, INC., ALFRED J.: 
DeKalb. 

Joy Mrc. Co.: E. G. Middleton. 

JuDGE Stupi0: Jack M. Judge. 


K 

KAUFMAN & FABRY CoO.: 
Huffman. 

KEARNEY Corp., JAMES R.: Harry J. 
Fey; James R. Kearney, Jr.; 
Charles F. Kistenmacher. 

KEARNEY CoRP. OF CANADA, LTD., 
JAMES R.: G. A. Elliott. 

KEELING & Co., INc.: J. C. Anthony. 

KEELOR & STITES Co.: Phil Hume. 


KEENEY PUBL. Co.: Wallace J. Os- 
born. 

KELLEY, LtTp., RUSSELL T.: T. Stanley 
Glover. 

KELLOW-BROWNE Co.: Leslie E. Clax- 
ton. 

KENNEDY-VAN SAUN Mrc. & ENGI- 
NEERING Corp.: Sydney B. Smith. 

KENNY PRrReEss, INc.: J. F. Barry. 

KERLOW STEEL FLOORING Co.: A. K. 
Borden. 

KETCHUM, MACLEoD & GROVE, INC.: 
Robert L. Forsythe, Jr.; Ernest T. 
Giles. 

KEUFFEL & ESSER Co.: Philip E. Wil- 
cox. 

KIppE & Co., INc., WALTER: C. E. Gis- 
chel; John F. Kidde. 

KING ADVERTISING AGENCY, WALLACE 
W.: Wallace W. King. 


Kirk & BLUM Mrs. Co.: C. F. Wulff. 
KOBBE, PHILIP. 


Ralph V. 


Julius O. 





KOEHRING Co.: E. J. Goes. 


KOMSTHOFF, INDUSTRIAL MARKETING: 
Roger S. Komsthoff, 3rd. 


KORETZ, KOPEL, IDEAS, INC.: Seymour 
Koretz. 


KRAHNEN INDUSTRIAL ADVERTISING, 
E.: E. Krahnen. 


KREHBIEL Co., C. J.: Oliver W. Shar- 
man. 


KREICKER & MELOAN: Norman Deno. 

KUESTER & ASSOCIATES, JAMES G.: J. 
G. Kuester. 

Kwick-Kut Mrc. Co., INc.: 
F. Boyer. 


Clifford 


L 


LACROIX, FREDERIC W. 

LAKE CITY MALLEABLE Co.: E. R. Dil- 
worth. 

LAMB Co., JAMES G.: George F. Davis. 

LAMSON & Sessions Co.: A. E. R. Pe- 
terka. 

LANDIS MACHINE Co., INc.: M. B. 
Henneberger. 

LANDIS Too. Co.: Frank W. Pen- 
singer. 

LANSTON MONOTYPE MACHINE Co.: 
Frank M. Sherman. 

LAPP INSULATOR Co., INC.: 
Mills. 

LARSON, C. A. 

LASALLE STEEL Co.: L. B. Evans. 

LEBLOND MACHINE Toot Co., R. K.: 
Walter L. Rybolt. 

LEEDS & NORTHRUP Co.: L. R. Garret- 
son; James M. Plummer. 

LE TOURNEAU, INC., R. G.: George C. 
McNutt. 

LEWIN Co,. INc., A. W.: Donald N. 
Waterbury. 

LEzIUs-HILEs Co.: William J. Fintze. 

LIBBEY-OWENS-ForD GLAss Co.: North 
A. Wright. 

LIBERTY ENGRAVING Co.: James A. 
Carey. 

LIGGETT ADVERTISING, CARR: Carr 
Liggett. 

LIGNUM-VITAE PRODUCTS CoRP.: Sam- 
uel E. Gold. 

LIMA LOCOMOTIVE WorKS, INC.: Roy 
Wills. 

LINCOLN ENGINEERING Co.: J. W. 
Smothers. 

LINE MATERIAL Co.: Grant H. Kem- 
nitz. 

LINEAR PACKING & RUBBER Co., INC.: 
P. A. Swartz. 

LINK-BELT Co.: Julius S. Holl; John 
F. Kelly. 

LINK-BELT, LTp.: J. G. Beare. 

LITTLEFORD BROTHERS: R. G. Hext. 

Lock JOINT PIPE Co.: Robert S. Bubb. 

LOGAN Co.: W. Hume Logan, Jr. 

LONG Co., W. E.: L. A. Rumsey. 

LOVEKIN Corp., R. E.: R. E. Lovekin. 

LUCERNA Co., INC.: Emanuel Gold- 
man. 

LUKENS STEEL Co.: George M. Gillen. 

LUNKENHEIMER Co.: Fred Berling; 
George F. Mathews. 

Lyp1aTT, W. A.: John L. Love. 

LYON METAL Propucts, INc.: Leonard 
B. Rhodes. 

LYSTER, ADVERTISING, ALAN P.: Alan 
P. Lyster. 


Brent 
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MACLAREN ADVERTISING AGENCY CoO., 
LtTp.: C. Edmund Brown; J. Don- 
ald Hogg; F. B. Thompson. 


MACLEAN PUBLICATIONS, LTD., HUGH 
C.; Thomas W. Hill; T. W. Jack- 
lin; Se Be Moore. 


MACLEAN Pusu. Co., Lrp.: J. Lin 
Craig; W. B. Hart; B. G. Newton. 


MACMANUS, JOHN & ADams, Inc. 
Forrest U. Webster. 


MaAcRAgrg’s BLue Book Co.: Frank J. 
Canavan; W. P. Dent; Charles S. 
Wallace; Lloyd H. Weber; A. F. 
Weise. 


McCarty Co.: Martin R. 
W. H. Wilde. 


McCorMick Co., INCc.: 
Friedman. 

McCroskey, D. W. 

McGRAW-HILL Pusu. Co., INc.: T. E. 
Aleorn; Robert H. Anderson; 
Stephen A. Babcock; Edgar H. 
Bedell; Robert F. Boger; Nelson L. 
Bond; Mason Britton; William Bux- 
man; James S. Cawley; James A. 
Channon; Willard Chevalier; H. W. 
Clarke; Edward F. Coffey; Ed- 
ward E. Duff, Jr.; A. W. Fisher; 
Edwin D. Fowle; Frank B. Godley; 
Fred Grant; Ralph C. Greiner; 
Harry M. Grinton; James R. 
Hayes; H. E. Hilty; Franklin H. 
Johnson; W. E. Kennedy; T. P. 
Kindig; Paul Montgomery; A. M. 
Morris; Clarence L. Morton; Alf 
lr. Ofstie; John P. Ora; John W. 
Otterson; A. E. Paxton; James O. 
Peck; Roy N. Phelan; George E. 
Pomroy; S. H. Quarles; Richard 
R. Ream; J. M. Rodger; T. A. 
Rogers; Allan Rood; R. P. Rose: 
J. H. Rudd; Phillip Ruprecht; 
George G. Sears; S. D. R. Smith; 
W. Hunter Snead; J. Spackman; 
Alfred M. Staehle; John H. Steven- 
son; Glenn Sutton; H. E. Thayer; 
Ray M. Thierer; Fred S. Weather- 
by; Alvah B. Wheeler; M. A. Wil- 
liamson; N. O. Wynkoop. 

McGRAW-PHILLIPS, INCc.: Julius C. 
Kress. 

McKim, Ltp., A.: A. C. O'Grady. 

McLAIN ORGANIZATION: William R. 
McLain. 

McMaAnon, INc.., 
McMahon. 

McPHIL AGENCY-ADVERTISING: A. M. 
Phillips. 

McQuay-Norris Mre. Co.: 
Tapscott. 

MACKLIN Co.: R. B. Howlett. 

MACWHYTE Co.: Forest J. Nelson. 

MAGNUS CHEMICAL Co., INc.: Russell 
D. Kreie; Herb Mercready. 

MALL Too. Co.: Melvin Rehnquist. 

MALLINCKRODT CHEMICAL Works: K. 
W. Franz. 

MALONEY, INc., T. J.: 
Cuyler Stevens. 

MANHATTAN RUBBER MFG. Drv. 
OF RAYBESTOS-MANHATTAN, INC.: 
James J. De Mario. 

MANNING, MAXWELL & Moore, INc.: 
I. B. Van Houten. 

MANTERNACH, INC.: Paul C. Smith. 


Klitten; 


(Miss) Ida S. 


JAMES J.: James J. 


Charles 


T. J. Maloney; 


MARBRIDGE PRINTING Co.: H. O. Thie- 
litz. 
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MARSCHALK & PRATT, INc.: S. L. Meu- 
lendyke; George L. Trimble. 

MARTIN, T. L.: Theodore L. Martin. 

MARTIN COMPANY, THEO M.: Theo M. 
Martin; Lester C. Nielsen. 

MARTINDALE ELeEctTRICc Co.: E. H. Mar- 
tindale. 

MARTIN-SENOUR Co., Ltp.: L. B. Rey- 
nolds. 

MASON-NEILAN REGULATOR Co.: L. B. 
Battin. 

MASON REGULATOR Co. OF CANADA, 
Ltp.: M. F. Peiler. 

MASSACHUSETTS INSTITUTE OF TECH- 
NOLOGY: Ross M. Cunningham. 

MASTER E.eEctric Co.: Charles F. Bru- 
ner. 

MASTERSON, WALTER J., JR. 

MATHEWS CONVEYER Co.: H. F. Hel- 
ling, Jr. 

MATHIESON ALKALI Works, INC.: 
J. R. Schmertz. 

MATTHEWS & Co., JAMES H.: H. E. 
McDonald. 

MAUJER PUBLISHING Co.: W. W. 
Brown; R. B. Rogers; C. Lester 
Seaman; William T. Watt. 

MECHANIZATION, INC.: (Mrs.) E. R. 
Coombes. 

MEEHANITE RESEARCH INSTITUTE OF 
AMERICA, INC.: C. E. Herington. 
Meek & Tuomas, INc.: Park Meek; 

Ira A. Thomas. 

MEERMANS, INc.: Howard J. Meer- 
mans. 

MELDRUM & FewsmMiITH, INc.: J. Few- 
smith; Ray G. Simmons. 

MENGEL Co.: A. L. Entwistle. 

MENKE PRINTING Co.: Oscar Menke. 

Mercorp Corp.: L. J. Schanz. 

MERIAM Co.: J. B. Meriam, Jr. 

METAL & THERMIT CorpP.: Merritt L. 
Smith. 

METAL Goops CorP.: Karl Ewerhardt. 

METAL INDUSTRY PUBL. Co.: Palmer 
H. Langdon; (Miss) Joan Trum- 
bour Wiarda. 

METCALF, GEORGE T. 

MICHIGAN Wire CLotTH Co.: W. H. 
Blodgett. 

MICROMATIC HONE Corp.: L. S. Martz. 

Micro Switcnu Corp.: W. B. Schulte. 

Micro-Westco, INc.: C. D. Heiser. 

Mipwest Too. & Mrs. Co.: G. E. Shel- 
drick. 

MILCcoR STEEL Co.: T. Clayton Cheney. 

MILLCRAFT PAPER Co.: C. A. Fahey. 

MILLER PRINTING MACHINERY Co.: E. 
Terry Gaylord. 

MILLER RuBBER Co.: Jay Miller. 

MILTON Merc. Co.: O. H. Reinhart. 

MILWAUKEE BRUSH Mrc. Co.: G. C. 
Spratt. 

MINE SAFETY APPLIANCES Co.: N, R. 
Chillingworth. 

MINNEAPOLIS-HONEYWELL REGULATOR 
Co., Ltp.: W. H. Evans. 

MINNESOTA MINING & Mrc. Co.: F. 
H. Camp. 

MopDINE Merc. Co.: M. J. Druse. 

Mocce, INc., ARTHUR R.; E. E. Krom- 
nacker; Arthur R. Mogge. 

MONETARY TIMES PRINTING CoO. OF 
CANADA, Ltp.: A. E. Jennings; 
Grant Moloney; E. W. Zorn. 

Mono SERVICE Co.: Edgar F. Wright. 

MONSANTO CHEMICAL Co.: Robert L. 
Taylor; James R. Turnbull. 
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MORGANITE BRUSH Co.: Richard L 
Lawrence. 

MORRISON ADVERTISING AGENCY, INC. 
E. J. Morrison. 

Morse CHAIN Co.: R. J. Koch. 

MOUNTEL PREss Co.: Gene Mountel. 


MurRpPHY, EDWARD J. 


N 

NASH ENGINEERING Co.: D. R. Fou: 
nier; George B. Wright 

NATIONAL ASSO. OF POWER ENG! 
NEERS, INC.: Louis H. Wrede. 

NATIONAL BROACH & MACHINE Co 
J. Irvin Schultz. 

NATIONAL BUSINESS PUBLICATIONS 
Ltp.: W. H. Hewitt; R. C. Rows 
Ivan C. Steven. 

NATIONAL CAN Corp.: Peter C. Happ 

NATIONAL CARBON Co., INC.: A. Brog 
gini. 

NATIONAL FIREPROOFING CoRP.: Jess« 
A. Cullison. 

NATIONAL METAL EDGE Box Co.: M. 
P. Junkin. 

NATIONAL Process Co., INc.: James 
C. Nicoll, Jr. 

NATIONAL Suppty Co.: Allen P. Colby. 

NATIONAL TYPESETTING Co.: Schell L. 
Furry. 

NATIONAL VULCANIZED FIBRE Co.: G. 
Millard Lang. 

NEARY, JAMES E., JR. 

NEPTUNE METER Co.: Robert W. Bal 
lantine. 

NETTLETON & ASSOCIATES, W. 0. 
Walker O. Nettleton. 

NEWARK PRINTING Co.: Ferd A. Laile. 

NEW DEPARTURE DIVISION OF GENERAL 
Motors SALES Corp.: Carleton B 
Beckwith. 

New JERSEY ZINC Co.: R. Davison; 
Edwin I. Oppel. 

Newport ROLLING Mitt Co.: John 
Dulweber. 

NICHOLSON FILE Co.: George Ashbey. 

NILES STEEL Propucts Co.: H. R. Or- 
merod. 

NorpDBERG Mrc. Co.: Delbert Kay. 

NORRIS-PATTERSON, LTp.: A. Jarvis 

NORTHERN ELEeEctTrRIc Co., LTp.: C. 5. 
Steele. 

NORTHERN EQUIPMENT Co.: Don Alls- 
house. 

NORTHWEST ENGINEERING Co.: G. C. 
Williams. 

NORTON Co.: A. B. Fritts. 

Novo ENGINE Co.: Alan A. Ballan- 


tyne. 
Oo 
OAKITE PrRopucTsS, INC.: 
Hearn. 
Onto BrRAss Co.: Louis J. Ott. 
OILGEAR Co.: Martin E. Engebretson 
O1L, PAINT AND DRUG PUBL, Co., INC 
W.S. Auchincloss. 
OKONITE Co.: Richard S. Hayes 
OKONITE-CALLENDER CABLE CoO.: 
ard S. Hayes. 
OLIVER UNITED Fitters, INc.: P. A 
Hoyt. 
OsBoRN MrFc. Co.: James Gan 
G. O. Rowland. 
OsTER Mrc. Co.: L. S. Newman. 
OSWALD ADVERTISING AGENCY, C.: 
W. D. Lindsey. 


| 
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OWENS-CORNING FIBERGLAS Co.: Phil- 
ip Linne. 

OWENS-ILLINOIS GLASS Co.: T. K. 
Almroth; Carl U. Fauster. 

Pp 

PACIFIC BUILDER AND ENGINEER, INC.: 
Walter A. Averill. 

PALMER-BEE Co.: George H. Corliss. 

PANGBORN Corp.: A. Lesley Gardner. 

PANNIER Bros. STAMP Co.: Robert 
Pannier. 

PARAMOUNT ENGRAVING Co.: L. F. 
Heitkamp. 

PARKER ADVERTISING CO.: 
Parker. 

PARKER-KALON Corp.: Charles S. 
Trott. 

PARKERSBURG Ric & REEL Co.: S. T. 
Keller. 

PEAT ASSOCIATES, LESLIE: Leslie Peat. 

Peck & Co., W. T.: William G. 
Draucker. 

PECKOVER’S, LTp.: George R. Headon. 

PEERLESS CEMENT Corp.: Charles R. 
Luck. 

PELLETIER, LOUIS. 

PENN ELEctTrRIC SwitcH Co.: Kenneth 
W. Cash. 

PENNSYLVANIA FLEXIBLE METALLIC 
TUBING Co.: E. W. Schoolfield. 

PENNSYLVANIA SALT Mpc. Co.: 
(Miss) I. J. Dennery. 

PENTON PUBLISHING Co.: J. F. 
Ahrens; A. H. Allen; Clyde H. 
Bailey; Howard H. Dreyer; George 
O. Hays; Russell C. Jaenke; S. H. 
Jasper; Emil W. Kreutzberg; L. C. 
Pelott; George A. Pope; Russell H. 
Smith; B. C. Snell; Harold B. Veith. 

PerFecT CirRcLE Co.: Stanley Murray. 

PerrFexX Corp.: Richard H. Brady. 

PeRMUTIT Co.: Henry H. Wilkinson. 

PERRY-BROWN, INC.: Theodore Brown, 

PETERS PuBL. Co.: Clarence R. Over. 

Perers Pus. Co. of CoLorapo: Lewis 
S. Parsons. 

PETERS PuBL. Co. oF TEXAS: D. E. 
Williams. 

PETERSON & KEMPNER, INC.: Roger 
N. Peterson. 

PETERSON TRACTOR & EQUIPMENT Co.: 
Gordon Harris. 

PETROLEUM ENGINEER PUBL. Co.: C. 
Morris; E. V. Perkins; R. C. Wip- 
perman. 

PETROLEUM EQUIPMENT PuBL. Co., 
INc.: George H. Eichler. 

PE TROLEUM PUBLISHERS, INC.: Davis 
KE. Browne; Stephen A. Shepard. 
PETROLEUM PUBL. Co.: C. Lloyd Cain; 
( R. Farmer; Howard Markt; J. 

H. Tinkham. 
PrAUDLER Co.: Herbert R. Hanson. 
PHILADELPHIA GEAR WorKs: Russell 
C. Ball. 
PHILADELPHIA QUARTZ Co.: (Miss) 
rances M. Suarez. 
*HOTOTYPE ENGRAVING Co., INC.: E. 
Benedict. 

Pickett, H. N. 

PIONEER ENGINEERING Works, INC.: 
J. Ellerston. 

PioNEER RuBBER Co.: J. H. Gibson. 

PI'TSBURGH-DEs MOINES STEEL Co.: 
H. Beck. 

PITTSBURGH EQUITABLE METER Co.: 
S. Reed, Jr. 


James D. 


— 
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PITTSBURGH PHOTO-ENGRAVING Co.: 
Thomas C. Barr. 

PITTSBURGH PRESS: Howard Schriner, 
Jr. 

PITTSBURGH REFLECTOR Co.: Earl B. 
Holdren. 

PITTSBURGH STEEL Co.: L. W. Gaupp; 
Elmer T. Wible. 

PLASKON Co., INcC.: W. N. Shepard. 
PNEUMATIC SCALE Corp., Ltp.: Les- 
ter I. Hodgdon; Albert R. Keene. 
PoLK & Co., R. L.: Paul G. Hobart. 

Poor, RoGer A. 

Post, Inc., L. D.: John Cornell; 
George W. Van Steenbergh. 

PoweER Co., EDWARD M.: David E. 
Robeson. 

POWERLITE DEVICES, Ltp.: A. V. 
Walker. 

POWERS REGULATOR Co.: Horace Fea. 

PRELLE Co., F. W.: F. Wallace Prelle. 

PRINTERS’ INK PUBL. Co., INc.: Elmer 
Kettell. 

PRINTING PLATE CRAFTSMEN: Claude 
R. Lapham; Paul K. Smith. 

PRINTING PRESS: George E. Land. 

PUBLIC WORKS JOURNAL Co.: Croxton 
Morris. 

PURCHASING AGENTS’ ASSO. OF PHIL- 
ADELPHIA, INC.: Frank C. Brod- 
head. 

PUTMAN PuBL. Co.: William E. 
Coates; Kenneth Stevens Kaull. 

PYRENE Mrc. Co.: Truman Young. 


RAILWAY & INDUSTRIAL ENGINEERING 
Co.: Ralph M. Jones. 

RAILWAY & POWER’ ENGINEERING 
Corp., Ltp.: A. LeB. Ross; William 
I. Turner. 

RAILWAY EQUIPMENT & PUBLICATION 
Co.: Harold A. Brown. 

RAILWAY PURCHASES AND STORES: Ed- 
ward Wray. 

RAMSEY Co., L. W.: W. J. Henderson. 

RANDALL Co., FRED M.: J. W. Sweet. 


RAYBESTOS Dtv., RAYBESTOS-MANHAT- 
TAN, INc.: A. Atwood Woodruff. 


REAST ADVERTISING, FRED M.: Fred 
M. Reast. 


RECORDER PRESS: Wilson E. Haver. 


REEVES PULLEY Co.: James M. Jewell. 

REINCKE, ELLIS, YOUNGGREEN & 
FINN: Charles A. Reincke. 

REINHOLD PUBLISHING CorpP.: Ed- 
ward M. Buck; Robert N. Caird, 
Jr.; G. E. Cochran; Lansing E. 
Dupree; Frank J. Enright; Philip 
H. Hubbard; H. Burton Lowe; 
Roger W. Patterson; W. C. Pinker- 
ton; Charles S. Roever; Lue L. 
Stearns; Francis M. Turner; Wil- 
liam P. Winsor. 

RELIANCE ELECTRIC & ENGINEERING 
Co.: C. V. Putnam. 

RELIANCE ENGRAVING Co.: A. L. Kal- 
tenborn. 

REMINGTON, INC., WILLIAM B.: Roy 
Davey; Herbert F. King; William 
B. Remington. 

RENNER ADVERTISERS: Otto W. Ren- 
ner. 

REPUBLIC BANK NOTE Co.: Robert H. 
Caffee. 

REPUBLIC FLOW METERS Co.: H. W. 
Stoetzel. 

REPUBLIC RUBBER Div., LEE TIRE & 





RUBBER Corp.: H. P. Schultz; Carl 
H. Zieme. 

REPUBLIC STEEL Corp.: Edward F. 
Crafts; Alexander Gaal; F. D. 
Jones; Elmer J. Kopf; H. H. Old- 
ham; Chester W. Ruth. 

RHOADES METALINE Co., INc., R. W.: 
B. Richard Rhoades. 

RHOADS & Sons, J. E.: J. Edgar 
Rhoads. 

RicE & SONS, GEORGE: Hal G. Davis. 

RICHARDSON Co., FREDERICK A.: Fred- 
erick A. Richardson. 

RICHARDSON Co.: J. M. Richardson, 
Jr. 

RICHMOND RADIATOR Co.: S. M. Gil- 
len. 

RIcKARD & Co., INC.: Howard L. 
Fisher; Julian Gran; E. C. Mayer; 
James R. White. 

ROBBINS PuBL. Co., INc.: Alfred E. 
Lindquist; Merton C. Robbins, Jr. 
ROBERTSON Co., H. H.: H. B. Wins- 

low. 

ROBINS CONVEYING BELT Co.: William 
L. Fewsmith. 

ROBOTHAM & Co., EDWARD W.: Ed- 
ward W. Robotham. 

ROCKBESTOS PRODUCTS CorRP.: Edward 
A. Heery. 

RocKkwoop SPRINKLER Co.: James J. 
Ryan. 

RopLuM, Troy M. 

ROEBLING’S SONS Co., JOHN A.: F. J. 
Maple. 

RONALDS ADVERTISING AGENCY, LTD.: 
Kenneth O. MacLeod. 

Root Co., B. M.: J. William Stair. 

Roots-CONNERSVILLE BLOWER CORP.: 
B. C. O’Brien. 

Rotor Toot Co.: H. P. Bailey. 

RowE Mrc. Co., Inc.: Arthur E. 
Nack. 

RUMRILL & Co., CHARLES L.: Carl A. 
Rogers; Charles L. Rumrill. 

Ruup Mrc. Co.: Maleolm M. Scott. 

RYERSON & SON, INC., JOSEPH T.: 
Keith J. Evans. 


Ss 

SANGAMO ELEcTRIC Co.: John H. Wil- 
liams. 

SANGAMO ELEctTrRIC Co., Ltp.: G. W. 
Lawrence. 

SANGER, ALAN B.: Keith B. Lydiard; 
Alan B. Sanger. 

SAUEREISEN CEMENTS Co.: C. Sauer- 
eisen. 

SCHAFFNER ADVERTISING 
CLAUDE: Claude Schaffner. 

SCHAUER MACHINE Co.: A. J. Kohn. 

ScHMipT Co., E. F.: H. A. Fuhry. 

ScCHOLLER Bros., INc.: Fred C. Schol- 
ler. 

SCHRAMM, INc.: A. O. Witt. 

SCHWEIM Co., CHARLES: 
Schweim. 

Scott PAPER Co.: William Howes 
Collins. 

Scovitt Mrc. Co.: R. R. Morgan. 

SEILER, WOLFE & ASSOCIATES: Tom 
Moule; Ralph L. Wolfe. 

SERVICE CASTER Co.: R. D. Hawkins. 

SEYBOLD PAPER Co.: E. C. Pierce. 

SEYLER-NAU Co., INC.: Bob Nau. 

SEyYMouR Mrc. Co.: A. G. Wentworth. 

SHARON STEEL Corp.: J. W. Swanson. 


AGENCY, 


Charles 


101 
























NIAA Membership Roster 


SHELDON, Morse, HUTCHINS & EAs- 
TON: William H. Easton. 

SHEPARD NILES CRANE & Horst Corp.: 
Frank J. Crouch. 

SHERMAN PAPER PRODUCTS CORP.: 
Edgar W. Pitt. 

SHERWIN-WILLIAMS Co.: E. T. Deasy; 
Paul B. Perrine. 

SICKLES PHOTO-REPORTS: Gustavus 
Sickles. 

SIGNS OF THE TIMES PUBL. Co.: D. R. 
Swormstedt. 

SIMMONS-BOARDMAN PuBL. CORP.: 
Harold B. Bolander; Frederick J. 
Fischer; Frederick C. Koch; Harry 
H. Melville; Joseph A. Miller; 
H. A. Morrison; Frederick H. 
Thompson. 

SIMMONS-SISLER Co., INC.: 
Goessling. 

Simonps Saw & STEEt Co.: Roy D. 
Baldwin; Harry G. Tobin. 

SIMPLEX WIRE & CABLE Co.: Arthur 
F. Lewis; E. J. MacKenzie. 

SKF Inpustrigs, INc.: R. C. Byler. 

SLATER Co., Ltp., N.: W. N. Elliott. 

SLOAN VALVE Co.: Wm. D. Murphy. 

SMITH-FOLLETT Co., INc.: Earl] S. 
Smith. 

SMITH, HOFFMAN & SmitTH, INc.: 
Robert M. Jenkins. 

SMITH, JAMES A. 

SMITH PAPER MILLS, LtTp., HowaArp: 
N. B. Powter. 

SMITH PuBL. Co., W. R. C.: E. L. 
Rogers; A. E. C. Smith. 

SNAP-ON Toots CorP.: 
Smith. 

Snow, Bates & ORME, INCc.: Galen 
Snow. 

Snow & Srarr, InNc., WALTER B.: 
Harold Bugbee. 

SOCIETY OF AUTOMOTIVE ENGINEERS, 
Inc.: E. L. Carroll; Arthur J. Un- 
derwood. 

Sonoco Propucts Co.: C. H. Camp- 
bell. 

SOULE STEEL Co.: J. H. Pettker. 

SPARTAN SAW WoRKS: Fred Emerson. 

SPOONER & KRIEGEL: W. B. Spooner, 
Jr. 

SPRAGUE Stupios, B. D.: Berwick D. 
Sprague. 

SQUARE D Co.: R. G. Kellogg; Bruce 
Morse. 

STANDARD RATE & DATA SERVICE, INC.: 
Albert Moss. 

STANDARD Too. Co.: Ernest B. Cole. 

STANDARD TRANSFORMER Co.: Robert 
G. Alexander. 

STANLEY WorKS: G. M. Fletcher. 

STARBUCK, GREGORY H. 

STEEL Co. OF CANADA, LTp.: William 
A. Bates. 

STEEL PUBLICATIONS, INCc.: T. B. Lit- 
tle; N. R. Moll; Henry Milton 
Reich. 

STEEL SALES Corp.: G. A. Hansen. 

STEPHAN-NATIONAL INDUSTRIAL AD- 
VERTISING: John C. Stephan. 

STERLING BEESON ADv. AGENCY: R. J. 
Faller. 

STEUBING AUTOMATIC MACHINE Co.; 
John L. Parker. 


Paul H. 


George A. 
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STEWART-WARNER-ALEMITE CORP. OF 
CANADA, LTp.: George L. Dixon. 
STOKES MACHINE Co., F. J.: John A. 

Silver. 

STONEHOUSE SIGns, INc.: Mark Bulot. 

Stork Hisscu, N. V.: C. H. Van 
Looij. 

STRATHMORE PAPER Co.: H. E. Riggs. 
STROBRIDGE LITHOGRAPHING Co.: An- 
drew Donaldson, Jr. 
STUART, INC., EDWIN H.: 

Stuart. 

STURTEVANT Co., B. F.: Evert W. 
Andros. 

SULLIVAN MACHINERY Co.: Roy Ever- 
ett Campbell; Ray B. Thomas. 

Sun Or Co.: Albert E. Aldridge, Jr. 

SUPERHEATER Co.: C. G. Udell. 

SURFACE COMBUSTION CorpP.: L. C. 
Kerrick; Ralph Louis Towne. 

SUTHERLAND-ABBOTT: Paul M. Ab- 
bott; K. R. Sutherland. 

SwaFrrorpD & KOEHL, INc.: Royal W. 
Ryan. 

SWINK ADVERTISING AGENCY, How- 
ARD: Howard K. Kenyon; Howard 
Swink. 

SWINSTON Co., GEORGE: George Swin- 
ston. 

Swiss E.ectric.Co. oF CANADA, LTD.: 
Lindsay G. Morris. 

SYKES ADVERTISING AGENCY: Daniel 
M. Davis; Edward H. Sykes. 

SYMONDS ADVERTISING, MERRILL: Mer- 
rill Symonds. 


Edwin H. 


T 

TAYLOR & ASSOCIATES, GRAVES: Graves 
Taylor. 

TAYLOR INSTRUMENT COMPANIES: El- 
mer E. Way. 

TEAS, INC., PAUL: Paul Teas. 

TECHNICAL PuBL. Co.: John A. Ker- 
shaw; Walter Painter; Kingsley L. 
Rice. 

TELEGRAPH PrEsS: Harold B. Dun- 
mire. 

Tempe Art Stuptos, INc.: Edward 
T. Hutton. 

TEMPLE PREss, INC.: Lou T. Rubin. 

TEMPRITE PropuCTs Corp.: Gordon 
Muir. 

TERRY STEAM TURBINE Co.: B. H. 
Wood. 

Texas Co.: A. R. Dunphy; F. C. 
Kerns. 

TEXTILE AGE, INC.: A. P. Gumaer; 
Donald H. White. 

THERMOID Co.: Russell W. Case, Jr. 

THEW SHOVEL Co.: J. L. Beltz. 

THOMAS PusBt. Co.: H. J. Alexander; 
Charles A. Burton; Charles D. 
Cilley; Howard Ely; William G. 
Frye; B. J. Goldman; Oliver G. 
Hendricks: Edwin W. Hoffman: G. 
C. Hooker; W. E. Irish; R. H. 
Irvine: J. A. Norman; MacDonald 
H. Pierce: G. H. Scoltock, Jr.; G. 
Park Singer, Jr.; F. Morse Smith; 
R. D. Smith; H. C. Whiteley; Fred 
S. Williams. 

THOMAS & SKINNER STEEL PRODUCTS 
Co.: James R. Thomas. 

THOMPSON & Son Co., HENRY G.: A. 
W. Tucker. 

THOMPSON Co., J. WALTER: Morgan 
O. Bogart. 

THORNDIKE PRECISION ADVERTISING, 
RICHARD: Richard Thorndike. 





TIDE PusBL. Co.: Clifton E. Davis. 


TIDE WATER ASSOCIATED OIL Co. 
Walter Sauer. 

TIME, INc.: C. G. Aschenbach; Phili; 
K. Crowe; W. P. Hamann; Johr 
A. Keppelman, Jr.; George P 
Shutt; Lyman Thompsen. 

TIMKEN-DETROIT AXLE Co.: W. J 
Chappell. 

TIMKEN ROLLER BEARING Co.: Arthur 
James Brady; Roland P. Kelley. 
TOLEDO CHAMBER OF COMMERCE: C 

L. Hardin. 

TOLEDO PirPpE THREADING MACHINE 

Co.: Earl R. Youngs. 


TOLEDO SCALE Co.: Lloyd Ellingwood. 


TOMASCHKE-ELLIOTT, INC.: Bruce W 
Elliott. 


TOMKINS-JOHNSON Co.: (Mrs) Ferne 


Pattison Dwelley. 
Too. STEEL GEAR & PINION Co.: E. 
S. Sawtelle. 


TORRINGTON Mrc. Co.: Alexis Doster 


TowMoTor Co.: Edward Southworth. 


TOWNE ADVERTISING, W. L.: W. L 
Towne. 

TRADEPRESS PUBL. Co., INc.: W. F. 
George. 


TRAFFIC SERVICE CorpP.: E. F. Hamm, 


Jr.; D. J. Hansen. 

TRANE Co.: L. A. Trumble. 

TRANE Co. OF CANADA, LTp.: T. H. 
Dowsett. 

TriI-ArT Stupios: E. L. Ford. 

Trico Fuse Mrc. Co.: M. G. An- 
drietsch. 


TRIMONT Mrc. Co.: Arthur S. Green- 


wood. 
TroY ENGINE & MACHINE Co.: F. J. 
Vonachen. 


TRUMBLE ELECTRIC MANUFACTURING 


Co.: L. L. Brastow; Allan A. Wat 
son. 

TRUNDLE ENGINEERING Co.: Robert 
Alspaugh. 


TRUSCON LABORATORIES, INC.: Henry 


G. Doering. 

TRUSCON STEEL Co.: Paul L. Calla 
han; R. P. Dodds. 

TUBE-TURNS, INC.: G. F. Sherman. 

TuUNG-SoL LAMP WoRKS, INc.: H. F. 
Cook. 

20TH CENTURY ENGINEERING Co.: J 
C. Covington. 

TwIN Disc CLutTcH Co.: Gordon M. 
Guilbert. 

TYPOGRAPHIC SERVICE, INC.: Fred- 
erick C. LaWall. 

TYSON AND Co., INc., O. S.: F. Key- 
ler; Irwin W. Tyson; Oscar 5%. 
Tyson. 

U 

UDYLITE Corp.: E. F. Berry, Jr., 

ULLMAN ORGANIZATION, ROLAND &. 
E.: Roland G. E. Ullman. 

UNDERWRITERS’ LABORATORIES, IN‘ 
S. Bowles King. 

UNION CARBIDE Co.: F. E. Loeffi 
George Sykes; Vernon H. \an 
Diver. 

UNION METAL MrFc. Co.: Albert 
Fromm. 

UNION PAPER & TWINE Co.: Car! 
Lermer. 

UNION SPECIAL MACHINE Co.: Art 
J. Feigel. 
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UNION STEEL Propucts Co.: C. D. 
Davenport. 

NION SWITCH & SIGNAL Co.: K. E. 
Kellenberger; George J. Kuhbach; 
A. B. Ledwith, Jr.; R. J. Wernert. 
NITED STATES HOFFMAN MACHINERY 
Corp.: Douglas Holyoke. 

NITED STATES PIPE AND FOUNDRY 
Co.: J. B. McFarland. 


[NITED STATES PRODUCERS OF By- 


~~ 


_ 


PropucT AMMONIA: A. L. Diede- 
rich, Jr. 
UNITED STATES RUBBER Co.: Ralph 


N. Hanes; F. H. Pinkerton. 

‘NITED STATES STEEL Corp. OF DELA- 
WARE: C. R. Moffatt. 

JNIVERSAL OIL PRopucts Co.: Paul 
Truesdell. 

UNWIN ADVERTISING AGENCY: B. V. 
Unwin. 


— 


- 


Vv 
VAN AUKEN RAGLAND Co.: Kenneth 
L. Van Auken. 
‘AN SANT, DUGDALE & Co., INC.: C. 
M. Buchanan. 


VAN TINE ADVERTISING AGENCY, Rus- 
SELL H.: Russell H. Van Tine. 


VicKERS, INC.: L. Raymond Twyman., 
VicToR ELECTRIC 
Fred Rayburn. 
VICTOR EQUIPMENT Co.: E. L. Mathy. 
VICTORIA ADVERTISING Co.: M. A. 

Shickman. 
Voss MACHINERY Co., 
R. W. Cooper. 


Ww 


WAGNER ELEcTRIC Corp.: Carl B. 
Dietrich; Curtis Young. 

WALKER & DOWNING: Harold S. 
Downing; John T. Sweeny; Ken- 
neth C. Witherow. 


< 


Propucts, INC.: 


EDWARD W.: 


WALKER ENGRAVING CorpP.: Walter 
A. Capitain. 
WALLACE Co., GEORGE N.: Alfred 


Fischer. 

WALTON Co.: Kenneth W. Weeks. 

WANK AND WANK: Melville E. Wank. 

WARNER & SWASEY Co.: E. W. Fal- 
con; H. W. Fortey. 

WARREN Co., S. D.: James H. Austin; 
Philander Bates; Mervyn G. Dun- 
agan; John L. Kroenberg; James 
H. Watson. 

W ATERBURY-F ARREL 
Fred R. Daniels. 

WATSON-STILLMAN Co.: 
Gilbert. 


FOUNDRY CO.: 


William W. 
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WAUKESHA Motor Co.: Richard Har- 
rison; Prescott C. Ritchie. 

WEARSTLER ADVERTISING, INC.: Al- 
bert M. Wearstler; Bruce Whipple. 

WEAVER, LEON H. A. 

WEBB, CARL 

WEBB Co., JERVIS B.: Jervis C. Webb. 

WEBER SHOWCASE & FIXTURE Co.: 
Don Mack. 

WEBSTER & CO., WARREN: Harold F. 
Marshall. 


WEEKLY PUBLICATIONS, INc.: Hal 
Hursh; Malcolm Muir. 

WEstT & AssociATEs, INC.: John R. 
West. 

WEstTcoTT & THOMSON: William T. 
Hall. 


WEST DISINFECTING Co.: William 
Flatow, Jr. 

WESTERN AUTOMATIC MACHINE SCREW 
Co.: Wilson J. Cox. 

WESTERN BUILDER PUBL. Co.: Nor- 
man B. Wigdale. 
WESTERN’ BUSINESS 
William C. Copp. 
WESTERN CATAPHOTE Corp.: W. H. 

Searight. 

WESTERN CONSTRUCTION PUBLICA- 
TIONS, INC.: Donald Forster; David 
C. Joly; Arthur F. King. 

WESTERN ELEcTRIC Co.: Edward I. 
Pratt; Robert L. Ware; Will Whit- 
more; William A. Wolff. 

WESTERN PRECIPITATION CorpP.: Rich- 
ard O’Mara. 


WESTINGHOUSE AIR BRAKE Co.: Fred 
W. Pennington. 

WESTINGHOUSE ELEc. & Mrc. Co.: J. 
H. Cooley; (Miss) Marion Curley; 
Donald E. Jenkins; Edward Laing; 
R. B. McDaniel; J. M. McKibbin; 
Herbert E. Plishker; George A. 
Sawin, Jr.; H. S. Schuler. 

WESTMAN PUBLICATIONS, LTp.: H. S. 
Dando. 


PAPERS, INC.: 


WESTON ELECTRICAL INSTRUMENT 
Corp.: Philip Barnes; Sidney 
Cassey. 


WEST PENN POWER Co.: Paul S. Pat- 
terson. 

WEST VIRGINIA COAL & COKE CORP.: 
Charles A. Floyd. 

WETTLIN & Co.: Dan Wettlin, Jr. 

WETZEL Bros.: Arthur A. Wetzel. 


WHEELER REFLECTOR Co.: John S. 
Sessler. 

WHIPPLE TECHNICAL LIBRARIES: 
George F. Whipple. 

WHITAKER PAPER Co.: Alvin A. 
Aquardo. 


WHITAKER-RUEHL ENGRAVING Co.: C, 
D. Hanyon. 


WHITE & Co., HAYDN F.: W. E. Pud- 
dock. 


WHITE-RODGERS ELEcTRIC Co.: T. W. 
Broesel. 

WHITING Corp.: A. De Young 

WHITLOCK PrREss, INCc.: Jay J. Hunt. 


WHITNEY CHAIN & Mrc. Co.: E. N. 
Bidwell. 

WICKWIRE SPENCER STEEL Co.: George 
Le B. Randall; K. A. Zollner. 

WIEGAND Co., EDWIN L.: E. N. Cal- 
houn; D. A. Wolff. 

WILDING PICTURE PRODUCTIONS, INC.: 
B. N. Darling. 

WILL, INCc.: Fred Donley. 

WILLcox & ASSOCIATES, A. M.: A. M. 
Willcox. 

WILMINGTON FIBRE SPECIALTY Co.: 
H. M. Romig. 

WILSON MECHANICAL INSTRUMENT 
Co., INc.: Frederick Lange. 

WINCHELL & Co., INc., T. A.: F. H. 
Gloeckner. 

WINE RAILWAY APPLIANCE Co., Div. 
OF UNITCAST CorP.: Earl H. Fisher. 

WIREMOLD Co.: John D. Murphy. 

WITTE & BURDEN: W. Wilson Burden. 

WOLAVER ADVERTISING AGENCY, E. D.: 
E. D. Wolaver. 

WoLFF & ASSOCIATES, Ep: Ed Wolff. 

WOLVERINE TUBE Co.: John A. Mar- 
shall. 

Woop’s Sons Co., T. B.: Guy R. 
Washinger. 

WOODALL Co., W. P.: W. P. Woodall. 

Woops ADVERTISING Co., MERRILL J.: 
Merrill J. Woods. 

WORTHINGTON PUMP & MACHINERY 
Corp.: C. A. Hirschberg; Robert P. 
March; Gerald F. Monaghan. 

WRIGLEY PUBLICATIONS, LTD.: Weston 
Wrigley. 

WROUGHT WASHER Mrc. Co.: Charles 
G. Crabb. 

by 

YALE & TOWNE Mec. Co.: J. S. Me- 
Cullough. 

YARNALL WARING Co.: B. G. Waring. 

Y.M.C.A. MOTION PICTURE BUREAU: 
A. L. Fredrick. 

YorK IcE MACHINERY GORP.: 
Rosenmiller; J. Donald Smith. 

YORK PRINTING Co.: John E. Groome. 

YounG & ASSOCIATES, R. H.: R. H. 
Young. 

YOUNGSTOWN ARC 
W. J. Gutnecht. 

YOUNGSTOWN PRINTING Co.: John A. 
Carson. 

YuBA MFc. Co.: 


J. L. 


ENGRAVING Co.: 


Herbert A. Sawin. 
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‘Incor’ is another leader regularly 
using the direct advertising force 
of this publication. Since 1931 
CIVIL ENGINEERING has car- 
ried the facts about ‘Incor’ to in- 
fluential civil engineers in all 
branches of the profession. 


For its advertisers—the leaders in 
their fields—CIVIL ENGINEER- 
ING does a foundation job. It 
covers the important designers, 
builders, maintenance engineers— 
men you must reach 4Arst! 





The Civil Engineer reads 











33 West 39th Street @ New York, W. Y. 
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| CONTINUED FROM Pace 13] 


After the War—What? 


the use of labor instead of capital in 
an emergency period, and it builds 
skilled labor for the future. 


Government Should Guarantee 
Amortization of Expansion 

In the exceptional case, where in- 
creased productive capacity must be 
obtained by plant expansion, care 
should be taken to amortize quickly 
the added investment or to have gov- 
ernment guarantee against future con- 
ditions that might load the business 
with this investment with no possibil- 


ity of its earning a return. 


New Accounting 
Practice Needed 


If the wise policy is followed of 
adding war business to existing business 
to prevent the building up of another 
unemployment program and idle pro- 
ductive capacity following the war, 
some agreement must be made between 
government and industry on cost ac- 
counting practices. If a manufactur- 
er adds war business to his activities, 
this added production should bear its 
share of all normal costs of business. 
Unit overhead costs on all products 
can be reduced because of the fuller 
utilization of space and equipment; 
but unit labor costs on all products 
will go up because of the necessity for 
overtime rates if full production is 
maintained. 

Agreement upon cost accounting 
principles between government and in- 
dustry is a necessary foundation to 
carry out a preparedness program that 
includes sound thinking during the 
war period as well as sound economy 
in the following peace period. 


Pressure Production 
Should Last Long 


Another aspect of the situation that 
supports the policy of adding war 
business to existing business on the 
basis of cost accounting derived from 
years of experience, lies in the fact 
that the manufacture of defense equip- 
ment will become an appreciable part 
of normal business. When this coun- 
try has built up its defense armaments 
to the amount contemplated today, 
there will be a necessity for replace- 
ment, repair and modernization of ma- 
Industry now gearing 


jor magnitude. 
itself to the rapid manufacture of war 
essentials can, therefore, count upon 
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a worth while proportion of this pro 
duction as continuing in operatio: 
over several years. Now, as in th 
future, this should be handled on nor 
mal business and accounting principle 
and become a part of, and not a sepa 
rate entity in, the private enterpris¢ 
system. The day for educational o: 
ders or the hurried construction ot 
munition plants has passed. Sound 
funamental, long term thinking is th 
need of the day. 


Intelligent Use of Labor Surplus 
Eliminates Over-Expansion 


If the policies and practices outlined 
are followed by industry and govern- 
ment alike, this country can look for- 
ward to the future with confidence. It 
will be prepared for a defensive war on 
a scale that can be enlarged or retard 
ed quickly according to conditions. It 
can go forward with its present busi- 
ness so that America will be in a po- 
sition to compete with the rest of the 
world after the war and yet retain our 
high standards of living. 

Business will be able to do the war 
job along with the commercial job 
without requiring enormous capital in- 
vestments in new plants and equip- 
ment. This will give the lowest pos- 
sible cost on all equipment because of 
the efficient utilization of labor and our 
present productive capacity. Prices 
will be based upon accounting prac- 
tices and profits that have been derived 
from years of business experience, and 
earnings will be able to carry the in- 
creased tax bill resulting from the war. 


Don’t Repeat the 
Mistakes of 1914-1919 


With the mistakes of industry in 
the last war still so vividly in memory, 
and with the future requirements of 
peace-time activities so readily meas- 
ured, no matter who wins the war, 
American business can look upon the 
present emergency as an opportunity 
to show its patriotism in the broadest 
possible sense. It but needs to put 
into practice the equipment, +! 
knowledge, the management principles 
and the developmental skill that has 
made it so successful in the past. 


Do’s and Don’t's 


We must not manutacture a new 
unemployment program—we must not 
sacrifice blindly over- 
building to meet the war emergency: 


industry by 


We must build constructively today 
for the common benefit of labor, in- 
dustry and the world of the future. 
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Acme Steel Co. 

Ajax Flexible Coupling Co. 

Allis-Chalmers Mfg. Co. 

American Can Co. 

American Chain & Cable Co. 

American Gas Furnace Co. 

American Laundry Mach. Co. 

American Locomotive Co. 

Anaconda Copper Mining Co. 

Anchor Post & Fence Co. 

Appleton Electric Co. 

Armstrong Machine Works 

Atlas Lumnite Cement Co. 

Atlas Powder Co. 

Bakelite Corp. 

Baldwin Belting & Leather Co. 

Baldwin-Duckworth Div. 

Baldwin-Southwark Corp. 

W. F. & John Barnes Co. 

Bethlehem Steel Co. 

Black & Decker Mfg. Co. 

Blaw-Knox Co. 

Brown & Sharpe Mfg. Co. 

Bucyrus Erie Co. 

Bullard Co. 

Butler Mfg. Co. 

Byers Machine Co. 

Calco Chemical Co. 

Canadian Ingersoll-Rand Co. 

Canadian Westinghouse Co., 
Ltd. 

Carboloy Co., Inc. 

Carrier Corp. 

Carter Carburetor Co, 

Celluloid Corp. 

Century Electric Co. 

A. B. Chance Co. 

Chicago Bridge & Iron Co. 

Chicago Molded Products Co. 

Cincinnati Bickford Tool Co. 

Cincinnati Milling Machine Co. 

Cincinnati Shaper Co. 

Clark Controller Co. 

Cling Surface Co. 

Colgate-Palmolive-Peet Co. 

A. M. Collins Mfg. Co. 

Columbia Alkali Corp. 

Combustion Engineering Co. 

Continental-Diamond Fibre 
Co. 

Copperweld Steel Co. 

Cornell-Dubilier Elec. Corp. 

Crown Cork & Seal Co. 

Cuno Engineering Corp. 

Cutler-Hammer Inc. 

Detroit Rex Products Co. 

Dieh] Mfg. Co. 

Ditzler Color Co. 

Dodge Mfg. Corp. 

Dole Valve Co. 

Domestic Engineering Co. 

Duff-Norton Mfg. Co. 

DuPont Co. 

Durez Plastics & Chemicals 

Thomas A. Edison Co. 

Ex-Cell-O Corp. 


18th 
National 





INDUSTRIAL MARKETING, July, 1940 





Fafnir Bearing Co. 

Fairbanks Morse & Co. 

Farrel-Birmingham Co., Inc. 

Ferranti Electric, Ltd. 

Flintkote Co. 

Foote-Burt Co. 

J. B. Ford Sales Co. 

Foster Wheeler Corp. 

Foxboro Co. 

Frick Co. 

Frontier Roller Bearing Co. 

Fulton Syphon Co. 

General Electric Co. 

General Railway Signal Co. 

Gisholt Machine Co. 

Globe Steel Tubes Co. 

B. F. Goodrich Co. 

Gould Pumps, Inc. 

Graver Tank & Mfg. Co. 

Graybar Electric Co. 

A. P. Green Fire Brick Co. 

Guardian Electric Mfg. Co. 

Hamilton Mfg. Co. 

Hays Corp. 

Heald Machine Co. 

Hinde & Dauch Paper Co. 

Hercules Powder Co. 

Hevi Duty Electric Co. 

Hilo Varnish Corp. 

Hotstream Heater Co. 

Hyatt Bearings Div. 

Hygrade Sylvania Corp. 

— Pneumatic Tool 
oO. 


Ingersoll-Rand Co. 
Insley Mfg. Corp. 





International Nickel Co. 
Irvington Varnish & Res. Co. 
Johnston & Johnston, Inc. 
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Johns-Manville Co. 
Joy Mfg. Co. 
Keasby & Mattison Co. 
Koehring Co. 

Lamson & Sessions Co. 
Landis Tool Co. 


R. K. LeBlond Machine Tool 
Co. 


R. G. LeTourneau, Inc. 
Lignum-Vitae Products Corp. 
Lindberg Engineering Co. 
Link-Belt Co. 

Locke Insulator Co. 

Magnus Chemical Co. 
Manhattan Rubber Mfg. Div. 
Mason-Neilan Regulator Co. 
Mattheson Alkali Works 
Mattison Machine Works 
Milcor Steel Co. 

Mono Service Co. 

Monsanto Chemical Co. 
Morganite Brush Co. 

Morse Chain Co. 

National Automatic Tool Co. 
National Carbon Co., Inc. 
National Process Co. 

Nation Vulcanized Fibre Co. 
Neptune Meter Co. 

New England Coke C>». 

New Jersey Zinc Co. 

N. Y. Belting & Packing Co. 
Nicholson File Co. 

Northern Electric Co., Ltd. 
Norton Co. 

Novo Engine Co. 

Ohio Brass Co. 





Okonite Co. 
Osburn Mfg. Co. 
Otis Elevator Co. 





Owens-Corning Fiberglas 
Corp. 

Owens-Illinois Glass Co. 

Pangborn Corp. 

Pennsylvania Salt Mfg. Co. 

Permutit Co. 

Philadelphia Quartz Co. 

Pittsburgh Equitable Meter Co. 

Pittsburgh Reflector Co. 

Pneumatic Scale Corp., Ltd. 

Read Machinery Co., Inc. 

Reeves Pulley Co. 

Reliance Elec. & Eng. 

Republic Bank Note Co. 

Republic Flow Meters Co. 

Republic Steel Corp. 

Resmans Prod. & Chem. Co. 

R. W. Rhoades Metaline Co., 
Inc. 

Robins Conveying Belt Co. 

Rockbestos Products Corp. 

John A. Roebling’s Sons Co. 

Rotor Tool Co. 

Joseph T. Ryerson & Son, Inc. 

S K F Industries, Inc. 

Sangamo Electric Co. 

Scott Paper Co. 

Shepard Mills Crane & Hoist 

Simonds Saw & Steel Co. 

Sloan Valve Co. 

W. W. Sly Mfg. Co. 

Stanley Works 

Superheater Co. 

Surface Combustion Corp. 

Taylor Instrument Co. 

Thermoid Co. 

Thew Shovel Co. 

Timken-Detroit Axle Co. 

Timken Roller Bearing Co. 

Truscon Steel Co. 

Union Carbide Co. 

Union Steel Products Co. 

Unitcast Corp. 

U. S. Pipe & Foundry Co. 

U. S. Rubber Co. 

U. S. Steel Corp. 

Edward Valve & Mfg. Co. 

Vickers, Inc. 

Edward W. Voss Machinery Co 

Wagner Electric Corp. 

Walton Truck Co. 

Warner & Swasey Co. 

Waukesha Motor Co. 

West Disinfecting Co. 

West. Elec. Instrument Corp. 

West Penn Power Co. 

Western Precipitation Corp. 

Westinghouse Elec. & Mfg. Co. 

Weyerhaeuser Sales Co. 

Wheeler Reflector Co. 

Wickwire Spencer Steel Co. 

Edwin L. Wiegand Co. 

Wilson Mechanical Instr. Co. 

Wiremold Co. 

Wolverine Tube Co. 

York Ice Machinery Corp. 
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Industrial Group 
Aero Digest Pr rene 
Air Conditioning & Refrig 


eration News (w) (11! 2x 


Seren 
American Builder & Build 
ing Age ..... ae ee 
American Machinist (bi-w) 
Architectural Forum ..... 
Architectural Record ..... 


Automotive Industries (bi-w) 


aa 
Bakers’ Helper (bi-w) 
Brick & Clay Record. 
Bus Transportation 
Ceramic Industry ge 
Chemical & Metallurgical 
Engineering 
Civil Engineering 


Coal Age 


Construction Methods (83% 


x12) 
Cotton : 
Diesel Power & Diese] 
Transportation 
Diesel Progress (8x11) 
Electric Light & Power 
Electrical South 
Electrical West 
lectrical World (w). 
ngineering & Mining Jour 
nal 


I 
F 


Engineering News - Record 
(w) , 

Factory Management & 
Maintenances 

Food Industries 

Gas ... : 

Gas Age (bi-w) 

Heating, Piping & Air Con 
ditioning e a : 
Heating t& \ entilating Mag 

izing . ° ° 
Hitchcock's Machine Too 
Blue Book (4'4x6'1) 
Industrial & Engineerin 
Chemistry (3 editions) 
Industrial Power (444x634) 

The Iron Age (w).. 

I iul dry \ r¢ 

Machine Design 

Machinery 

Manufact irers Recor ! 

Marr ‘ I I 

ping Review 

Mechanical Engineering 

Metal Progr Ss 

Metal Fir ishing 

Metals and Alloy 

Mill & Factory 

Mill Supplies 

Modern Machine Shop 
(44x64) 


gineering & Ship 


National Petroleur News 


Oil & Gas Journal (w) (9x 
1?) 

Oil Weekly (w) 

Paper Industry and Paper 
World 

Paper Mill (w) 

Paper Trade Journal (w) 

Pencil Points 

Petrole um I nginect 

Pit & Quarry 


Pe wer 


tv 


ws 
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— 
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AS et 
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Pages 
First six months 
1940 1939 

*652 *532 
254 229 
521 466 
678 1,358 
513 474 
370 355 
515 471 
459 358 
727 675 
138 *126 
495 456 
224 *245 
891 833 
129 115 
449 388 
438 387 
569 594 
249 237 
198 180 
375 360 
162 170 
292 237 
OF3 926 
466 436 
145 1,089 
901 739 
420 375 
205 220 
372 364 
434 374 
162 186 
934 755 
5824572 
464 IRH 
2,130 1,944 
215 248 
447 343 
1,121 928 
239 264 
437 365 
217 203 
431 381 
7 147 
346 289 
811 813 
624 519 
028 950 
511 573 
625 579 
534 1.626 
170 1,159 
350 392 
599 45? 
688 *658 
357 304 
516 445 
"357 #334 
945 909 





ADVERTISING VOLUME FOR JUNE ISSUES OF INDUSTRIAL, TRADE AND CLASS 
PAPERS, AND SIX MONTHS’ TOTALS, 1939-1940 


Unless otherwise noted, all publications are monthlies and have standard 7x10-inch type page 
Pages 
June issues 


1940 
Power Plant Engineering. . 70 
Practical Builder (10x15) 12 
"ER rear 39 
Product Engineering ..... 106 
Products Finishing (4Y)x 

Se. Scdtvckecutersns 49 
| i Rs eR 91 
Railway Age (w)........ §$172 
Railway Purchases & Stores $60 
Refiner & Natural Gasoline 

Manufacturer ......... 87 
Roads & Streets......... 53 
Southern Power & Industry 54 
OS POR re ere 221 
Telephone Engineer ..... 23 
Telephony . eer. ¢*78 
a i... eee 99 
Water Works & Sewerage. 38 
Water Works Engineering 

ares aera 56 
Welding Engineer ....... 17 
Western Construction News 58 
Wood Worker .......... 41 
Wood - Working Machinery 

| ee *52 

PEPE jawe dei tiewe es 6.978 

Trade Group 

American Artisan ........ 59 
American Druggist ....... 80 
American Exporter ....... 174 
Automobile Trade Journal. 35 
Boot & Shoe Recorder (w). $174 
Building Supply News.... 38 
Commercial Car Journal... 90 
Domestic Engineering .... 54 
Electrical Merchandising (9x 

[ae Anatedeakeweens an 44 
Farm Implement News 

eee 49 
Hardware Age (bi-w).... 90 
Jewelers’ Circular The 

RP errr 69 
Mida’s Criterion ......... 3 
Motor SeeeeEeeeeseeesens 85 
Motor Age 66686046666 0% 44 
Motor World Wholesale... 67 
Plumbing & Heating Trade 

ee errr 35 
Sheet Metal Worker...... 4? 
Southern Automobile Jour 

RE ao ie Sead oe ww ss 41 
Southern Hardware ...... 30 
Sporting Goods Dealer.... 41 

co | See a ee 1,344 

Class Group 
Advertising Age (w) 

SEUEEEED ch wdka weakens 81 
American Funeral Director. 40 
American Restaurant ..... 50 
Hospital Management .... 29 
Hotel Management ....... 46 
Industrial Marketing ..... 45 
Modern Hospital ........ 9] 
Nation’s Schools ........ 43 
Oral Hygiene (4 5/16x 

oy Sea er 108 
Restaurant Management ... 45 
Trafhe World (w)........ t69 

SPS chan ceed en 647 





Pages 
First six months 
1940 1939 


27 421 
74 61 
267 264 
609 484 
204 148 
414 250 
1,158 893 
311 270 
535 476 
357 301 
295 227 
1,406 1,168 
163 173 
#4220 *415 
651 618 
269 251 
361 371 
119 26 
369 407 
247 228 
*343 *341 


42,329 38,480 


40? 363 
468 466 
1,370 1,323 
237 247 
a792 b771 
297 281 
54] 465 
342 341 
334 28¢ 
405 435 
823 801 
408 38 
31 
599 4907 
269 233 
424 4 
*188 "2 
304 *28 
326 28 
32 27 
516 4¢ 
9.323 8.9 
498 4+ 
339 3 
107 
144 
293 


§Includes special issue. *Includes classified advertising. |! 


issue estimated. {Five issues. #Three issues 


"Twenty-five issues 


“Twenty-six iss 
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Business Advertising Up 
8.98°/, for First Half 
@ DISPLAY ADVERTISING vol- 


me in business papers for the first 
x months of 1940 was greater by 
8.98 per cent than in the first half 
f 1939, according to reports of 111 

iblications included in the accom- 
anying tabulation. June issues car- 
ed 6.68 per cent more business this 
vear than last. 

The industrial group as represented 
by seventy-nine publications closed 

six-month period with a ten per 
cent gain over the first half of 1939 
ind showed a gain of 6.48 per cent 
for June issues compared with those 
of a year ago. 

Twenty-one publications in the 
trade group registered a 4.63 per cent 
gain for the six months and 5.91 per 
cent increase for June as compared 
with 1939 figures. 

The class group of eleven papers 
carried 8.93 per cent more business in 
the first half of 1940 than in the like 
period of 1939, and 6.68 per cent 
more business in June issues than a 
year ago. 

[wo typographical errors appeared 
in the tabulation in the June issue: 
Modern Machine Shop appeared as 
Western Machine Shop, Metal Industry 
Hotel Industry. These 


should be corrected in file copies. 


ippeared as 


CONTINUED FROM Pace 24] 


Burning A Path 


tive invitations telling about the truck, 
ng the time and place when the 


show goes on, and inviting the recip- 
ient to be his guest. These announce- 
ments are sent out about ten days 
thead of the show and are followed 
by telephone calls and personal inter- 
views. When the truck arrives in 
town, the man in charge immediately 
gets in touch with the local news- 
papers, explains what is going to hap- 
pen and offers each paper one or two 
photos which can be used to illustrate 
dvance story. Our man also 


ges at this time for the presence 

hotographers and reporters who 
O1 rily are eager to attend. 

ore the demonstration starts he 
. the reporters together, explains 

’y step the routine of the show 
ind when the best picture-taking op- 
nities occur during the more 


cular moments. Each photogra- 
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pher is also told that any tests will 
be repeated for his special benefit if 
he fails to get a good picture. 

When the 
they see a bewildering array of stage 
properties. There is a Rube-Gold- 
bergish apparatus for demonstrating 
running fires, there are about a dozen 
shallow tubs where various flammable 
liquids are set afire, a small iron house 
vertical 


invited guests arrive, 


is there and a_ twelve-foot 
panel fitted with a gasoline-spraying 
arrangement. In the _ background 
stands the Lux Laboratory itself with 
its glass panels showing the various 
types of Lux equipment and its in- 
terior a labyrinth of 
hoses, cylinders, and all types of fire 


complicated 


extinguishers. 
The tests themselves are described 
by the 


through a microphone, gives the crowd 


second man who, speaking 
a running commentary of the action 
of the demonstration while his chief 
is busy putting out a_ bewildering 
array of fires. We have found, inci- 
dentally, that it is more effective to 
have a prepared script read, than if 
the speaker works extemporaneously. 
The actual work of preparing the tests 
is done by a locally-hired crew of three 
to five men who have been rehearsed 
in their duties so that the entire pro- 
duction runs smoothly. 


What the onlooker sees is a num- 
ber of different fires blaze up and be 
Various types of equip- 
ment are shown and the commentator 


extinguished. 


points out the many fine points of 


proper fire-fighting technique—“al- 
ways attack a blaze from the bottom,” 
“always fight fire with the wind be- 
hind,” etc. 


has been completed there is usually an 


When the demonstration 


intensely interesting question-and-an- 
swer period and it is often necessary 
to repeat a few of the tests in order 
to bring out points under discussion. 
We always serve refreshments, coffee 
or beer or cider, and doughnuts. 

The Lux Laboratory has staged these 
demonstrations in baseball parks, on 
roped-off streets, in the yards of large 
factories, and in vacant lots. The 
local fire chief is-invited to play an 
active part in the ceremonies and in 
many cases municipal officials and 
leading industrialists have delivered a 
friendly address of welcome. 

Advertising and selling fire extin- 
guishers is really a swell job and lots 
of fun. It is probably because our 
business is “different” that we like it 
so much. 








Beeause 
they know a 


BUY when 


they see one 


PURCHASING advertising has nearly 
doubled in the first 4 months of 1940 
(as compared with the same period of 
1939)! 


ognize the only national magazine for 


Alert industrial advertisers rec- 


Purchasing Executives as the only 
method of reaching every important 
Purchasing Executive in big plants. 
PURCHASING’S increased circulation 
and reader interest under Conover-Mast 
ownership makes it today’s best indus- 
Get the facts! 
Write Conover-Mast Corp., 205 E. 42nd 
St.. New York; 333 N. Michigan Ave.. 
Chicago; Leader Building, Cleveland. 


Fined rn hey 


trial advertising buy! 


PURCHASING 


“aevage hes doubled! 
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Promoting for Licensees 


One of the major developments al- 
ready accredited to the laboratory is 
the application of Wrinkle to flexible 
materials. This means that now paper, 
fabric, leather, oilcloth and many 
other surfaces can enjoy its benefits. 

Second, a personal service bureau 
was created. For a nominal sum the 
services of an authority were made 
available to work with the licensees 


or product finishers in their own lab- 





oratories and finishing departments 
to bring about correct formulas and 
application. 

Third, a market and sales research 
department was organized to function 
for the benefit of both licensee and the 
Its job is to study 
products not now using Wrinkle Fin- 


product finisher. 


ish and to persuade product finishers 
to do so. 

Fourth, steps were taken to build 
a mailing list. Not the usual slapped 
together kind—but one based on cost- 
ly market and manufacturer contact 





It is with the selection of the 
medium that we are con- 
cerned at the moment. 


When you want to reach the 
greatest number of the most 
important buying factors in 
the air conditioning, heating, 
sheet metal and ventilation 
industry, investigate the 
claims of SHEET METAL 
WORKER. Prepare your 
sales message carefully — 
TELL ALL—and let SHEET 
METAL WORKER carry it to 
the largest audience of deal- 
ers and contractors in this 
fast-growing field. 


stokers, oil burners, attic fans, 


ER is your number one medium. 
for additional data. 





Select the Medium 
Then “TELL ALL” 


Readers of SHEET METAL WORKER want to 
know about your products—so TELL ALL. If 
you manufacture and sell warm-air heating 
units and registers, blowers, filters, humidi- 
fiers, controls, furnace pipe and fittings, 
ventilators, 
roofing materials, screws, rivets, 
brakes, shears, presses, snips, furnace clean- 
ers, sheets, iron and steel, black and galvan- 
ized, tin and terne plate, copper, stainless, 
monel, lead, etc., etc. SHEET METAL WORK- 
Write us 


» SHEET METAL WORKER @ 


45 WEST 45TH STREET 


All claims made by SHEET 
METAL WORKER, such as, 
largest number of net paid 
subscribers among dealers 
and contractors, greatest re- 
newal fewest 
number of subscribers ob- 
tained by use of premiums, 


etc., etc., may be verified by 


percentage, 


comparing A.B.C. reports. 
For additional evidence of 
reader interest, quality and 
advertising results, ask us for 
copies of surveys, and testi- 


monials. 


welders, 





NEW YORK, NEW YORK 
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THE 
LEADERS CHOOSE 


WRINKLE 





NEW WRINKLE, INC 
Meres! Rom: Bitg Berton Ohic 


New Wrinkle business paper copy shows the 
reader the kinds of articles the finish may 
be used on, lists prominent users and the 
licensees from whom the finish is available 


with the aid of questionnaires. This 
brought forth the individual’s name 
and valuable product information. The 
net result of a year’s effort is some 
6,300 bona fide customers and pros- 
pects. 

Fifth, a schedule of advertising was 
planned and executed in a group of 
business publications which would car- 
ry the story to a maximum coverage 
of product finishers. 

Sixth, a house sales magazine was 
planned under the name of “New 
Wrinkles in Finishing” and mailed ev- 
ery other month to product finishers 
and licensees. This publication covers 
technical information, application 
data, new uses, new developments and 
timely topics on the subject of Wrinkle 
Finishes. 

Seventh, alternating with “New 
Wrinkles in Finishing” are folders, 
letters and other mailings which spe- 
cialize on important developments. 
Typical examples are: a booklet en- 
titled “Paving The Way for Greater 
Sales with Wrinkle Finishes,” which 
outlines the entire sales promotion pro- 
cedure for the benefit of both licensee 
and product finisher; a folder announc- 
ing the Dipspray process of castings 
finishing which revolutionized this 
procedure to the tune of a 150 pet 
cent savings over previous spray meth- 
ods used. 

Eighth, starting with this year, 4 
sales portfolio is being mailed each 
month to licensee salesmen. This port- 
folio is entitled “Your Sales Wri 
of the Month” and is unique in ‘hat 


































































made of Wrinkle Finished Kraft Oct. 7-11. National Safety Congress & Will Report on Space 








—_ . . Ex sosItion. Chicago 70 N Tacker . 
paper. The left hand side contains a ao ae Wacker Used for Eighteen Months 
at , . ; | rT a The Brad-Vern Company, Flushing 
etter to the salesmen plus material Oct. 8-11. American Public Health Asso N Y on tarted oa ilation of the 
which will prove helpful to him in ciation, Detroit. 50 West 50th St.. New : , . aia comple ; . 
: re York amount of space used by advertisers in 
creating more sales. The right hand leading business papers during the eighteen 
has a pocket along the outer edge. Oct. 8-12. Southern Power and Engineer months ending June, 1940. The business 
k y der , ‘a ing Show, Armory Auditorium, Char paper schedules of all advertisers who 
[This pocket contains fo wae SP? . lotte, N.C. P. O. Box 1225, Charlotte. have used as much as a page monthly or 
the sales magazine, reprints of current N. ( $100 worth of space per month in adver 
" hich indicate the month’s effort. Oct. 12-19. National Dairy Show. Harris tisements of one-quarter page or larger in 
fil I | ‘lud burg, Pa. 308 Washington St., Chicago ABC, CCA and about 200 other selected 
\ permanent file wallet is also inciuc fee Sans , Dy » business napers will be included in the 
m4 st ) - « ) oto-£ u » s 
n the first issue which contains ; ae - ar Sg a report which will be available Aug. 1 at 
; Association, Hotel Pennsylvania. New $10 per copy 
technical information on Wrinkle Fin York. 166 E. Van Buren St.. Chicago wae P) 
ar ee: 2 This wallet is 0 9.49 a W. A. VanDiver, manager of the com 
ts app —_ 1on, ete. ! alle ct y+] . Bridge and Building Men's pany, is the wife of Vernon H. VanDiver. 
transferred to each subsequent roy n, Chicago 900 West 18th St... advertising manager, Union Carbide Com 
. ° hicago n 
of the portfolio. pany 
rl has bee lopted rd 
ihis plan Nas deen adopted as Stance 
d sales promotion procedure. A re 
Vie of the first vear reveals it as 
sound, practical and most effective 
So much so, in fact, that it enters its . 
> second year on an increased scale and Presentin A NEW 
z o a a e 
y \ continue to do so as sales and 
, roy lties increase. 
. 
, ndustria 
e . ope . . 
Scientific Engineering Company Now 
e s nh “4° . . 
: expos ition S Offers Complete Exhibit Service in 


Both CHICAGO and NEW YORK. 











s July 22-26. National Poultry & Baby 
, I k Congress St ouis. 37 oad \T- ro - . . " 
f : Beye Ying 18 Broad News of our new plant, which for the first time 
“ : S11 Automobile Access Expos y roc = : : 4 
+ Gauan aak @ toes Dee, makes available to exhibit advertisers the many 
ae ee ny ae advantages of cooperating plants in these two 
94 rrongygg ees en a Se major convention cities of America, is meeting an 
V Aly ULC Clliisyive lid, iNet Y 
72° oO dw i\ Yen ag ‘olo - ] ] _— : : 
ae eee enthusiastic and highly gratifying response. 
°s \ iation, Cleveland. 416 Southern 
- B . Washington, D. C : 
, Ay 19-23 ogy pa om 00 3 o We invite the opportunity of serving you. 
er Engineers, inc., olumbus, (4 6 
d W. Adams St., Chicago 
le Ro, ’ 18 East sn ony Chi * CHICAGO PLANT—42 W. Cermak Road — Telephone: Calumet 2860 
7 Sey | Track Supply Association, Chi ®* NEW YORK PLANT—27-01 Bridge Plaza North, Long Island City, N. Y. 
, 19 East Van Buren St., Chicags Telephone: Stillwell 4-1375 
» 21 Industrial Art Exhibitior 
(Eastern States Exposition), Jacksor ' 
S. 8 East 41st St., New York i 


, I 
Sept. 16-19. American Mining Congress, 
- M Show, Colorado Springs 309 
or M Bldg., Washington, D. C 
h Sept ) National Industrial Advertis ° 
\ssociation, Hotel Statler, Detroit 
is E. Ohio St., Chicago 


ee ee ee 





ee dey 25. Super Market Institute (Mtrs 
Exhibits), Kansas City, Mo 
t 45th St., New York ; 
= Se] +-26. National Contract Hardware 
@ het THA MALLaa  e | 
el Sent. 24.99. et siaell lei Witataaiilats 42 WEST CERMAK ROAD ~ CHICAGO + Telephone: CAlumert 2860 Q 
a ' ». 1010 Empire Bldg., Pittsburgh. 4 
sept 6-29. Foremen’s Exhibit (National 


; iin aie ANIMATIONS - DIORAMAS~ MODELS ITINERANT & 


' American Institute of Laund COUNTER DISPLAYS-SOUND SYNCHRONIZATION 


t- icago Joliet, 11] 
» Met l National Restaurant Associa 
e 

( age 666 Lake Shore Drive, 
it ( 
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What local chapters of the National Industria 
Advertisers Association are doing and thinking about 








Ten Clinic Subjects 
For Detroit Conference 


Subjects to be discussed in ten clinic 











meetings which will feature the Detroit 4 
Conference of the National Industrial Ad 
vertisers Association, Sept. 18-20, have 
rhe August insue of BLAST been announced as follows 
FURNACE AND STEEL PLAN! Codrd , of ivertis , witl 
will be devoted to a detailed I ordination SCVEFUISING won 
write-up of the plants of the selling and how to win active codperation 
Weirton Steel Co. from salesmen 
This will include the Coal 2. Measuring the readership of busi 
Mines, Ore Mines, Transporta- ness papers 
tion, Coke Ovens, Blast Fur- 3 Creation of effective copy, layout 
naces, Open Hearths, Rolling and illustration and how to test the rela 
Mills and Warehouse. tive effectiveness of yvour work 
t ndoubtedly you have fur 4 Market information how to get it Roger Wensley, Basford agency head, and . 
nished tpt gre Ns Weirton, r and how to use it Charles McDonough, NIAA prexy, damee : 
gts Beong sisi tectectenin 5. How can the advertising department strate their skill as fisherman and strong . 
contribute to solution of general company man for the camera men at the TPA outing 


Forms close duly 20th 
Make your reservation now problems 
Kegular rates will apply. 6. Prepare and present an advertising 


program that management will approve 


7. Allocation of budgets and how to Philadelphia Re-elects 


STEEL PUBLICATIONS. cea? eveenhonpacee 


108 SMITHFIELD ST. 9. Increasing direct mail effectiveness Walter H. Gebhart, manager Os san ny 


striz Jivision > » Disston & Sor 
PITTSBURGH, PENNA. 10. Measuring advertising results Industrial Division, Henry Disston & 
, ithe . i aac Inc., has been re 
( ther features of the three day session | i ssident 
will be special meetings on Wednesday, eee F adustri ; 
Sept 18, and Friday, Sept. 20, devoted yr weanin “ar oe 


Advertisers. Oth 
to the broader aspects of industrial adver Advertise 
AT Ti tising. The Wednesday morning session 
and luncheon will be attended by admin 


othcers are Vict 

president, D ( N 
istrative executives in industry. The Fri 
day morning session and luncheon will be 


Miner, manag 
devoted to aspects of general marketing 
problems Speakers for these two sessions 
have not been announced 

rer, advertising 


advertising dey 
° . pervisor, Baldwiu P : 
Galilee Will Lead t Southwark Di 





ment, E. F. Houg! oe 
ton & Co.: secre | 
tary, Graham R 





Beginning with the July 


. re g 
issue, this magazine will in Ontario Chapter W. H. GEBHART sion, — : TT 
j | ony « Ute motive orks; and 
clude regularly a special John A. M. Galilee, assistant advertis treasurer, Walter 5 
. “Ss " . , tds cr, Akt 
insert devoted to “Stamping ing manager, Canadian Westinghouse ——— P ienteen alerted Fre 
; ™ , . ogy, _,ansdado ec, « c 5 it cu 
a he ee Company, Ltd., ar : L. R. Garretson, manager, advertis Cc 
. . . _ . oO i are ‘ < s . anager, « 
also be sent separately to a Hamilton, has been d Leeds @ N } C ee Y 
selected list of individuals elected pre ident ing division, Leeds & Northrup Com} 7! 
Lie cs ’ . : 
em > re ese , A. B. Wheeler, vice resident, McGraw il 
pack rant sagged Industria! = Adver Publishing Co he Philadelphia; Irene ger 
pore page ta aie tisers Association of ]. Dennery, m in ager ‘of advertising, Pent 
Ask for a copy of this new 3 : e y; anag ‘ s i 
insert and for details Ontario _ He oo sylvania Salt Mfg. Company; R. C. Byler, 
ceeds T. S. Glover, idvertising manager, SKF Industries; R. E 
HEAT TREATING AND FORGING Russell T. Kelley, ety ; 


Ltd. H Lovekin, president, R. E. Lovekin 
— Nap en poration; R. A Applegate, assistant adver 

tising director, E. I. DuPont de Nemours 
and directors elect &? ct. Wilmington. Del ond J ; Sul 


ed are: \ <a, ~wer livan, advertising manager, The Brown In 
dent: D. N. Grif . 
strument Company 


Heat Treating fith, Dominion 
and Forging Oxygen Company, Boston Elects 


Published by 
STEEL PUBLICATIONS, INC. 
108 Smithfield St., Pittsburgh, Pa. 















J. A.M. GALILEE = Ltd., Toronto; sec: Sutherland President 
retary, H. G. Digh 

ton, Ferranti Electric, Ltd., Toronto; treas- K. R. Sutherland, partner, Sutherland: 

urer, J. G. Beare, Link-Belt, Ltd., Toron Abbott, Boston agency, has been elected 
to; Directors: T. S. Glover; D. McCrim president, Technical Advertising A ia F 
mon, C. A. Dunham Company, Ltd., To tion, Boston. He succeeds Fred C. Noyes 
ronto; H. A. Kayes, Canadian Johns Horton-Noyes Company, Providence C 
Manville Company, Ltd., Toronto; L. B Other officers elected were: Vice-pré nt L. | 
Hicks, Canadian General Electric Com Harry A. Keene, publicity and pro N 
pany, Ltd., Toronto; T. H. Dowsett, Trane manager, Grinnell Company, Inc., \ Pe 
Company of Canada, Ltd., Toronto; and dence, R. I.; secretary-treasurer, Jat H N 
W. B. Hart, MacLean Publishing Com Watson, advertising department, D 
pany, Ltd., Toronto Warren Company, Boston I; 
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New Classifications 
for Panel Exhibits 


Radical departures from the usual pro- 
res in panel displays of representa- 
industrial advertising which always 

tures the annual conference of the Na- 

il Industrial Advertisers Association, 
held this year at Hotel Statler, De 
, Sept. 18-20, have been announced 
‘harles M. Gray, Charles M. Gray and 

\.sociates, Detroit, chairman of the panels 
mittee Instead of classifications of 
rtising according to type of products, 
eretofore, the entries will be grouped 
rding to business paper advertising, 
t mail, catalog literature, and house 

These classifications will be fur 

divided according to small expendi 

advertising and campaigns which 

had the benefit of large appropria 

Ten plaques and twenty honorable 

mentions will be awarded. The jury will 

ist of advertising and industrial exec 
tives of buying influence 

Besides giving the smaller advertiser an 
rtunity to participate in the panel 
petition, the new classifications are 
expected to offer larger companies the 
rtunity to submit “‘side-line’ cam 

d paigns which have performed an impor- 

tant selling mission without being com 

9 nared with more elaborate advertising ef 


iddition to panel exhibits, the com 

is preparing to accept portfolios or 

wks prepared to definite specifica 

is to size and make-up. Rules and 

lations for the panel and portfolio 

ys will be mailed soon to all pros 
pective entrants 

Five classifications to encompass all 

bable entrants have been announced by 

mmittee. These include (1) manu 

: acturers who are represented by NIAA 


: 
such as advertising managers, 





sales executives, etc (2) agencies with 
NIAA members handling the accounts of 
fn icturers who have NIAA represen 
(3) NIAA agencies who are pri 
responsible for advertising cam 

which they may exhibit for clients 
irectly represented in NIAA; (4) 

rs represented in NIAA who wish 

t their own campaigns; (5) NIAA 
wzencies who wish to submit their own 


ge dvertising 


Fred Lackens Elected 
Chicago President 


11] i ric I. Lackens, advertising mana 
Hays Corporation, Michigan City, 
Ind . has been elect 
ed president, Engi 
neering Advertisers 
Association, Chica- 
vo, succeeding Har 
ry Neal Baum, ad 
vertising manager, 
Fairbanks, Morse 
& Co Other ofh 
cers elected are 
vice-presidents, W 
Lane Witt, Crane 
Co., John Bachner, 
nd Chicago Mo Ilded 
ted Products Company, 
. F LACKENS and B. G. Wiley, 
All - Steel - Equip 
Aurora, Ill.:; secretary-treasurer, 
nz, The Mercoid Corporation 
elected directors are Allan L 
steel Metallurgical Corporation, 
N icago, Ill.: R. B. Thomas, Sulli 
al inery Company, Michigan City 


E. Lund, Austin-Western Road 
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Machinery Company, Aurora, IIL; H. W Dodds Warns Against 


Blankenship, Jr., Graver Tank & Mig a 
Company, East Chicago, Ind.; C. N. Kirch Thrusts at Advertising 


ner, Independent Pneumatic Tool Com Pointing a warning finger to the vitriolic 
pany; Merrill E. Symonds, Merrill Sy- thrusts made toward certain kinds of con 
monds Advertising Service; and J. H sumer advertising by consumer groups, 
Robinson, New Equipment Digest, asso- the government, and in such books as 
ciate director “100,000,000 Guinea Pigs,” R. P. Dodds, 

The Chicago Chapter held its outing director of advertising, Truscon Steel 
and golf party last month. Winners of Company, Youngstown, O., addressed 
the principal prizes were: Blind bogey, the Industrial Advertising Council of 
Don F. House, Russell T. Gray, Inc.; low Pittsburgh last month on the subject, 
gross, Joseph Tennes, Fred S. James Com- “Basic Fundamentals of Industrial Ad 
pany; low net, L. C. Pelott, The Penton vertising.” This activity is an anti-cam 
Publishing Company; low gross, members paign toward all advertising, Mr. Dodds 
only, George C. Williams, Northwest Engi- declared, and industrial advertisers are 
neering Company. J. H. Robinson and not beyond the scope of its effect. The 
E. A. Gebhardt, Commercial Advertising movement is gaining in momentum, and 
Agency, Inc., were chairmen of the day in order to avoid the experiences of con 





1. For Effective Market Contact 





DISTRIBUTE YOUR CATALOG to 15,000 Engineer-Buyers by 
placing it in the A.S.M.E. CATALOG. You get a distinctly different 
distribution for no other reference annual covers the A.S.M.E. Mem- 
bership. This group is united for professional advancement and indus- 
trial progress. Here is a fertile field for those manufacturers who have 
engineering equipment and materials to sell to industry. 





2. To 15,000 Engineer-Buyers 





DISTRIBUTION OF THE A.S.M.E. CATALOG IS CAREFULLY 
CONTROLLED, and very definitely reaches NOTHING BUT the 
leading mechanical men in industry. Careful and conscientious ques- 
tionnairing has established their buying status beyond doubt. 


They Buy—they tell us: Power Plant Equipment, Heating and 
Ventilating Equipment, Air Conditioning Equipment, Electric Motors 
and Control, Pumps—Compressors—Blowers, Materials Handling 
Machinery, Power Transmission Machinery, Power Metal Working 
Tools, Machine Tools and Shop Equipment, Forge Shop Equipment 
Foundry Equipment, Rolling Mill Equipment, Instruments—Testing, 
Measuring and Recording, The Materials of Industry, Process Indus- 
try Equipment, General Industrial Equipment. 


AND DIRECTORY 





3. Ata Decided Saving 





ONLY TWO HUNDRED AND TWENTY-FIVE DOLLARS BE.- 
TWEEN YOUR PRODUCT AND PROSPECT .. . $225 appropriated 
for a single page catalog in the 1941 A.S.M.E. CATALOG means that: 
(1) For each 1's; cents you have on file, readily available, factual sales 
information before an interested engineer authorized to spend thousands 
of dollars, (2) ALL YEAR ROUND, from October 1940 through 
October 1941, you will have a contact with 15;000 mechanical engineers 
and production executives, key-men of recognized buying power, in 
practically 10,000 plants. Only through the A.S.M.E. can you get 
this powerful unduplicated catalog service. 
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Closing Date: AUG. 5 


Copies Will Be Distributed During October 1940 





ARRANGE NOW for inclusion of Your Catalog! 


THE AMERICAN SOCIETY of MECHANICAL ENGINEERS, 
29 W 39° St. New York 


Midwest Office: 205 West Wacker Drive, Chicago, III. 





1941 EDITION 




















and done — 


THE BEST 
POSITION FOR 
ADVERTISING 
IS 
POSITION NEXT 
TO 
EDITORIAL TEXT 





CONTRACTORS AND 
ENGINEERS MONTHLY 


alone 


in its field guarantees location 
beside editorial text to every 
advertising insertion from the 
largest to the smallest space 
size. 


write for complete 
details of our 


28,000 
CIRCULATION 


to contractors and highway 
officials and for facts about 
our valuable mailing lists and 
advance news services, 


CONTRACTORS and 
ENGINEERS MONTHLY 


Publication Office 
470 Fourth Ave., New York 
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HERL*S you 
IMXG 
DIRECT MAIL 


‘ 
FIDEA Packnt _EAKPROO™ 
new _MATCHLESS 
COUPLING 
— ' PEERLESS 


2.8 


ROTARY pCa) 


CG euruatine 
esector’ orree 
ee ee verte 





Bowlin: 


‘Atty 
on™ 


“oo we 4 “dont 


Here's what the last direct mail and idea packet of the Industrial Marketers of New Jersey 
looked like. 16x20 inches in size, carrying a roll affixed, as well as a letter which discusses 
each piece, the package was heavy with direct mail and sales literature produced by mem- 
bers of the organization. The activity is in charge of Samuel E. Gold, sales and advertising 
manager, Lignum-Vitae Products Corporation, Jersey City, N. J., direct mail chairman 





McLean Named Prexy of 





Mr 5 . | Montreai Chapter 
Mir \ ! | 
ed Francis All McLean. p 
r, Canadian Ingersoll-R ( 
VK Wa Ltd s 
Fechnical 
tisers As 
Montre 
Kellenberger Heads ceeding H. S 
Pittsburgh Group wonyet. oS 
K. E. Kellenberger ivertising manager ( ont ( 
LUmon Switch & Signal Company, SWIss Ltd Other 
Pa ha nm ec Vere \ 
ed presidetr ident, Jol n 4 
I t Advert Canadi 
( cal Pit D k s-Me 
D 1 Wi hee 
Edw }. Wa Electric ( 
( Pi ( Ltd 1 tr 
beens Othe } H | M ( | 
eT ‘ Ww 
Vi t, F Davison Proves 
: : beter Best TPA Golfer 
Stee ( I I ‘ ‘> 
Gla Publ Ass , 
ret ( June Y when the nnua uting 
“ae K.E.KELLENBERGER en Cla Pland 
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v Jersey Zinc Company, turned in low 
score in the golf tournament; Wheeler 
Snackman, business manager, Mining © 
Metallurgy, had low gross. Tommy Tred- 
advertising manager, Architectural 

d, proved his right to his post as 

is chairman by winning the singles 
nev. Herbert Kaufman, advertising 
ager, General Printing Ink Corpora 
teamed with G. W. Grifhn of Gen 
Electric Company to win at doubles 

The T.P.A. fleet, under command of 
Harvey Conover, publisher, Mill © Fac- 
t ferried a number of Connecticut and 
Westchester residents across Long Island 
S d in the morning and evening, and 
took all those with a yen for the 
breezes on an afternoon sail. A 

and violent storm gave some of the 

rs an unexpected and unwanted thrill 


1! 


| made port safely 


Schuyler Hopper, assistant executive 
president, Associated Business Papers, 


f und Edwin F. Thayer, advertising 
manager, INDUSTRIAL MARKETING, were 


i 


urmen of the committee planning 
iting 


Hamilton Succeeds Tate 
At Milwaukee 


Robert L. Hamilton, sales manager, Du 
Company, Racine, Wis., has been 
elected president, 
Milwaukee Associ 
ation of Industrial 
Advertisers, suc 
ceeding James Tate, 
Delta Mfg. Com 
pany. Others 
af named were: Vice- 
president, E T 

—a Slackford, Har 
nischfeger Corpora 

tion; and secretary 
treasurer, L H 
a" Billings, Falk Cor 
poration Forrest A 
Nelson, advertising 
manager, Mac 
Company Kenosha, Wis., was 
director for a three-year term 





R. L. HAMILTON 


N. J. Summer Schedule 
rles V. Allen, advertising manager, 
C. Dolph Company, Newark, N. J., 
en appointed summer president tor 
lustrial Marketers of New Jersey 


St x June 19, the group will hold in 
luncheon meetings every other 
\ sday at Yauch’s restaurant, New 


Mathews Selected to 
Pilot Cincinnati 


rge F Mathews, advertising mana- 
inkenheimer Company, Cincinnati, 
has been elected 
president, Cincin 
nati Industrial Ad- 
vertisers, succeeding 
Herman L. Klein, 
Cincinnati Milling 
Machine Company, 
who became secre 
tary-treasurer. Oth 
er ofhcers elected 
were Vice presi 
dents: Ted Brown, 
vice president, Per 
ry-Brown, Inc: 
W alter Spindler, 
manager, Armco 
Drainage Products 
tion. New directors are Frank 

advertising manager, Champion 





G MATHEWS 
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Paper @& Fibre Company, and Gene J. Urben Farley and Kinglsey L. Rice, 
Schwarber, service department, Gardner president, Power Plant Engineering 

Publications, Inc Mr. Price, who served as vice-president 
of the association last year, has been asso 
ciated with the Keeney publications since 
1923, before the formation of the present 
company seven years ago, and is editor of 
Heating, Piping and Air Conditioning 
He is a member of the executive and re 
search committees of the Associated Busi 
ness Papers, Inc., and last year headed 
the committee which drew up the present 





Price Heads 
Chicago Publishers 


Charles E. Price, treasurer, Keeney Pub 
lishing Company, has been elected presi 
dent, Chicago Business Papers Associa- 
ag succeeding J. Urban Farley, Domes- standards of the association 
tic Engineering Publications, Inc. Other 
officers elected are: Vice-president, E. F Reps to Golf 
Hamm, Jr., president, Traffic World; sec The Chicago Dotted Line Club will 
retary, Walter N. Clissold, Bakers’ Helper hold its annual outing and golf party July 
re-elected; treasurer, W. J. Hannon, Amer 12 at Medinah Country Club. E. V 
ican Restaurant Magazine re-elected Perkins, The Petroleum Engineer, is chair 
Elected to the board of directors were man of the day 


3 Recent*B. P.L C. 





Important Announcements 





] The paid circulation of INGENIERIA INTERNACIONAL has in- 
creased so substantially during the past year that it has been necessary 
to increase the edition several times. Commencing with the June issue, 
we are glad to announce the circulation of INGENIERIA INTERNA- 
CIONAL will be 12,000 copies each month. The circulation on the new 
basis shows an increase of 41.18% over that on which all present ad- 


vertising was bought! 


2 The paid circulation of EL AUTOMOVIL AMERICANO has en- 
joyed a sharp increase during the past year, and has now reached a 
total of 10,582. We are pleased to announce that beginning with the July 
1940 issue, EL AUTOMOVIL AMERICANO will have a guaranteed total 
circulation of 12,000 each month. All present advertising contracts were 
accepted on the basis of a total circulation of 8,500 a month. Advertis- 
ers will therefore be receiving a bonus of 41% in circulation over and 
above the guarantee established when present advertising rates were 
put into effect. 

& & & 


3 WAR EMERGENCY RATES: Effective with the July 1940 issue, 
and during the period of upset market conditions due to the present 
European war, bills for advertising space in THE AMERICAN AUTO- 
MOBILE (Overseas Edition) will be rendered and payable at 50% of the 


rates indicated on the rate card. 


*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION 





330 West 42nd Street. New York City 


Publishers of INGENIERIA INTERNACIONAL, EL FARMACEUTICO, EL 
AUTOMOVIL AMERICANO, THE AMERICAN AUTOMOBILE (Overseas 
Edition), THE BUYERS GUIDE for Latin American Engineering and Indus- 
try. and The Buyers Guides for Overseas Automotive Distributors. 


~ a oo 


BRANCH OFFICES—16 South Broad Street, Philadelphia; 1427 Statler Bldg., Park Square, 
Boston; Hanna Bldg., Cleveland: 520 N. Michigan Ave., Chicago: General Motors Bldg., 
Detroit; 68 Post St., San Francisco: 517 North Beechwood Drive, Los Angeles: 1011 Rhodes- 
Haverty Bldg., Atlanta, Ga. 
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$1,000,000,000.00 
served Effectively 
and Energetically by 





THE PAPER INDUSTRY 


and PAPER WORLD | 
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Paper Indust Pa 

WwW l f with 

resentati in The Pay 
p Mill Catalogu 


59 EAST VAN BUREN STREET, CHICAGO, ILL. 
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CIRCULATION PROMOTION 


TS MY OLS 14 / 





SE my wide experience in 

circulation promotion to 
build more and better reader- 
ship for your publication. I have 
written, produced and mailed 
more than ten million pieces of 
successful circulation promo- 
tion since 1930 — maybe I have 
the answer to your problems. 
No charge for preliminary in- 
terviews so write me TODAY 
for more complete details. 


HARRY H. COSTELLO 
Publishers’ Consultant 
Suite 1900 Daily News Bldg. Chicago 





Sales Promotion + Circulation Management 
Market Analyses + Readership Research 
Special Editions + Format and Production 


A MARKET APPROACHING 







DON’T OVERLOOK 





PUBLICATIONS, INC. 








a Appraisals and Financing 
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HANDLING THE 
PREPAREDNESS ORDERS 

To tHe Eprror: You may be sure 
that in working out the general prob- 
lem of supplying national defense 
needs every effort will be made to 
minimize the shock to normal produc- 
tion. This is a matter which is receiv- 
ing very careful attention from Wil- 
liam S. Knudsen, the member of the 
(National Defense) Commission in 
charge of production problems. 

The answer to the question con- 
tained in the second paragraph of your 
letter* cannot at this time be specific. 
The above principle also applies here. 
It is the Commissioner’s intention, in- 
sofar as it can be done without inter- 
ference with defense needs, to insure 
maintenance of normal economic func- 
tions. 

The Commission is at present en- 
gaged in making surveys directed to 
the basic question of “what do we 
need?” The second is expressed by ask- 
ing “where is it?” and finally, “how do 
we get it?” Until the picture is com- 
plete there will be many questions that 
cannot be answered in detail. 

Ropert W. Horton, 

Director of Public Relations, The 

Advisory Commission to the 
Council of National Defense, 
Washington, D. C. 


*The question isked “whether, in case of 
orders placed on the cost-plus basis, the 
government will allow a company’s regu 
] sales and advertising 


iar percentage of 


sts (or some and how much) to be in 
luded in costing such orders.” 
v v v 


ECHOS OF HITLER 

To tHe Eprror: We have just re- 
ceived a letter from one of your sub- 
scribers, Henry Stassin, formerly of 
Brussels, Belgium, who is now a refugee 
in France. He requests us in this letter 
to notify you that he would like his 
subscription to INDUSTRIAL MARKET- 
ING suspended pending further in- 
structions as he has no permanent ad- 





dress and does not know where he will 
be located. 

His request was addressed to us as 
in his hurried leaving of Brussels he 
could not take any papers with him 
and had to rely on his memory for our 
address. 

F. C. MINAKER, 


Dartnell Publications, Inc., Chicago. 


v v v 
USEFUL MATERIAL 

To tHE Epriror: Your circulation 
department recently sent me a copy 
of a booklet which you prepared en- 
titled “Successful Machine Tool Pro- 
motion.” 

All of these articles are excellent and 
the writer has enjoyed reading them 
very much indeed. There are two arti- 
cles in particular which are very fine 
and I am wondering if you would 
grant us the permission to reprint them 
either in our house organ, or in the 
form of a pamphlet to be mailed to 
each of our salesmen. 

The two articles are: “The New 
Approach in Machine Tool Merchan- 
dising” by Clifford S. Stilwell, vice- 
president and sales manager, The War- 
ner & Swasey Co., Cleveland (See IM, 
Sept., "36, P. 19); and “Copywriters 
—Get On Your Horses!” by Herman 
L. Klein, advertising department, Cin- 
cinnati Milling Machine and Cincin- 
nati Grinders, Inc. (See IM, Nov., '39, 
P. 15). 

It is our intention to limit the dis- 
tribution of these reprints to our own 
personnel. 

H. F. Moncrit 
Vice-President, Swann Fitch Ow 
Corporation, New Y ork 


vgweyY 
ADDED CIRCULATION 
To THe Eprror: Do you have «vail- 
able twenty-five reprints of “Recipro- 
cal Buying Again Rears Its Ugly 
Head” printed in your May iss 
they are not available, could we have 
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your permission to make about twen- 
ty-five copies, as our director of trade 
relations has expressed a desire to send 
a copy to our executives and key men? 
H. R. Wirson, 
Weyerhaeuser Sales Company, 
St. Paul, Minn. 
vvy 

iT WAS A SUCCESS 
To THE Eprror: We trust you will 
accept our sincere thanks for giving 
more than twelve pages of your June 
issue to reporting the TPA thirty-fifth 
Thanks for 


your interest and codperation and 


anniversary conference. 


winding up what we have been told 
was a complete success. 
Kerry B. Lyprarp, 
President, Technical Publicity 
Association, New York 


Milestones 


in Publishing 


Railway Age made a distinct contribu- 
tion to the freight transportation field with 
its Freight Progress Number published 
May 25. The 265-page issue presented 
for the first time the progress and trends 
n modern high speed freight trafhc serv- 
ice in a series of feature articles dealing 
exhaustively with the various phases of 
freight services of the nation’s railroads. 

Elaborately illustrated, the features de- 
tailed how speed in freight service has been 
developed as a result of new light-weight 
cars which permit carrying heavier pay- 
loads at lower operating cost; how speed 
demanding more horsepower created the 
new high speed steam and Diesel-electric 
freight locomotives With the demand 

treamlined freight service came the 








pickup service and modern freight ter- 
minals to expedite handling of merchan- 
dise [his created a great new market 


for motor trucks as well as for hand and 
power trucks for merchandising handling 
within the terminals. The modernization 


even extended into the offices of the rail- 


roads t the forms ot modern business 
machines to handle the paper work; photo- 
grap of records for permanency and 
reduction of storage space; teletype ma 


hines to expedite communications 
g up freight service also meant 
dernized yard facilities, switching 
equipment, faster track, and signal sys- 
tems f which have created a vast new 
arket for railroad suppliers, the articles 
it 
F lition to being heavy with adver- 
I the railway industry, the issue 
ed pages, spreads, and inserts of 
featuring their freight services, 
as the number was sent to ship- 
inting for more than ninety per 
e freight available for rail trans- 


id 
Tw ew magazines for the Latin- 
met markets, Oficina Mecanica Mod- 
ema El Taller Mecanico Moderno, 
ave announced by Gardner Pub- 


Inc., Cincinnati, publisher of 
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Modern Machine Shop and Products Fin- 
ishing. 

Oficina Mecanica Moderna, to be pub- 
lished in Portuguese, will completely 
cover the Brazilian market for machine 
tools, small tools, and other mechanical 
equipment and supplies. El Taller Me- 
canico Moderno will be published in 
Spanish and cover a like market in Mex- 
ico, Central America, West Indies, Cuba, 
and all countries of South America, with 
the exception of Brazil, of course. The 
two magazines will be issued quarterly, 
starting in September. 

2 

Five natural color photographic repro- 
ductions illustrated a feature article de- 
scribing the new Bankers Life building, 
Des Moines, in the June Architectural Rec- 
ord. Views were both interior and exte- 





rior, one showing the machinery and 
equipment for controlling the atmosphere, 
light, sound and communication. _ Illus- 
trations of this high character are a rarity 
in the business press. 
2 

As a special service to subscribers of 
Steel and Daily Metal Trade, The Penton 
Publishing Company has published “Pen- 
ton’s Almanac, 1940-1941,” a 144-page 
book of statistical and allied information 
covering the many phases of the operation 
in the production, distribution, and con- 
sumption of ferrous and non-ferrous met- 
als. Some of the sections of the book are: 
government and business; financial; labor; 
steel distribution; automotive; railroads; 
aviation; shipbuilding; construction; pro- 
duction; raw materials; steelworks expan 
sion: associations and societies 





















































The defense program 
is under way. Industrial 
production is soaring. 
New equipment of all 
kinds is required. 


“Tell your story 
inthe Blue Bach” 





The 
Metal Working 
industry! 





Hitchcock Publishing Co. 


508 S. Dearborn St., 


Chicago, Ill. 
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ARDEST 
HITTING 
ADVERTISING 


In the Nonmetallic- 


Minerals Industry 
x ve 
A well e) Write for 


planned 
campaign 
is half the 
battle. 






free mar- 
ket survey 
for your 
products. 
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PIT and QUARRY 


$07 Rand McNally Bldg., Chicago, Ill. 











The lady in the white hat is Ruth Barr, secretary-treasurer, Russell T. Gray, Inc., Chicago 
industrial agency, who took an active part in the AFA convention and is seen here at the 
The men, starting from the left, are John J. Krill and E. & 


industrial advertising luncheon. 


Murphy, Bruce Publishing Company, Milwaukee; Frank Gregor, Ditto, Inc.; Harold B. Hitch. 
cock, Blakely Printing Company; Wally Schnell, Russell T. Gray, Inc.; Byron Shreiner, J. D. 
Stewart, T. R. Shearer, and Hugh Rusch, all with A. C. Nielsen Company, research organization 


[CONTINUED FROM Pace 20] 


Readership Surveys 


ject of their reading of it, their opin- 
ion of it, what they get out of it, and 
how they regard it as compared with 
other papers, than it is to get 25,000 
questionnaires filled in with a few su- 
perficial answers to superficial ques- 
tions. Again it’s the third dimension 
that counts, the ¢/ickness of your sur- 
vey, rather than its length in number 
of interviews, or its breadth in terms 
of ground covered. 

You can judge from this that | 


haven’t much use for mail surveys. 
Mail is useful for a lot of purposes but 
I distrust it for either research or mat- 
rimony. In the first place, I want to 
see the man I’m talking to, either 
through my own eyes or through the 
eyes of very competent representatives 
who know exactly what I am trying to 
get at. And I want to be sure I talk 
to all kinds and not just those who are 
willing to fill out a questionnaire. 
Maybe 


don’t know, and that’s just the point. 


they’re representative, but I 


I’ve got to know. 


While the questionnaire is an impor- 
tant working tool in any survey, per- 
sonal or by mail, and needs to be 
carefully and skillfully prepared, don’t 
depend too much on any questionnaire 
Often the most important product is 
the sidelights or some type of infor- 
mation that the most experienced re- 
search man would never think of in 
advance of the survey. But it is im- 
portant to get into your questionnaire 
as complete a definition of the indi- 
vidual—what we term “classification” 


—as possible, with particular attention 
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to his classification as a customer, pos- 
sible customer or buying influence of 
your goods. 

Of course what I have said applies 
mainly to the work you do yourselves 
or through members of 
staffs. 
employment of a professional research 


your own 
If your requirements justify 
organization weigh carefully their 
qualifications in the way of experience 
—and the caliber of research brains 
they put into the field on your job 
Don’t buy by the pound or ton and re- 
member that the best salesman is not 
always the best research man. 

Now you ask, what about checking 
the readership of advertising? That 
is an entirely different proposition, al- 
though the two subjects are more of 
less interlinked, and many of the same 
fundamentals apply. Whenever the 
paper isn’t read, neither the editor nor 
the advertiser has a chance to sell his 
bill of goods. 


{Epiror’s Nore: The portion of Mr. Eas 
man’s talk dealing with his obse tor 


of readership of advertising and s sug 
vestions for points to watch in making 4 
vertising readership surveys will I 


lished next month.] 





Lance to Gulf Publishing 


Douglas C. Lance, formerly with M 
Graw-Hill Publishing Compa: New 
York, has joined the New York sales sta® 
of the Gulf Publishing Company 
unt to Dick Swinsky, vice-presid 


Joins Gittins Agency 


E. A. Bonfield, formerly wit! der ¢ 
Ingram, Ltd., and Glenn-Roberts ‘ Ini 
both of Oakland, Calif., has joined Be 
S. Gittins, Milwaukee advertisi: ger 
to assist in handling industrial a 


Horton-Noyes Gets Foxboro 
The Foxboro Company, Foxb Mas 


manufacturer of recording and 

struments, has appointed Hort 
Company, Providence, R. I., it 
ing counsel. 
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IT “TELLS ALL”! A MUST FOR... 
INDUSTRIAL ADVERTISERS AND 
AGENCIES! 


It's not a text book—it’s not a book of 
theories edited by a “brain-trust’. It's a 


g the book that’s packed with down-to-earth 
Sale of advertising and merchandising principles 


ery & Equi as practiced by the companies engaged 
Pment in the manufacture of industrial machin- 

ery and equipment. That's why you're 

going to want a copy on your desk. 
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Look at the partial index at the bottom 
of the page ... you'll see articles and 
discussions covering every phase of in- 
dustrial promotion—catalog planning, 
sales strategies, advertising campaigns. 
sales letter stimulants and other pertinent 
topics. Each feature has been written by 
a man that is qualified to talk on his sub- 
ject because of his outstanding success in 
the field of industrial advertising or 
selling. 





) ' ~ 4 
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The book is yours, without charge, in connection 
with a $2 yearly subscription to INDUSTRIAL 
MARKETING. 


Or, if you are already a subscriber, just send us 
an advance renewal on your present sub- 
scription. 


INDUSTRIAL MARKETING is a monthly publi- 
cation covering the advertising, selling. mer- 
chandising and distribution of industrial pro- 
ducts. It is read by thousands of industrial 
executives who find it a constant source of news 
and who rely on it to provide them with new. 
fresh ideas—ideas that increase the sales vol- 
ume. INDUSTRIAL MARKETING is the only 
means by which you can keep in touch with the 
happenings and developments in the world of 
industrial advertising and selling. 
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The greatest circulation is the most 
powerful selling force. 


10,447 


BUYERS of telephone equipment re- 
ceived the July | issue of 


“Gortnightly” 
TELEPHONE ENGINEER 


7720 Sheridan Road 


Chicago 





we C4 Back Issues 


@ Complete coverage 
of current and back 
issues of trade papers 
and general magazines 






“Using 
for editorial and adver- a Paper 
ings in 
tising material. Business” 


BACON’S 


CLIPPING BUREAU 


221 N. LASALLE ST., CHICAGO, ILL. 


MODERN PLANT BUILDINGS 


Milk companies erect and maintain modern 
plant buildings. Most milk companies use 
plant visitation sales promotion. Our read- 
ers constitute a good market for building 

materials and equip- 

4 ment and buildin 

l K an maintenance supplies. 

Write for sample copy. 
Monthly 327 So. LaSalle Street 
CHICAGO, ILL. 
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Integrating Advertising 


| and his personal sales goal as well. 


More important from a salesman’s 
point of view is the opportunity for 
selling the product; here we show the 
industries that buy the product to the 
greatest extent and where the product 
is applied in these industries. This en- 
ables each salesman to select the com- 
panies in his territory which are the 
largest users of the equipment, and 
thus make the best use of his time fol- 
lowing the meeting. 

(3) What is the product story? 

Too often this is the only point cov- 
ered in the average sales meeting. By 
relating it to the objectives of manage- 
ment and to the opportunities for sell- 
ing we give the product story added 
In our meetings we bring 
features in relation to 
We show salesmen 


meaning. 
out product 
major competition. 
where we have exclusive advantages 
worthy of being featured in their per- 
sonal selling, as well as total selling fea- 
tures in relation to total features of 
competitive products. 

Our markets are highly competitive. 
It is not enough to simply stress the 
values built into our own products. 
Although direct comparisons are dis- 
couraged, it is necessary for our sales- 
men to have a full background of 
competitive information so that they 
are in a position to overcome competi- 
tive salesmanship. 

(4) What is available to help sales- 
men sell? 

Salesmen have a tendency to rely 
too heavily upon their own fund of 
knowledge in their selling work. In 
this part of the program we introduce 
the selling tools and show the salesmen 
how their fund of knowledge can be 
made more effective by the dramatiza- 
tion of product features. 

“INFORMATION PLease”’—Since the 
keynote of the “Product of the 
Month” program is to increase the 
salesmen’s fund of information, the 





















office 


Save Money With Vari-Typer 


Thousands of business organizations are saving 
money by using the Vari-Typer . . . 
Type Writer with changeable faces and spaces. This 
machine reduces composition and printing 
costs for forms, bulletins, booklets, catalogs, folders, 
etc., for either Mimeograph or Offset reproduction. 
Investigate the savings possible in your business. 
WRITE TODAY fer new demonstration port- 
folic “How You Can Save Money With Vari-Typer” 
- with actual samples of work produced. 


RALPH C. COXHEAD CORPORATION 


333 Sixth Avenue 


the composing 


Manufacturers of Vari-Typer 
NEW YORK, N. Y. 
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climax of the program is an “Informa. 
tion Please” period. This gives each 
salesman an opportunity to ask any 
questions about the product, policy and 
the promotion materials prepared to 
help him sell. Usually we choose the 
district manager, the promotion man- 
ager, apparatus sales manager and prod- 
uct specialist to form the “board of 
experts.” Salesmen get a lot of fun 
in addition to much real value out of 
trying to “stump the experts.” 

“Information Please” as a feature of 
these programs has decidedly changed 
the acceptance of sales meetings by 
salesmen, because through this device 
they get the answers to their problems, 
and become a part of the discussion. 
By this device the salesmen also have 
the coveted last word in the meeting. 

The more we use this method, the 
more we have been able to streamline 
the transfer of information to sales- 
men and thereby to customers. 

In every case where a product has 
been given the “Product of the 
Month” treatment, there has been a de- 
cided increase in “negotiations.” A re- 
cent program increased our negotiations 
Much of 
business is due to the 


more than forty per cent. 
this new 
fact that 
knew little about the product are con- 
fident of their information and are 
contacting new prospects. 

In a broad sense, salesmen responded 


salesmen who heretofore 


to the program because they discovered 
that it conserved their time and that 
they could secure results more easily 
with the sales promotion provided. In 
short, they discovered that their stock 
of information had been increased 
easily and that their ability to trans- 
mit information to the customer had 
been vastly improved. 

This method of first developing the 
“bible” of facts, and then a sales plan 
based on those facts, automatically in- 
sures proper integration of advertising 
and selling. 





Conducts Plastic Contest 


Modern Plastics has opened its fifth an 
nual modern plastics competition with t! 
deadline set for Aug. 15. Any obj 
product designed or placed on the mar 
ket since Sept. 1, 1939, in which any kin¢ 
of plastic material is a component patt, 
is eligible for entry 


Changes at W. R. C. Smith 


John C. Cook, who has been with the 
W.R. C. Smith Publishing Company, At 
lanta since 1925, has been appointed busi’ 
ness manager of Cotton, a Smith publica’ 
tion, succeeding Richard P. Smith, whe 
has been made promotion manager of 4! 
Smith publications 
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The Replacement Market 
for Metal Working Equipment 


@ THE eagerly awaited five-year in- 
ventory of metal working machinery 
in the United States by American 
Machinist was published as a special 
insert in its May 29 issue and included 
a 30x22-inch insert tabulating the re- 
sults. The report is indispensable as a 
guide to marketing and promotional 
efforts of plant equipment manufac- 
turers. 

The report reveals that in the 
United States seventy per cent of all 
metal working equipment is at least 
ten years old. This compares with 
sixty-five per cent in 1935, forty-eight 
per cent in 1930, and forty-four per 
cent in 1925, 

Pictographs in the report show that 
the highest percentage of equipment 
over ten years old by types is as fol- 
lows: Lathes, 17.8; drilling machines, 
14.8; presses (not forging), 14; grind- 
The lowest per- 


centage over ten years old: Honing 


ing machines, 12.2. 


and lopping machines, 0.2; broaching 


machines, 0.4; planers, 1.2; riveting 
machines (not portable) threading 
machines (except pipe), and gear cut- 
ting machines, all 1.6. 

Another chart shows the distribu- 
tion of metal working machinery over 
ten years old by industries. Those 
with the highest and the lowest per- 
centages are as follows: Fabricated 
metal products, 36; heavy products 
not elsewhere classified, 7.4; motor 
vehicle bodies and parts, 7.2; motor 
vehicles, 7.1; metal working machin- 
ery and equipment, 5.9; (lowest) air- 
craft and aircraft engines, 0.8; engines, 
turbines and water works, 1.1; army 
arsenals, 1.2; business machines, 1.3. 

The percentages of metal working 
equipment in the geographical districts 
of the country which is over ten years 
old is as follows: New England, 78; 
South Atlantic, 73; West North Cen- 
tral and East South Central, 72; East 
North Central and Middle Atlantic, 
69; Mountain, 68; West South Cen- 
tral, 64; Pacific, 56. 

Greatest expenditures made for 
metal working equipment during the 
Period 1935-1939, was by the fabri- 
cated metal products industry, whose 
Purchases amounted to $27,159,000. 
Purchases by other leading industries 
were as follows: Motor vehicles, $20,- 
787 motor vehicle bodies and 
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parts, $13,067,000; heavy products 
not elsewhere classified, $11,882,000; 
metal working machinery and equip- 
ment, $8,341,000; industrial electrical 
equipment, $6,084,000. 

One conclusion drawn by the re- 
port is that metal working companies 
have not been willing to make ade- 
quate investments for plant equip- 
ment replacement purposes. Inasmuch 
as the survey shows a big lag between 
the placing on the market of modern 
equipment and its adoption by any 
considerable percentage of U. S. in- 
dustry, it appears that industry is fail- 
ing to use the technological advances 
of the last ten years. 

To manufacturers of metal working 
equipment the report must be indis- 
putable evidence of the need for more 
intensive and extensive sales and pro- 
motional efforts. The detailed tabula- 
tion in the supplement of the data by 
twenty types of equipment and twenty 
industrial classifications shows just 


where it should be applied. 
[CONTINUED FROM PAGE 42] 


Reciprocal Competition 
quite possible that some of this is go- 
ing on to our detriment but does not 
come to our attention. We find that 
the practice of reciprocal buying is 
much more prevalent among large 
companies than small companies. 

Reciprocal buying has occasionally 
interfered with the normal function- 
ing of our purchasing department. 
This is due to our occasional inability 
to get a favorable price, delivery, etc., 
from the company with which we are 
compelled to deal. 

It is my opinion that the practice of 
reciprocal buying is fundamentally 
wrong. It is not consistent with our 
basic American ideas of freedom, open 
competition, merit and individual or 
company progress. 





Kuester Opens Own Agency 


J. G. Kuester, formerly advertising man- 
ager, Read Machinery Company, York, 
Pa., has opened his own advertising and 
sales promotion agency which is known 
as J. G. Kuester and Associates, to op- 
erate strictly as an industrial advertising 
agency with headquarters in York, Pa. 
The agency will serve as advertising coun- 
sel not only from the standpoint of actual 
advertising, but also from the standpoint 
of merchandising and promotion 
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are saying about you, your 
company, your products, your 
competitors, their products? 


We can tell you, 
because 
We Clip Magazines— 


some 2,000 of them in all these 
fields—promptly, carefully and 
intelligently-— 

and we are the only bureau in 
America that does. 


Clipping Bureau of the 


AMERICAN TRADE PRESS 
15 E. 26th St. New York City 
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Wherever Metal Products 
Are Finished 


Factory executives look to METAL 
FINISHING for the latest develop- 
ments in the preparation, electroplat- 
ing and coating of all metals as well 
as for a source of equipment and sup- 
plies for these operations. 


The oldest paper in its field, the 
authority, the only one with all A.B.C. 
mail secured circulation and A.B.P. 
membership. 


For information write: 


(ABC) Tener orwrrom a ADE 
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295. The New Building Market. 


This new booklet by Architectural 
Record answers many questions about 
the building industry such as: Who 
builds today’s buildings? Who speci- 
fies the products they incorporate? 
What influences affect the building 
market? How do present conditions 
help or hinder marketing? In the 
future will the architect be of increas- 
ing or decreasing importance to manu- 
facturers? 


384. Likely Power Trends Through 
1940 

An up-to-date analysis of the power 
field containing discussions on the ef- 
fect of war on power buying; notable 
technical advances of 1939; steam- 
pressure trends, utilities, industrials; 
what’s coming in instrumentation; 
Diesel and gas-engine developments; 
the recognition of combustion-gas tur- 
bines; and water conditioning. Pub- 
lished by Power. 


386. A Readership Study Among In- 
dustrial Executives. 

This survey, issued by Machinery, 
shows what kind of publications in- 
dustrial executives read and what kind 
influences them most in making equip- 
ment buying decisions. It is a sum- 
mary of expressions and opinions from 
1,570 engineering and manufacturing 
executives who are recognized as domi- 
nant buying power factors in their 
plants. 


359. A Nation-Wide Industry. 


A presentation of facts, figures and 
charts to demonstrate the magnitude 
of the automotive industry to the end 
that manufacturers of materials, parts, 
accessories, supplies and equipment 
may have a clearer conception of the 
vastness and variety of the market the 
automotive industry offers for their 
products and services. Issued by Au- 


tomotive Industries. 


395. Food Processing and Handling 
Machinery. 

This sheet from the market and 
media file of Food Industries lists six- 
teen general classifications of machin- 
ery, equipment and supplies bought 
regularly in the food manufacturing 
and processing market. 
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304. How 103 Plants Buy Engincer- 
ing Equipment. 

This survey, issued by Power Plant 
Engineering, covering a Cross-section 
of subscriber plants, provides detailed 
information on sizes of installed equip- 
ment, personnel structure of the en- 
gineering department, and titles of in- 
dividuals who recommend purchases, 
specify kind and place orders. 


334. Industry’s Biggest Buyers Are 
Shopping Now—Will They Buy 
Your Product? 

A thirty-two page illustrated book- 
let prepared and published by Chem- 
ical & Metallurgical Engineering lists 
the products of the chemical process 
industries, shows what kind of equip- 
ment, material and supplies are pur- 
chased, and highlights the plants doing 
the most business. 


219. Survey of Industrial Buying. 
Report of a survey by Prof. Hugh 
E. Agnew, Chairman of the Depart- 
ment of Marketing, Grade School of 
Business Administration, New York 
University, in order to furnish an im- 
partial factual study of industrial pur- 
chases of supplies, machinery and 
equipment. Shows division of pur- 


chases direct and through distributors. 
Published by Mill & Factory. 


What’s What and Who’s Who 
in Air Conditioning? 

This book analyzes the air condi- 
tioning business and market and gives 
a thorough explanation of its set-up 
and the various factors that must be 
dealt with in selling air conditioning 
equipment. Published by Heating, 
Piping and Air Conditioning. 

197. Heating & Ventilating’s Market 
Data. 

A series of data sheets giving pro- 
duction, sales and marketing informa- 
tion about products sold in the heat- 
ing and ventilating market together 
with names of their manufacturers. 
Issued currently by Heating & Venti- 
lating. 

317. An Engineer Matures. 

A concise explanation of the metal- 
lurgical engineering industries which 
defines the function of the meta'lurgi- 
cal engineer. Published by Metels 
and Alloys. 


375. 


:s 
. 

















































